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Earn a greater share of wringer washer sales with 


THE WORLD FAMOUS APEX SPIRAL DASHER 


PLUS AUTOMATIC TIMING! 


4 great FULL-PROFIT MODELS now setting the industry 
sales pace with these quality features: 


® Automatic Timer Control Dial @ Fast Action Drain Pump 

® World's Largest Capacity Tub @ Apex Heavy-Duty Motor 

® Deluxe Apex Safety-Wringer ®@ Full One-Year Warranty 

® Washes One-third Faster ® Porcelain Tub with ““Washboard” Sides 


MODEL 1041-P MODEL 1042-P MODEL 1043-P 
Automatic-Timed — with Automatic-Timed —Yet Automatic-Timed — 
Extra Large capacity moderately priced at amazingly low price! 


A i € X HOUR-SAVING APPLIANCES the Apex Electrical Manufacturing Company © Cleveland 10, Ohio 
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Up Goes the Value of the Industry’s 


New! Westinghouse 





- 


with the NEEW WAY <n. 


Saves Space — only 25” wide! 


It's Completely Automatic — 
washes a full family-size load! 





it’s the Budget Model with High Profit Margins 
that Opens up a Brand-New Market 


Market, unlimited! 

That's the forecast of Westinghouse Franchised Retailers who are 
now previewing this new, compact, fully automatic Laundromat® 
25——the automatic washer that’s so flexible it makes practically 
everybody a prospect. 

This sensational Laundromat is small in size—only 25” wide, big 
in performance-—it washes a full-size family load and is priced so 
that even low-income families can easily afford it. 

(Don't, however, confuse this new Laundromat with semi-auto- 
matic washers. This is a fully automatic, high-quality Laundromat 
with famous New Way To Wash, It’s big in every way except size. ) 

Flexible? You bet. You can sell the new “25” anywhere. It fits small 
homes, tiny kitchens, crowded basements or utility rooms. Portable, 


too—sell it to renters, apartment dwellers, No landlord permission 
needed. Sell it for permanent installation—it can be built right in. 

And don’t let the thrift price fool you. Westinghouse doesn’t regard 
low prices as synonymous with short margins... this new Laundromat 
carries a better-than-average profit margin. 

This new Laundromat 25 is one more way Westinghouse works 
for its franchised retailers: providing models or new products to ex- 
pand a dealer's share of the market. If you are interested in joining the 
ranks of successful Westinghouse Retailers, we suggest you write to- 
day, in confidence, to Westinghouse Electric Corporation, Dept. M-5, 
Mansfield, O., requesting a presentation of “The Westinghouse Story.” 


you CAN BE SURE...1F irs WE -stinghouse 
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Most Valuable Franchise 


Laundromat 25 
Ss TO WASH 
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Packed with Features 
that SELL...and SELL 
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gem” | NEW WAY TO WASH 
| (,) , No lazy, old-fashioned 
\ y) , agitator! New Way To 
| , Wash principle lifts, 
, Nm turns, tumbles clothes 
rm Pe TENE - 64 times a minute for : 
ee to cer cleaner, better, uniform 
(0 wee - washing. 
CAN BE BUILT IN HANDY LOADING DOOR 
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AMERICA’S FAVORITE LAUNDRY TWINS 











* ELECTRIC DISHWASHERS 


UUNUDUUUUUUUUUUQQQQQQ00UUEEUUUUUUUUAUU AAU 





* FOOD WASTE DISPOSER 
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Business Quick-Check 


SALES, appliances, radio-TV ($millions) 





DEBT consumers owe on appli.-radio-TV ($millions) 
FAILURES of appl.-radio-TV dealers 

RETAIL SALES total ($billions) 

DEPT. STORE sales index (1947-'49 = 100) 
PERSONAL INCOME annual rate ($billions) 
LIVING COST index (1947-'49 = 100) 

SAVINGS of consumers, annual rate ($billions) 
HOUSING starts (thousands) 

AUTO output (thousands) 

UNEMPLOYMENT (thousands) 


RENDS 


Fair Trade laws are running into increasingly tough legal oppo- 
sition. Within the past month adverse rulings have been handed 
down by courts in Colorado and Virginia. This brings to eight the 
total of states where Fair Trade laws have suffered judicial setbacks. 
(Although three of the eight reversals were suffered in lower courts 
and may be changed by subsequent rulings, the fate of Fair Trade 
remains in doubt in these areas.) In addition, three states and the 





District of Columbia have never enacted Fair Trade legislation. 


It’s too early to write Fair Trade off as beaten but its advocates 





have lots of work ahead. Manufacturers may have to turn increas- 





ingly to signed contracts to get anything like uniform enforcement. 
And the setbacks handed Fair Trade are likely to encourage its 
opponents to step up their programs against resale price mainte- 
nance. 


There’s a new and useful column in the Business Quick-Check 





chart at the top of this page. The final column now compares the 





year to date with the same period a year ago. This new figure re 
places the “short trend” figure which previously appeared in the 
final column. The short trend figure had compared the “latest 
month” with the “preceding month” but because of the time lag 
in reporting these monthly figures and because of seasonal varia- 
tions, this short trend was sometimes misinterpreted. The new 
figure provides an instant appraisal of current performance against 
the same period a year ago, thus providing a more useful and more 
readily understood yardstick for current business. 


Don’t underestimate the change that has been going on in your 
market since the war. The average dealer isn’t selling to the same 








ELECTRICAL MERCHANDISING—APRIL, 1955 





THE YEAR 
SO FAR 
(55 vs. '54) 


Latest 
atelalia 


Preceding 
atelalia 


317 290 341 7.0% OFF 

291 273 285 2.1% BIGGER 

34 31 40 8.5% FEWER 
14.9 15.1 13.6 9.6% UP 

112 118 109 6.0% UP 
290.7 291.4 284.9 2.0% UP 
114.3 114.3 115.2 0.8% DOWN 


18.9 18.4 21.5 12.1% DOWN 


88.0 91.0 66.4 33.3% UP 
675.7 659.7 443.3 48.4% UP 
3,383 3,347 3,671 0.4% BETTER 


(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Avto 
Reports, Census Bureau) 


people any more — their age levels are different, their family size 
has changed, their way of living has changed. 

A few months ago, for example, while discussing the household 
formation rate, we pointed out that in recent years almost as many 
households had been formed by “primary individuals” as by mar- 
ried couples. Bachelors and career girls are two examples of the 
people ~ = fall into this “primary individual” category. A moment's 
thought ought to convince you that people in this group have 








particular problems when it comes to keeping house — problems 
which ought to suggest particular sales approaches on specific prod- 
ucts. For example, they are likely to be interested in smaller refrig 
erators since their food storage needs are limited. They will probably 
be particularly interested in the freezer section since many people 
living alone rely on frozen foods and dinners to simplify their 
meal-making. Although they might not consider buying a range, 
some of today’s modern table appliances may fit their needs, ‘The 
automatic operation of an appliance is of considerable appeal 
to them 


Nor is this the only way the market has changed People are 





marrying sooner, Census Bureau figures show that 34 percent of all 





18 and 19 year old girls are already married and that 48 percent of 
all “first time” brides are between 14 and 19. These figures have 
startling implications. A dealer must, first of all, be prepared to 
“talk their language.” This may even mean hiring a younger sale: 
man for the express purpose of contacting these young people. In 
addition marketing experts have been pointing out that young 
folks today are “educated” to discount shopping, that the tradi 
tional services performed by retailers for their parents (and expected 
by the parents) are not expected by the young folks. This means 
one of two things: educating the couple to the advantages of these 

(Continued on page 6) 
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Business Quick-Check 


THE YEAR 





SALES, appliances, radio-TV ($millions) 


DEBT consumers owe on appli.-radio-TV ($millions) 
FAILURES of appl.-radio-TV dealers 

RETAIL SALES total ($billions) 

DEPT. STORE sales index (1947-'49 = 100) 
PERSONAL INCOME annual rate ($billions) 
LIVING COST index (1947-'49 = 100) 

SAVINGS of consumers, annual rate ($billions) 
HOUSING starts (thousands) 

AUTO output (thousands) 

UNEMPLOYMENT (thousands) 


RENDS 


Fair Trade laws are running into increasingly tough legal oppo- 
sition. Within the past month adverse rulings have been handed 
down by courts in Colorado and Virginia. This brings to eight the 
total of states where Fair ‘Trade laws have suffered judicial setbacks. 
(Although three of the eight reversals were suffered in lower courts 
and may be changed by subsequent rulings, the fate of Fair Trade 
remains in doubt in these areas.) In addition, three states and the 
District of Columbia have never enacted Fair Trade legislation. 





It’s too early to write Fair Trade off as beaten but its advocates 
have lots of work ahead. Manufacturers may have to turn increas- 
ingly to signed contracts to get anything like uniform enforcement. 
And the setbacks handed Fair Trade are likely to encourage its 
opponents to step up their programs against resale price mainte- 
nance. 








There's a new and useful column in the Business Quick-Check 
chart at the top of this page. The final column now compares the 
year to date with the same period a year ago. This new figure re- 
places the “short trend” figure which previously appeared in the 
final column. The short trend figure had compared the “latest 
month” with the “preceding month” but because of the time lag 
in reporting these monthly figures and because of seasonal varia- 
tions, this short trend was sometimes misinterpreted. The new 
figure provides an instant appraisal of current performance against 
the same period a year ago, thus providing a more useful and more 
readily understood yardstick for current business. 








Don’t underestimate the change that has been going on in your 
market since the war. The average dealer isn't selling to the same 
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290.7 291.4 284.9 2.0% UP 
114.3 114.3 115.2 0.8% DOWN 
18.9 18.4 21.5 12.1% DOWN 
88.0 91.0 66.4 33.3% UP 
675.7 659.7 443.3 48.4% UP 
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Dept. of Commerce, Bur. Labor Statistics, Council Econ. Advisors, 61S, Ward's Auto 
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people any more — their age levels are different, their family size 
has changed, their way of living has changed. 

A few months ago, for example, while discussing the household 
formation rate, we pointed out that in recent years almost as many 
households had been formed by “primary individuals” as by mar- 
ried couples. Bachelors and career girls are two examples of the 
ah into this “primary individual” category, A moment's 
thought ought to convince you that people in this group have 
particular problems when it comes to keeping house — problems 
which ought to suggest particular sales approaches on specific prod- 
ucts. For example, they are likely to be interested in smaller refrig- 
crators since their food storage needs are limited, They will probably 
be particularly interested in the freezer section since many people 
living alone rely on frozen foods and dinners to simplify their 
meal-making. Although they might not consider buying a range, 
some of today’s modern table appliances may fit their needs, The 
automatic operation of an appliance is of considerable appeal 
to them. 








Nor is this the only way the market has changed. People are 





marrying sooner, Census Bureau figures show that 34 percent of all 





18 and 19 year old girls are already married and that 48 percent of 
all “first time” brides are between 14 and 19. These figures have 
startling implications, A dealer must, first of all, be prepared to 
“talk their language.” ‘This may even mean hiring a younger sales 
man for the express purpose of contacting these young people. In 
addition marketing experts have been pointing out that young 
folks today are “educated” to discount shopping, that the tradi 
tional services performed by retailers for their parents (and expected 
by the parents) are not expected by the young folks. This means 
one of two things: educating the couple to the advantages of these 

(Continued on page 6) 
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SELL 


what this customer needs 
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PARAGON 
e-frost-it 


pHs lady has a mess on her hands 
...and you can cash in on her prob- 
lem when you sell Paragon's practi- 
cal “de-frost-it’. Over 2,000,000 
satisfied users prove this ‘“wife- 
saver’ makes any electric refrigera- 
tor self-defrosting ... actually adds 
years to its life. So simple to attach, 
too, Simply plug it in, set it and 
forget it. 

What's more, the “de-frost-it” is 
dressed-to-sell faster than ever in a 
new “sales-maker” carton. Cash in 
now. Tie your sales to Paragon 


“de-frost-it” and.. 
$995 Retail 


sell automatic defrosting 


for more PROFITS! 


C 4) “ff . . , , 
Smartest gf tlem tn yeas . 


Sell ELEC-trivet by Paragon. It's the orig- 
inal electric trivet. Exclusive features in- 
clude “long-last” heating element that 
keeps food at 180° four or more hours 
“heat engineering” to protect linens 
and many more. Gift packed in gold foil box 


PARAGON YO "Ss -: 


ELECTRIC COMPANY ©@ 1638 TWELFTH STREET 
» TWO RIVERS © WISCONSIN 







































TRENDS continued 





services — or streamlining your operation and eliminating the serv- 
ices which the new consumer doesn’t want. Finally, they will usu- 
ally be shopping on a limited budget, but this does not mean that 
their tastes run only to stripped down models. For a variety of 
reasons (prestige, pride, keeping up with their friends) they may 
want the deluxe models. You can’t afford to underestimate the 
importance of this market, or the challenge it offers you. 


linally, while we're talking about the changing market, let’s take 
a look at another development: the number of working women is 
near an all-time high. For the first time, women are employed in 
cach of the 446 occupations reported by the Census Bureau. And 
the number of women in domestic jobs is lower than ever. 

The implications here are obvious: the working woman needs 
time-saving appliances and she’s better able to afford them. 











This is “open season” for theories on just who will eventually 
handle the kitchen remodeling business. ‘The appliance dealer looks 
like a good bet but it’s an equally good bet that the appliance opera- 
tion of tomorrow will be considerably different from that of today. 
Problems posed by the installation of built-in appliances and the 
handling of complete kitchen remodeling indicate that the appli- 
ance dealer may have to revamp his techniques. 














Here's one expert’s guess: he thinks that the appliance dealer of 
tomorrow will be the kitchen specialist who handles everything that 
goes into the kitchen except the food. He would not handle radio 
or T'V or phonographs. The kitchen dealer would have a counter- 
part in the “electronics dealer” who would handle these “entertain- 

(continued on page 8) 

















MANUFACTURERS’ SALES 





Jan. 1955 Jan. 1954 %o 

(Units) (Units) Change 
DEHUMIDIFIERS 4,477 3,456 +29.54 
DRYERS 115,383 82,195 + 40.38 
FREEZERS . 54,958 49,017 +12.12 
IRONERS.... 8,648 9,792 —11.68 
RADIOS, HOME 280,121 271,036 + 3.35 
RADIOS, PORTABLE 47,303 46,571 + 1,57 
RADICS, AUTOMOBILE 573,837 394,442 +45.48 
RADIOS, CLOCK 166,885 159,932 + 4.35 
RANGES... 136,663 101,870 +34.15 
REFRIGERATORS 381,197 344,101 +10.78 
TELEVISION 654,582 420,571 +55.64 
VACUUM CLEANERS.. 250,123 221,233 +13.06 
WASHING MACHINES 357,356 249,956 +42.97 
WATER HEATERS, Storage 48,322 41,771 +15.68 


WASHERS, IRONERS, DRYERS—Membership of American Home Laundry Mfrs. Assn., VACUUM 
CLEANERS——industry Estimote by Vocuum Cleaner Mfrs. Assn.; RADIO & TELEVISION— 
Industry Production Estimate by Radio-Electronics-Television Mfrs. Assn.; AIR CONDITIONERS 
—Industry Estimate by ARI; ALL OTHERS—NEMA Members, not industry 
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HERE COMES HOOVER'S 
piste ADVERTISING! 


PIXIE 


For the 
world's t 


* c 

ror 
aoover STEAM OF ” 1 
less gtee 


Ss $0 olepiate 
















HOOVER BACKS YOU. 
with STRONG 
Spring Advertising Campaign 


W 


Hoover Spring Schedule 








The Hoover Company will publicize its ex- MAGAZINES 

clusive new Stainless Steel Soleplate Iron in 5 

strong ads in color, in big hard-working mag- Life March 21 Constellation Look May 31 = Constellation 
azines, and the Pixie will make its magazine Good Housekeeping _— April Constellation McCall's May Constellation 
bow in a 4-color Saturday Evening Post ad. Simplici pa ' 

Hoover is taking a new grip on the traffic prey ic _ Good Housekeeping May Iron 
appliance business—national magazine ad- Better Homes & American Home May Constellation 
vertising—new promotions and new aggres- Gardens April Iron saith Riles 
sive sales plans. fer Woman's Day April Constellation rnalin eating May Constellation 

In the days ahead you will find Hoover Neuen Reoutitd April Constellation 
stepping farther ahead—building an even Ebony May Constellation 
stronger consumer franchise in small appli- Soturday Evening Reader's Digest May Constellation 
ances—and building traffic for you on the Post Apri? Pile 
iron, the Pixie and the electric floor polisher. Saturday Evening Post April 23 Constellation Sunset may Constellation 
If you want volume, you want Hoover! This Week May 1 —_ Constellation Ladies’ Home Journal = June Constellation 

WANT IN ? Parade May 15 Constellation Better Homes & Gardens June Constellation 
’ : Saturday Evenin Living for Young 

If you arent carrying the new Hoover Post . , May 14 Iron ochecnahions June iron 
Iron, Pixie and the Polisher, you will miss 
some easy plus profits! Write or phone the TELEVISION 
distributor in your area or 

“Today” —Dave Garroway March 21, 23, 25, 29; April 1 Constellation 
The Hoover Company “Home” —Arlene Francis April 5, 6, 8, 11, 14 Constellation 
North Canton, Ohio “Morning Show” —Jack Paar April 18, 20, 22, 26, 28 Constellation 
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TIE UP WITH THE PACESETTERS! | TRENDS continued 


Revere ment” products and be sort of a latter day version of the music 
merchant. 
“a 
(A a” 
HIGH FIDELITY Bedtened Sone 





Ee 


This may be carrying it a bit far but many signs point to increased 





TAPE RECORDERS 


For low-cost 
fn, sales 
training a a 
permanent rec- 
ord of meetings, 
conterences 








For pertorm- 

ance compari- 

son musi- 

clans, language 

students, 
8. 





Add interest, 
drama to class- 
work; record 
Church ser- 
mons, choir 
f 








Record chil- 
dren's voices, 


co ’ ’ 
TV programs, 
home movie 
continuity, 


Trouble-free dependable performance 
unmatched in entire Recorder field! 
Set the pace for bigger sales and profits. Tie up with Revere High 
Fidelity Tape Recorders—the leader for value, quality and trouble-free 
dependable performance. Only Revere provides such patented 
features as “balanced-tone” and “demagnetization system.” Other 


specialization. For example, some dealers already departmentalize 
their food plan and their kitchen operations. And there are still 
appliance dealers who even now refuse to get into the radio-TV 
business. It’s hard to tell whether these apparent trends toward 
specialization will continue but in attempting to reach a decision 
on this point you should remember that yesterday’s or even today’s 
standards cannot be used as a basis for a judgment. It may have 
been true yesterday that few markets were wealthy enough to sup- 
port a kitchen specialist, for example, and that most dealers relied 
on individual appliance sales for their bread and butter. But rising 
income levels and growing saturation rates on many appliances indi- 
cate that the day is at hand when most markets will be able to 
support specialists in this field. 


The public impression that color TV is so complex and sensitive 





that breakdowns will be both frequent and expensive is due for 





some revision. At least some consumers have developed adverse 





opinions as the result of loose and misunderstood opinions offered 
in the press and in public following many of the early demonstra- 
tions of color. Now that volume production is just a year or so away 
manufacturers may begin a corrective campaign—the first step of 
which might be an announcement of a one-year guarantee on a 
picture tube. End 


electronic advancements and brilliant styling put 
Revere in a class by itself for more traffic, more sales, more profits! 
Write for complete details and Revere Dealer Franchise information. 


IDEA FILE ELECTRICAL MERCHANDISING will pay $10.00 for accept- 
able photographs of dealer ideas similar to the one below. 


r-700-D ¢ 





Flos / 





T-1100 ’ M 


$159.50 





TV SPOT MONEYMAKER for Central Air-Conditioning & Heating Co., 
Nashville, Tenn., shows quick installation of air-conditioning unit. Salesman 
F. L. Tagen (left) and engineer John Coffman bring in the unit, remove the 


strap plugs into any outlet for 


rte On . 644 x 5M inches. inside mounted screen, bolt the unit in place and walk out. Day after the 
t. Ibs. Output for earphone showing, the company sold four window units to TV viewers who had seen 
or seer eee eeee 
$44.60 the 30 second spot and closed contracts with two retail appliance dealers 
i batteri Pp pp 


who declared that the commercial convinced them. 
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best air conditioners under the sun! 





Gibson’s got what dealers want for 1955! Take 
room air conditioners, for instance—Gibson has 
34, 1, and 114 H.P. models, standard and deluxe, 
the size and style your customers want! And 
Gibson is loaded with features that you can sell — 
multi-mount installation that permits flush 
mounting or any desired interior projection... 
Electro-static Dust Magnet Filter...draft-free 
circulation...push-button controls...Gib-Sun-Air 
Ozone Lamp...Super Heat’r unit for cool days! 











| 
H 
f 
' 
x 
H 
iY 
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And so that you have a complete air conditioning 
line, Gibson now introduces the self-contained air 
conditioner shown below, available in 2, 3 and 5 
ton capacities for residential or commercial instal- 
lations! Clip the coupon, and find out about the 
3 profits you can make with Gibson air conditioners! 





These Gibson features make sales! 

Push Button Controls! For circulation speed, cooling, or heating. 
Gib-Sun-Air Ozone Lamp! Purifies room air, Removes stale odors. 
Draft-Free Circulation! Adjustable twin louvers. 

Thermostat! Automatically controls cooling. 

Electro-Static Dust Magnet Filter! Permanent, easy to clean. 

No Rust Stains! Galvanized steel cabinet, protected by 2 coats of enamel. 





Gibson Self-Contained Air Conditioners 


GIBSON REFRIGERATOR COMPANY + GREENVILLE, MICHIGAN 


Manufacturers of Refrigerators « Electric Ranges « Food Freezers « Air Conditioners 
78 years of experience and millions of satisfied customers mean you can always rely on Gibson! 


Water Cooled Condenser 

Capillary Refrigerant Control 

Unusually Quiet Operation 
Package-Type System for Easy Servicing 
Adjustable Air Vents 

Convenient Controls & Duct Connections 
Corrosion and Rust-Proofed 

Excess Humidity Removal with 

no Over-Cooling Danger 

Modern, Compact, Easily Installed 


Clip the coupon, send for all the facts! 


GIBSON REFRIGERATOR COMPANY 
Greenville, Michigan 


Please rush full facts on 
Gibson Air Conditioners. 


Name 


Firm 


Address 





City State 
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SPRING 
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Retailers 


Only (ne PROMOTES 


™. | @ . 
than 15 million range prospects, plenty of them right in your backyard. There’s 


biko the’ Ono and. Qnby: 


GAS RANGE 


>) Magic Chef ° 


~ Here’s a real spring tonic for sales! A three-month campaign of full-color 


Magic Chef ads in leading national magazines is reaching the homes of more 
2 

a big easy-to-use promotion package too, 
ready and waiting to help you tie in and make 
the program pay off in your store. Remember, 
Only One sells like Magic Chef! 





FULL 
ele} Re). ; 
NATIONAL 
ADS— 
APRIL, 
MAY & JUNE 


In these top 
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f y . = ia magazines 
ith aw na 
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with your Magé Chef representative now! 
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F* ERY successful large dealer | have met in my 
« travels who sells at list or near to it operates 


a service department. It is the big weapon against 
cut-price competition. It also provides the fa- 
cilities and manpower to properly recondition 
trade-ins so that they may be sold profitably. 
Every study I have ever made or seen which 
gives the reasons why a customer buys a particular 
set or appliance shows that the main reason for 
his selection was good service. Based on my own 
experience and observations of national surveys, 
it is indicated that from one-third to one-half of 
the persons surveyed were primarily influenced 
by good reception or performance or by the re 
and the 


of a friend, relative or neighbor 


recommendation 
Your future 
is more dependent on the attitude of 
your customers to the products you have sold 


ports of good service 
busine 


them than on anything else you will ever do of 
an advertising or sales promotional nature. 

satished make four, four 
may build eight, but people spread their dissatis 
faction farther than 


and they do it with more impact 


‘lwo customers can 
their satisfaction 
Many retailers 
who did a large volume of TV business in its 
heyday and turned their service over to so-called 
service Operators with no interest in the custom- 
er’s future good will find that they cannot now 
sell that customer their new large screen set or 
satisfy their appliance need 


they do 


SERVICE HAS BEEN SURRENDERED. Cen 
tral by manufacturers and distribu- 
tors has been the curse of the TV and appliance 
industry. It has made it possible for the dis 
count house and the “office-in-the-hat” oper 
ator not only to operate but also to thrive. 
It is no wonder that the consumer buys where 
the price is lowest if the service will be per 
formed by the manufacturer. ‘To stay in busi 
ness a dealer must assume responsibility for 
the proper installation and maintenance of 
the appliance he sells. It will be most difficult 
to clean up the price cutting and back-door 
selling in major markets so long as a customer 
can get central service. 

At one time manufacturers entered the serv- 
ice field because they felt that dealers generally 
did not have the experience necessary for in- 
stallation and service of such things as auto- 
matic washers and television. This may have 
been true at the time, but many dealers would 
have worked with these manufacturers to 
equip and train their own men rather than set 
up this centralized service. Later other manu- 
facturers entered the field to protect their good 
name and regain some of the good will lost 
when distributors sold dealers with no service 


servicing 





Mort Farr Says... 





turned service re- 
sponsibilitics over to service companies who 
failed. Other customers found that the dealer 
they purchased from was out of business and 
so this was another excuse for the distributor 
or manufacturer to enter the field of service. 
This could all have been handled much more 
effectively if distributors and manufacturers 
had insisted on a dealer having proper know- 
how, physical facilities, tools and an adequate 
stock of replacement parts before franchising 
him to sell their product. 


when dealers 


facilities o1 


SERVICE IS BIG BUSINESS. There may be 
another reason why more and more big manu- 
facturers are entering the service field and even 
getting into the repairs of radios and small 
appliances. ‘The service industry is big busi 
ness. Perhaps it is because profits look more 
promising. Even one ‘TV manufacturer 
who operates a service company nationally does 
a dollar volume in service that exceeds all but 
the largest of the set manufacturers in sales 
volume. For 1954, when set sales were at the 
second highest level since TV started, dollar 
volume about $1,750,000,000 and the 
revenue from the servicing industry including 
antenna, picture tubes, receiving tubes, parts 
and labor amounted to just about as much, 
Ihis $1.7 billion is a tremendous business, but 
in the next few years the service industry in 
clectronics will amount to around a 
$3 billion industry. At present, service requires 

100,000 men and we will need 25,000 

more in the next two years. 


now 


Was 


alone 


over 


In addition to the electronic service business, 
the appliances we sell are going to require more 
skilled mechanics to keep them operating. We 
may expect to sell as many appliances in the 
next 10 years as have been sold in the past 75 
and more de 
and servicing. 
alone will re 
an army of men to service the millions 
of room units to be installed and now operat- 
ing. ‘The new refrigerators with their automatic 
defrosting will require top technicians as will the 
automatic washers and automatic dishwashers. 

The evolution in built-in appliances will re 
quire trained men for their installation and 
maintenance and many dealers will find it 
profitable to hire their own plumbers, carpen- 
ters and electricians so that they may control 
the new avenue of profitable operation. 

Much is being said of adequate wiring, and 
the public and dealers are being made con- 
scious of the need of modernizing their wiring 
facilities, but there are not enough good con- 


and they are all more complex 
manding of correct installation 
The air conditioning business 
quire 
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Service 


ls a Weapon 


tractors and electricians to do this job properly. 

Not all service departments have been profit- 
able operations. In fact, many have lost money 
in the last few years while they rid themselves 
of the inefficiency and waste that crept in 
during the lush days after the war, 

Now those dealers who have analyzed their 
figures and cut out the extravagance and made 
sure they were charging for, and collecting for, 
the service they rendered are close to break- 
ing even and some are now making a profit. 
Even if they operate at a small loss, many leads 
for new appliances can come from service and 
certainly no one including centralized service 
can do the service for them as cheaply as they 
can do it for themselves 


SERVICE IS A GOOD REASON TO BUY, 
Good service gives a dealer the one reason, the 
only reason, why people should buy from his 
store. They will get prompt, intelligent serv 
ice and they will always have someone to back 
up their purchases, I don’t know what reasons 
a salesman can give as to why a customer should 
buy from his firm, if he doesn’t have a service 
department. 

Many dealers who have ignored service or 
who are just beginning to realize how essential 
it is will find that a good service department is 
something that cannot be built quickly, It 
takes years to build a sound service organization 
but most important is building a back-log of 
good will customers who are increasing your 
business with their future purchases and by 
sending their friends, relatives and neighbors 
to you, Customer good will that rests on good 
service takes years. Don’t wait until you need 
these things to make sure you have built them. 


SERVICE IS TOP LEVEL. Good service and 
service policies rest in the hearts and minds 
of the owners and executives. You must be- 
lieve in it, stay close to it and check up on it 
It’s development cannot be entrusted to some 
one down the line, Without top interest, the 
task for the service manager is a hopeless one 
In our organization, we 
least four or five service 


have always had at 
men to each sales 
person. ‘These men are devoted to servicing 
the products we sell and, incidentally, to many 
things which we didn’t sell, but in which we 
now have an interest and which will develop 
possible future customers 


Next Month:some of the poli 
cies and facilities necessary to the operation of 
a successful service department, 
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Ss Lining Available in all Models. 
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Slightly lower cost. Exclusive White 
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tanks last even longer. 
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Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors—April, 1955 


The East 





By ROBERT W. ARMSTRONG 
2 a TA STE 


TV resumes leadership over 
white goods as February volume 
slips below January but beats 
February ‘54.... Dealers wary 
about inventory 


HE general sales improvement 

which characterized eastern ap- 
pliance business during the first month 
of the year lost its universality in 
February. 

By and large, distributors were the 
only business men who could come 
close to unanimity in reporting con- 
tinued good volume. Few dealers still 
were riding an upswing; most reported 
a decline from January highs. 


No Happy Returns. Take a look, 
for example, at Washington, where 
February 22 birthday sales usually 
bring a tremendous volume of busi- 
ness. It wasn’t so this year. Dealers 
reported February declines of any- 
where from eight to 20 percent and 
the birthday sales themselves were a 
disappointment. There were the usual 
crowds, but they were all looking for 
the spectacular advertised bargains. 
If they got there too late to get them 
they didn’t look any further—either 
went back home or to the movies. 

Whereas in January, Washington 
dealers found their greatest strength 
in white goods, February reports are 
that TV was the best item. For one 
dealer washers ran a close second. 
lor another refrigerators were very 
slow. But even those who found 
their biggest volume in TV—which 
included nearly everybody—were sell- 
ing the cheaper models. No wooden 
cabinets; every set sold with a trade-in. 


Sudden Gloom. As a result of 
lebruary business many Washington 
dealers have suddenly turned gloomy. 
Now a lot of them are looking for 
some way to supplement sales. A few 
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are turning to the repair of small ap- 
pliances. Others are taking on furni- 
ture. Still others are jumping into 
the kitchen remodeling business. And 
nearly all are keeping their inventories 
as low as they can. 


February Flurry. Dealers in the 
metropolitan New York area started 
the month with a flurry in major ap- 
pliances, but sales fell off enough 
in the last half of the month to bring 
volume below January levels and, in 
some cases, even below February of 
1954. Groaned one Westchester 
County dealer, “Sales are way down 
~—even lower than last year’s low.” 
For him refrigerators were off 10 per- 
cent from January, 15 percent from 
February of 1954. His washers were 
off 10 percent from both periods and 
TV’s record was just as poor. 

This dealer's experience is typical 
of several other New York merchants, 
but none took it any harder than the 
dealer who said, ‘““Where is the bot- 
tom? Refrigerators down, washers 
down, TV down.” Promotions, sales, 
gimmicks, all failed to help. Actually, 
despite his complaint, he was no 
worse off than most, according to 
his figures. 


, Recession. A Philadelphia 
dealer used both those words to 
describe his February picture. His 
sales “fell off all along the line” and, 
he said, “We're going through a 
slight economic recession. . . . I don’t 
think it will last more than a few 
months, . . .” 

Other Philadelphians didn’t have 
such strong feelings. More typical 
was the report which said that busi- 
ness had kept moving in February, 
but at a slower pace than in January. 
Both white goods and TV, said this 
merchant, were “just fair.” 

On the other side of the fence, 
Philadelphia distributors enjoyed good 
business. One said it was as good 
as January, better than February of 
1954. Both white goods and TV 
moved well for him, but TV moved 
better. Refrigeration was especially 
good for that time of year. Another 
distributor said TV sales were double 
those of January, while white goods 
held their own. He admitted, how- 
ever, that he was getting more business 


from suburban and country dealers 
than from city merchants. 
Harder Push, Better Results. That 


describes a Boston distributor's ex- 
perience in February. Like the Phila- 
delphia wholesalers, he found business 
good, although he had to work for 
it. For the first two months of ’55 
his volume is between five and ten 
percent over last year—even though 
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“Jast year’s first two months weren't 
anything to crow about.” 

For this distributor the brightest 
outlook is in TV. This, he says, is 
“in for an early boom, although sales 
are going well now. It’s almost as if 
the aailip were slowly awakening to 
the improvements in new sets... . 
Now they're realizing what a tremen- 
dous difference in pictures and 4 
formance they offer over old sets. Re- 
sult is a growing replacement trend 
around Boston.” 


Dealers Didn't Like It. Boston 
dealers couldn’t echo this distributor's 
sales experience. As elsewhere in the 
East dealer sales fell off from January 
levels. One, who had reported a 15 
percent increase in January, said sales 
“slowed down considerably, especially 
in the last two weeks of the month.” 
Another also found the last half of 
the month a disappointment. “No- 
body knows why,” he said, “but it 
doesn’t look like anything to worry 
about.” For him TV was spotty, 
ranges “curiously quiet,” refrigerators 
promising, washers steady, Like Wash- 
ington dealers, this merchant is keep- 
ing a close eye on inventory and a 
tight grip on his wallet, frankly in 
tends to let distributors carry his stock. 
“I know the distributors aren’t happy 
about it,” he admits, “but it will keep 
everybody honest until we are sure 
just how good business will be.” 

For still another Boston area dealer 
TV in February was off 10 percent, 
refrigerators and ranges off five per- 
cent, washers 10 to 15 percent ahead 
of the 1954 month. Asked about the 
gain in washers, he said, “The new 
promotional prices manufacturers have 
been giving us on washers have been 
a ternfic help so far, We've even 
been able to hold our own with the 
discount houses.” 


No Better Upstate. Even in up 
state New York. one of the areas 
which did extremely well in January, 
few dealers could maintain the pace. 
One said, “February was better than 
last year, but not quite up to our 
plans.” He found white goods doing 
better than TV, washers and dryers 
among his best sellers. 

Most other dealers in the same area 
had a similar experience with Febru- 
ary business—better than February of 
54, off from January of this year. 
One offered a reason—the war scare 
resulting from the Formosan crisis, 
especially among draftable young mar- 
ried people. 


Muddle in Air Conditioners, So 
far, according to eastern dealers, air 
conditioners are not moving and 
they're not buying. As one put it, 


“There is a lot of last year's met 
chandise around and a lot of dealers 
are hedging about buying them, think- 
ing the prices will go still lower. . . . 
I think last year’s stocks will be used 
mainly as an inducement to sell this 
year’s stuff,” 

‘A distributor says room coolers are 
moving into dealer hands, “but they're 
stuck right there, . . . All the last 
year's merchandise being dumped on 
the market is creating a chaotic con- 
dition and it’s hard to know what 
to expect,” 


Quick Trick. Just how hard it was 
to do well in February is illustrated 
best by the New York dealer who, 
like almost everybody else had a 
slump, but made sure of what he 
did get, even though he ‘h‘ad to push 
hard to make every sale stick.” 

His trick: ““We made extra fast de- 
liveries—before the customers had a 


chance to change their minds.” 


The Midwest 





By TOM F. BLACKBURN 


RE EEN La 
Department stores go dis- 
count New angles on 
credit Five percent of 


housewares sales involve trades 
. . « The hairclipper’s future 


NE of the experts in middle west 

clec tric housewares promotion 
comes forth with the estimate that in 
not five percent of the sales is there a 
a trade-in involved today. There must 
be the same desire to get the old ap 
pliance off the premises, and in time 
payment sales its absence is an advan 
tage, he says. Somebody is going to 
come up with a twist on this which 
will bring in business. Our expert also 
ventures a guess that 99 percent of 
clectric housewares sales are 
made at below list price. 


being 


The Hairclipper's Future, If there 
(Continued on page 16 
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When women get together, appliances are bound to get into the con- 
versation before long. Then one of a manufacturer’s best salesmen 

the satisfied customer—can really do a job for him. When the talk is 
about Packard-powered appliances, the job is done with extra enthu- 


siasm—from sheer satisfaction. 


For over 38 years Packard Electric motors have been giving dependable, 


low-cost service to users. The appliance maker who standardizes on 
Packard fractional horsepower motors benefits from the satisfaction 


they give, from enhanced reputation and from increased sales. 


GM 


BRANCH OFFICES: EX] 
DETROIT 2, MICHIGAN, OAKLAND 12, CALIFORNIA, 


Packard Electric Division, 
OAK PARK, ILLINOIS 


General Motors, 
Werren, Ohio 
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Double Your Money Offer 


on the HAMILTON BEACH Liqui-Blender! 


gee We. 
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~~ 


\ 
‘4 “Male* 20? (SI. - PROFIT) \ 


\ ON THIS $3982 HAMILTON BEACH / 
LIQUI-BLENDER !| 







a 

en -_ 
BUY THESETWO ———— 
HAMILTON BEACH THIS MODEL “G” 


MIXETTES FOOD MIXER 
At $12.28 Each 


At $24.25 \ wn 
($19.50 each, retail) Plus ($38.50 retail) iw 2 


AND GET THIS EXTRA-VALUE 
HAMILTON BEACH LIQUI-BLENDER FOR ONLY $] 917 


Regular retail price $39.50 
Your special cost $19.17 


Your profit $20.33 (51.5%) 
PLUS A BIG 42, * PROFIT on THE SUTIRG hacen 





an 
NEWSPAPER 
AD MATS WINDOW STREAMERS 
to build traffic! to bring them ini 


ae Tha 


COUNTER FOLDERS 
for waiting customers! DISPLAY CARDS 


Order NOW! Offer endo April30 
HAMILTON BEACH 


HAMILTON BEACH CO., Div. of Scovill Mfg. Co., Racine, Wis, 
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Genuine 
Whirlpool 
Worm Geor 







Off brand 
Worm Gear 








REPLACEMENT GEARS FIT BETTER, WORK 
BETTER...END COSTLY SERVICE CALL BACKS 


These gears look alike, but your service records tell the difference 

. the Genuine Whirlpool replacement gear ends profit-eating 
service call backs, Here's why! It’s made to original Whirlpool 
quality specifications to last longer. It's precision machined to ex- 
acting tolerances for perfect fit, minimizing wear. It has more con- 
tact surface, providing better oil coverage . . . less damaging heat 
friction. In every way it's more dependable, of better quality, gives 
longer service. 

Don't gamble your service profits and reputation with offbrand 
parts. Whatever the gear .. . drive lug, sector gear, worm gear, con- 
necting rod, agitator shaft. . . be safe, use only Genuine Whirlpool 
replacement parts. Your local Whirlpool dealer, distributor or 
A. P. J. A. parts jobber has quality parts, quickly available. 


service division 


WHIRLPOOL CORPORATION « St. Joseph, Michigan 


Clyde, Ohio ¢ LaPorte, Indiana 
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is a sleeper in the small appliance busi- 
ness, it is the electric hairclipper, in 
the opinion of this column. just as 
wartime food scarcities boomed the 
sale of pressure canners, so has the 
jump in the price of haircuts hit the 
family pocketbook. Imagine yourself 
with four little boys, who have to have 
their hair cut twice a month, At $1 a 
throw that’s $8, or $96 a year. A $25 
hair cutter will provide a fantastic re- 
turn on the investment. 

Presently being considered is a vari- 
ation on the shaver idea in which a 
shaver was hitched up and all male 
visitors invited to try a free whirl with 
it. The hair clipper thought is to set 
up a chair and a mirror in the appli- 
ance store, and invite mamma to bring 
the kids in and try her luck at cutting 
their hair, With the present vogue of 
crew cuts, it’s easy, and kids are not 
sensitive about how they look during 
vacation. There may be some prizes 
for the photograph of the best looking 
haircut, but the main idea is to get 
the family to realize that ordinary hair- 
cutting does not take genius. 


Door-To-Door on Credit. Years ago 
ELECTRICAL MERCHANDISING carried 
a story of a Cincinnati operator who 
sold groceries door to door, and threw 
in electrical housewares as premiums. 
Idea was to keep the housewife buying 
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until the premium was paid for, then 
plant another with her. The angle of 
selling house to house on a credit basis 
has grown into a big business, and the 
National Association of House to 
House Installment Companies _re- 
cently held its fourth convention in 
New York, with 225 manufacturers 
exhibiting. Most of them offered 
unique packages, obtainable nowhere 
else. 


36 Month Terms Again. With Com 
mercial Credit Corp. now giving terms 
up to 36 months on higher priced 
white goods, it looks as if the banking 
fraternity has come to realize that the 

resent plateau of prosperity will last 
re enough to get those items paid 
off. For what finance houses fear most 
is a drop in business, with a lot of 
unemployment and a lot of appliances 
reverting. That’s why in the past they 
played their cards on an 18 and 24 
month basis. The greater income pos 
sible with 36 months was not tempt- 
ing enough, even though the dealer's 
name was on the paper. 


Add on Credit. Open end installment 
paper, by which future sales may be 
added without visiting the firm’s credit 
office, are commonplace, but it’s news 
to know that Marshall Field & Co 


+ 
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New Motorola car radio 


installed in 


20 minutes 


nays *1 a minute gross profit 


You'll never have to pass up car 
radio profits again because of com- 
plicated installations. Anybody 
can install the new Motorola 5M 
car radio. All it takes is three sim- 
ple hand tools and 20 minutes (or 
less). And talk about profit! You 
gross over a dollar a minute on set 
and installation. Want to know 
more? Ask your Motorola distrib- 
utor—or write us for his name. 
Motorola, Inc.,Chicago 51, Illinois 


Controls fit 
through dash 
Opening as 
small as 


APRIL, 


5M features: | piece universal unit 
Volumatic (no fade out) automatic 
volume control, tone control, 6 
tubes, including rectifier, 6 x 9 in- 
dash extended tone speaker, 6 or 
12 volt, fits almost all models. 5 
other Motorola models from $39.95. 


Prices subject to change without notice. 


Motorola 


World's Largest Exclusive Electronics Manufacturer 
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here come the new 


Motorola 
Portables 


with exclusive new Roto-fenna 













THE NEW Aofo-fenna ' 


Portables 





Rotating 
Antenna 


* it turns to bring in the stations stronger 
* it has three times the area of ordinary antennas 
* It locks to form a distinctive handle 





gl ile Motorola Canibbean 


Finest of the Roto-tennas with Vernier Tuning. 
In luxurious Charcoal with ebony handle, 
Suntan or White, with Chocolate Brown handle. 


3-way play. Dimensions 6%" x 10144" x 25%". 


New Motorola Citation 


Medium-priced Roto-tenna. Distinctive styling, rich 
metallic trim. Available in Charcoal, Green, Red and 
Blue with clear plastic and gold front. Ebony handle. 
3-way play. Dimensions same as Caribbean. 






Exclusive steel cabinets. New Snap-in Batteries. 


Light weight . . . won't smash under 200- 50% more power than other portable 


Ib. weight . . . won't shatter or crack... batteries! Brand new—developed especi- 
rust-proof inside and out! Miracle Fabric ally for new Motorola Roto-tenna port- 
permanently thermo-sealed to steel... as ables. Another Motorola first! 


smooth as the steel itself. 








c ther Motorola exclusive! 


Here’s the most exciting portable radio development in years. . . 
the station-seeking Roto-tenna! Yes, it’s a rotating antenna that 
seeks out the station—without turning the radio itself! Locks 
in place to make a comfortable, safe handle. A big, demonstratable 


plus that’s exclusive from Motorola. 


.. othe handle that pulls in 
signals — and extra sales! 


Now Motorola brings you a brand new, complete portable line, starting 


with three smart Roto-tenna models, in three price ranges, for 
easy, automatic, step-up selling. 
There’s a camera-styled pocket-size radio, too—the powerful Pixie 

... priced for volume selling—and the deluxe, super-powered 

Diplomat model to round out complete market coverage. 
Only five models to stock and sell. 

Complete—and completely new, top to bottom. New metal and wood 
cabinets for the beauty and protection wanted in a portable. 
Aggressive new styling and color variations pull in more prospects. 

Extra range and sensitivity in every model. Performance never 
before found in portable radios—and dramatic new features you 
can demonstrate and sell. See the exciting new Motorola Portables 
shown here. Then let your Motorola distributor show you 
how easy it is to get into the profitable portable business. 














from Motor ola eee New specialty | 


Just turn the handle (not the radio) 
for stronger, clearer reception! 
Better reception because the new Motorola 
Roto-tenna turns to sweep in the signal from 
any direction. Clean, unmuffled sound be 
cause the antenna faces the station while the 
speaker faces you. Stronger reception because 
the antenna bar is three times as big as that 

of conventional portables. 

It stops turning just short of the circle—so 
wires won't get twisted. It locks parallel with 
the cabinet to form a distinctive handle. 


There’s a Motorola portable ready for every prospect, 
every pocketbook, every her or him or whim. New detail- 
ing and construction features throughout . . . like the new 
rotating antenna built into the handle . . . the new all-steel, 
' shatterproof cabinet with miracle fabric covering that won't 
scratch or stain or scuff. . . new market-tested color styl- 
ing and trim... and, of course, famed Motorola PLAcir® 
Chassis and Golden Voice Sound. 
Never before have you had so much to talk about in 
portable radios! 





PLA oo 
Hox); 


Famous PLAcir Chassis. 

Plated for life—no loose wires, tubes or 
sockets. It cannot be burned out, jarred 
loose, shorted or worn out. One wafer- 





thin, compact, copper-plated panel. 





New Motorola S p eC ctato r 


Spectacular Roto-tenna performance at a budget 
price. In smartest Taupe with Chocolate Brown 
Roto-tenna handle. 3-way play. Slim and trim 
at 6%" x 1014" x 2%". Weighs only 54%4 pounds. 






Exclusive Shockproof Interlock. 
When you open the case, the cord 
automatically pops out—to prevent any 
shock. Switch-free change-over. Equally 
powerful play every way! 





pose 
Yi 
sign 


ilty portables too! 


POCKET-SIZE 


Bet you never thought you'd have a pocket portable to sell at such 
an amazingly low price. 


Yet this is the most powerful pocket radio built today—twice 
the sensitivity, twice the battery life. The finest of the tiniest. 


This is the new Motorola developed for your promotional pur- 
poses—and for that important gift and novelty markét. 

You'll enjoy showing and selling the clever new Pixie, with the 
significant features shown below. 


Opens like a camera! Rugged plastic (Poly- 
styrene) cabinet opens like a camera—and bat- 
teries snap in like film. Just 37/” high, just 69A¢” 
long, weighs just a pound and three-quarters. 


“Full-Size” Reception. Rich Motorola Golden 
Voice Sound comes in constantly with Automatic 
Volume Control. Exclusive “Mystery Mixer” tube 
development gives twice the sensitivity of competi- 
tive pocket radios. 


Handy Earphone Jack. Today's best convincer 
for portable sales—delivers full-size performance 
with its earphone (optional). Handy carrying case, 
too, for promotional needs and accessory sales. 













ue 


Put thy Pix 
W) your x Chet 
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Motorals 





National advertising that really selis! 
Probably the most persuasive advertising ever 
written for portables. Full-color ads in 4 great 
magazines in the first 2 months alone 





BETTER SEE YOUR MOTOROLA DISTRIBUTOR ABOUT THE 


New Motorola Portable ‘self*seller plan’ 


An advertising, merchandising and selling program 


that works for you 











Portable: 
” vy Motorola 





A self-seller display that holds all three models of the new 
Motorola Roto-tenna series. Approximately 40” wide, 20” high... 
brilliant in full color...ideal for either counter or window display. 
Folds to form pockets and give a dimensional effect. 


from the moment you set it up! 


BRAND Niw FROM 
Motorola 
<a 


A pixie sells the Pixie for you! This clever 
little counter display holds the Pixie pocket port- 
able, points out all its best features, attracts cus- 
tomers from across the store. Full color, just 10” wide. 














Le 


Just 


QANNKALO ef 





A “talker” for your window — another for 
your counter, Full-color window streamer can 
be seen across the street. Businesslike counter 
card gives the story at point of sale. 


—=z Moto rotorola mar] 





 o 
_ Motorola 
. Puxie 


a” 





* Pomenny, Pox 


Two specialty radio salesmen! Pixie “spots” for your 
window or wall—is in brilliant colors. 

A statesman-like ribbon to sell the Diplomat. . 
or in the window 


. on the shelf 


“Tena Mal doerens, 
for the NEW 





Lots and lots of hard-selling co-op ads! 
The widest selection ever offered for portables — 
for every model and every occasion. Proofs come 
to you in a new Merchandising Guide, packed 
full of selling ideas. - 














\ lene nieiiagiiedaid —_ 
pe the new Motorola Portables 
with tha handle tafe a 
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PEALER IIWPRINT 





Outdoor posters ready to go! Dramatic and 
powerful advertising that costs very little on the 
Motorola co-op plan—and it carries your signa- 
ture 20” high! High-impact in your trade area. 


Get ready now for your biggest 
selling season with many other 
pieces, too, in the new MOTOROLA 
SELF-SELLER Merchandising Kit. 








4-color catalogs and hand-out material! The most com- 


plete catalog in the portable business... specification sheets 
that give the whole story in color. Full-line folders and enve- 
lope stuffers for any and every use. 





Motorola, inc. - 





a | 
"Spots" for TV and radio! TV commercials 
with plenty of sell. Radio announcements for every 


portable event. Order your materials now for 
your biggest selling season! 





Motorola 


the profitable portable radio line 


4545 Augusta Blvd. 


+ Chicago 51, Illinois 
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THE NATIONAL APPLIANCE-RADIO-TV PICTURE 











have added this system to its install 
ment buying facilities. 


Colored Antennas. A bright yellow 
antenna to tell the world that there is 
a color television set in the home is 
being shipped by CBS-Columbia. It 
goes on top of the house and is going 
to inspire other families to keep up 
with the Jones 


Sales Records. There is no way to 
explain why sale of food waste dis- 
posers jumped from 2 to 65 in a year’s 
time at Duluth, and dropped from 
845 to 673 in the same period in Kan- 
sas Gas and Electric Company terri- 
tory—no way except in promotion lag. 
Economically, both places were about 
equally well off. 

Yet Kansas saw a 35 percent fall in 
dehumidifiers, 20 percent in dishwash- 
ers, 20 in food waste disposers, 17 per- 
cent in home freezers, 33 in ironers 
and a 15 percent decline in wringer 
washers. Duluth saw freezer sales 
jump from 66 to 272 and only water 
heaters and wringer washers declined 
in sales. 

Dallas, land of sunshine, saw tele- 
vision topping sales with 4,352 units 
in December, ahead of any other 
month in 1954. It saw 252 electric 
dryers sold in December surpassing 
August’s 124. Some 400 dishwashers 
moved, making December the best 
month in the year for these items. 


Department Stores Go Discount. 
Big news of the month in the depart- 
ment store field was a meeting of 
executives to discuss the desirability of 
expanding the genteel system of dis 
count selling 

By this is meant the idea of tagging 
each appliance both with the list and 
going (or discount) price, 

Behind the whole move is a consid- 
erable change of outlook on the part 
of department stores, which for gen- 
erations have been headed by soft 
goods people who are used to doubling 
their money in mark-ups. For years 
they have looked down their noses at 
ippliances, have loudly claimed the 
appliance department a money losing 
affair, etc. With discount houses clip- 
ping into them, the picture grew 
worse, with ensuing threats to throw 
the departments out 

Whereupon cooler heads pointed 
out that the appliance departments 
paid for most of the stores’ delivery 
expenses, gave them a considerable 
dollar volume, paid for windows and 
rounded out the stores’ service. It 
might be wise to install a bookkeeping 
system that considered only the ex 
pense of the appliance department and 
reckoned that everything above that 
was profit. 

Today one big department store in 
the middle west is meeting the dis- 
count opposition. There are 260 items 
which are tagged with list and dis- 
count price. Even if the store doesn’t 
make so much, it gets the profit from 
the finance paper, and the department 
helps carry the management. The de- 
partment is making money. 
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The South 





By AMASA 8B. WINDHAM 


Sales of washers, ranges, water 
heaters and refrigerators all 
steady . . . Air-conditioning has 
bright prospects 


PPLIANCE sales in most of the 
major cities of the South main- 
tained a steady course right on into 
March, after surprisingly good January 
and February business. Indeed, com- 
paring notes and figures with several 
retailers and wholesalers, it looks as if 
first quarter sales might stand a good 
chance to exceed those of 1954. 

In New Orleans, for example, one 
distributor told us: “There were about 
23,000 washing machines sold in New 
Orleans last year and it was consid- 
ered a record, but our own retailers are 
selling around 10 percent better al. 
ready this year. We're doing better in 
home freezers and dishwashers, too.” 

New Orleans wasn’t alone in good 
washer sales. Birmingham dealers 
moved an estimated 1,250 washers, 
conventional and automatic, in Janu 
ary and repeated the trick in February. 
Washer sales in the Carolinas, except 
in the coastal areas, were “pretty good 
and improving”, while in Atlanta they 
were termed “at par or better.” And in 
both ‘Tampa and Miami washing ma 
chine sales, as of March 1, were up 
about 12 percent over the first two 
months of 1954. 

The refrigerator picture is good all 
over the South, exceedingly bright in 
Houston and New Orleans, and down 
right brilliant in Florida. In Atlanta, 
dealers seem to be practically unani 
mous in believing they are going to 
sell more refrigerators this year than in 
any previous year, including the fabu- 
lous 1950. We were told by a dis- 
tributor in Birmingham that this 
might be Alabama’s record year also, 
if the small town and rural area dealers 
keep up the pace they have main- 
tained in January and February. 


Texas Dealers Selling. In New Or- 
leans and Houston, there was a de- 
cided upsurge in refrigerator sales. 
Dealers in the Texas metropolis had 

(Continued on page 2 
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biggest sales plus in mixers 
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House & Garden 









SPARKLING od CITRON 
with GRAY 


STANDS LIKE AN 
IRON 


Ker 


3. SPEED 
FINGERTIP CONTROL 


Chosen by the Museum 
of Modern Art, New 
York, for the Good 
Design exhibit. 











STORES OW 
WALL HANGER 





makes the sale! 


West Bend's time-saving portable 
mixer comes to you in a beautiful color 

combination of House and Garden 
pastel citron and gray. Fingertip 

control selects any of 3 speeds for 
mixing, whipping, beating or blending. 
Perfectly balanced and light- / la 
weight for one-hand mixing. §/F 0 


Chrome-plated beaters snap out for easy cleaning. 


INCLUDES WALL 
BRACKET, CORD 
AND EXC:SE TAR 


Rubber bumper guard underneath mixer, 


STAINLESS STEEL MIXING BOWL SET 


The perfect accessories — sell a set of 
mixing bowls with every mixer for 
plus profit. Made of stainless steel for 
a lifetime of service! A size for every 
need Wide, ecasy-to-grasp rims, re- 
tail $6.75 





WEST BEND ALUMINUM CO. 
DEPT. 184 ; WEST BEND, WISCONSIN 


apt 


FAVORITES FLAVO MATIC 
FRYER - naan SERVER om tie 
$24.50" 





ee 


vor waiee S00 
$12.08" 


SPEEDMASTER 
CLECTRIC TEA KETTLE 
$10.95° 
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Is your appliance] 


*. 


gas Vafor more 













If you'd like to put your 
name on this tag—and this 
tag on your product— 

see the man from McCall’s! 


: 

\ 
4 
‘ 
> 


: 


HERE’S HOW McCALL’S “USE-TESTED” TAG 
HELPS YOU SELL MORE APPLIANCES! 


@ it gives specific reasons to buy, not a vague general endorsement. 
@ It talks to shoppers in terms they easily understand. 


@ It provides retail salesmen with convincing fingertip ‘‘sales-talk’’— 
based on actual use-testing of your product. 


@ it is a direct endorsement of the use values of your product by 
authoritative homemakers — the editors of McCall's. 


@ it enables you to do a double selling job. . . Selling the use values 
of your product to shoppers at the point of sale. . .and Re-Selling 
shoppers already pre-sold through your advertising in McCall's! 





ACCORDING TO P.1.B. — MAJOR APPLIANCE ADVERTISERS, IN 1954, SPENT MORE MONEY IN McCALL’S THAN IN ANY MAGAZINE FOR WOMEN. 
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TAGGED 


sales 7 & 


McCall’s USE-TESTED Tag or Sticker is 
the exciting new idea in appliance mer- 
chandising. 





When McCall’s awards this impressive 
red-and-white Tag it means that the appli- 
ance has been used and checked in McCall’s 
famous Test Rooms by authoritative home- 
makers—the editors of McCall’s. 





And when these recognized experts say: 
“We used it and we like it” — appliance 
shoppers sit up and take notice! 





McCall’s USE-TESTED Tag brings to the 
point of sale the editorial authority and 
integrity that guide and influence the 
more than 12,000,000 readers of McCall’s 
every month. 


uBere eal 





Because McCall’s is believed — and has 
been for more than 85 years—people every- 
where believe in McCall’s USE-TESTED 
Tag and the statement McCall’s makes 
about every appliance to which it is 
attached...“‘We used it and we like it!” 











See how McCall’s can put its powerful 
influence on these millions of families to 
work for you —~at the point of sale. Ask 
for the facts on how your appliances can 
be “TAGGED — for more sales’’! 








230 Park Avenue, New York 17, N. Y. 
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MORE CASH FROM GAS! 





1955% BIG PROFIT MAKER 
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Not | but = | automa- 
item teten 2 S isidl - Mest 1.2 meh) 
easy to sell PERFECT 
automatic temperature 


control. 





wm b. 
. Wiihiiins,, ae 
55 MT modulating thermostat 


A liquid-charged thermobulb 
modulates the flame between high 
and low fire, maintaining a con 
stant comfortable temperature de 
spite fluctuating outside tempera 
tures, No wiring required 


gure t0 specify 
>) on the Heating 
\“—s Appliance You 









DEPENDABLE, A-P CONTROLS CORPORATION 


For Air © Liquids © Gases © Refrigerants 
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4 55 AC new 


SAPAGK 


Most sales-exciting 
gas heating news in years! 








.. =~? 


BLUNT TM 
55 ET electric thermostat 


A wall-mounted low-voltage wall ther- 
mostat controls the flame. Can be set 
to operate from high fire to off, or 
from high fire to low bypass flame 
if desired, Quiet no humming or 
chattering. Kit includes: electric op 
erator plus thermostat, plug-in trans 
former, wire and staples. 








geno 
55 MTS modulating 
snap thermostat 





Operated by a sensitive 
thermobulb the MTS mod 
ulates the fire from high to 
low ... quietly snaps off 
when the low fire is no 
longer required, Absolutely 
silent operation. 


The only modern gas heating control with 
ALL the features wanted by dealers and consumers! 


@ Built-in pressure regulator © 
eliminates extra, bulky regu- 
lator parts, (Furnished for L. P. . 
gas without pressure regu- . 
lator). 

Built-in main and pilot shut- * 
offs. 

Standard Thermo- magnetic 
safety pilot — safety shut-off 
protection. 

Silent operation — no dis- 
turbing ticks, murmers, chat- 


tering or hums during oper- 
ation. 


Easy-to-attach accessories — 
no need to break line. 
Large built-in pilot filter. 
Impervious to all gases — 
even sour gases. 

100% absolutely safe oper- 
ation. 

100% safe lighting. 

Instant bypass or low-fire ad- 
justment. 

A. G. A. listed 

Choice of outlets — ¥” inlet 
and %” or %” outlet (left 
side) — %” outlet (right side). 


2400 N. 32nd Street, MILWAUKEE 45, Wisconsin 


COOKSVILLE, Ontario 


NIJMEGAN, Holland 


For Export: 13 E. 40th Street, New York, N. Y., U.S.A. 


APRIL, 






APPLIANCE-RADIO-TV 


PICTURE 
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an average month in January but were 
happily surprised by a very good sales 
increase in February. A Houston re- 
tailer said that obviously manufac- 
turers had begun to put pressure on 
both distributors and dealers to go 
after the Houston buying potential 
and that results were evident. 

As for New Orleans dealers, without 
campaigns or fanfare they were simply 
selling refrigerators at a rate seldom 
approached before and it began to 
look like a repeat of 1950, 1951 and 
1952. Florida, of course, is a special 
case. It is the fastest growing state 
in the Union and the sale of such 
items as automobiles and appliances 
reflect it. Few cities in the nation 
have better appliance sales—on a com 
parative population basis—than Miami, 
Jacksonville, Tampa, St. Petersburg 
and Orlando. 

Dealers all over the South are both 
optimistic and pessimistic about the 
sale of air-conditioning units. Opti 
mistic over sales prospects and pessi- 
mistic over profits. Our contact in At 
lanta summed up the situation in wail 
ing tones. “Frankly, I don’t know why 
the hell we even fool with air condi 


BBB BBD BD DIGG IID ID DP PDD 


“At least a 50 percent increase in 
gross income during the next eight to 
ten years would certainly be a very 
reasonable business expectancy .. .” 


James Carmine, President, Philco 


COP PPP PPP PPP PPB PDP DPD 


tioning! There’s no money to be 
made in it—but when you can sell the 
things like bock beer at a German pic 
nic, you just do it, that’s all!” 

Our opinion is that the fault is with 
the dealer himself, mainly. We know 
pretty big operators in Birmingham, 
Chattanooga, Jackson, Tenn., and Or 
lando, Fla., for instance, who get their 
share of the business without price 
cutting or skulduggery and they do it 
by selling reliable service, good name 
brands, helpful financing, good sales- 
manship and healthy customer rela 
tions. 

Air-conditioning sales have already 
begun to pick up speed. Reports are 
that more than 1,250 units were sold 
in the New Orleans area in the first 
two months of the year. Other big 
cities also report a steady climb which 
will hit maximum in July. 


Ranges Are Selling. Electric range 
sales continue to climb. Chatta 
nooga and Nashville dealers, who hit 
the figure several times in 1953, again 
were hitting around the 500 per 
month sales mark in both cities. Sales 
in Birmingham were described as 
“somewhat better than last year’ with 
Memphis and Atlanta estimates in a 
similar vein, Even the dealers in New 
Orleans got up to selling 50 electric 
ranges a month. Houston, Dallas and 
the southwestern cities in Louisiana 
all noted range sales increases. Dealer 

(Continued on page 31) 
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Presents The 
Line That Was 
100 HOT 10 
HOLD BACK! | 
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1956 Admiral 
Here Now-A Year . 


NEW DUAL-TEMP—Refrigerator-Freezer Combinations 
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MODEL CT1361 “ane MODEL CU13120 


Admiral 12.4 cu. ft. 2-Door Custom Dual-Temp now stores Admiral 12.25 cu. ft. “Up-Side-Down” Custom Dual-Temp 


81 lbs. of frozen food in Huge Sub Zero Freezer, has separate Refrigerator on top is at convenient “reach-easy”’ level! Freezer 
outside freezer door! New “Magic Ray” Lamp keeps flavors at bottom stores 120 lbs. of frozen foods! Freezes foods by 


from mingling! ‘“Touch-O-Magic” Door Opener opens door direct contact on 2 Super Speed Freezing Shelves! Glide-Out 
with gentle touch of elbow if hands are full! No Defrosting Frozen Storage Basket holds 21.2 lbs! King-Size Dairy Chest! 
Ever! “Glide Out” Shelves! All-new Styling! Plus all of the other custom features! 


THERE'S AN ADMIRAL | 
REFRIGERATOR FOR 
EVERY HOME 
AND BUDGET 














73 ow. ft. Deluxe 9.2 cv. ft. Deluxe 9.2 cv. ff. Deluxe 10.3 cv. ft 11.0 cu. tt 12.25 cv. ff 12.4 cv. ft. 





Refrigerator Refrigerator Refrigerator Oval Temp Custom Dval-Temp “"Up-Side-Down”’ 2-Door Custom 
Model 0745 Model D959 Model DA960 Mode! C1070 Model C1181 Dual-Temp Dual-Temp 
Model CU13120 Model CT1381 


Admiral —peESiIGNED FOR THE KITCHENS OF TOMORROW! 


PAGE 28 APRIL, 1955—ELECTRICAL MERCHANDISING 








- 

















MODEL 10U35 





Admiral 10 cu. ft. Upright Freezer—proof that high-quality 
and low price can go together! Greatest freezer value known! 
Has four Super Speed Freezing Shelves! Cold-Clear-to-the- 
Floor design! Removable Door Racks for frozen food and 
frozen juice! All-Steel Vapor-Sealed One-Piece Cabinet! Dial- 
Temp Freezing Control! All-new Styling! 


A COMPLETE LINE 
OF ADMIRAL 


FREEZERS FOR A 
GROWING MARKET... 








12 cv. ft 
Upright Freezer 


Model 12UD40 


10 cw. fF. 
Upright Freezer 
Model 10U35 





Appliances 
- Ahead of Schedule 


NEW FREEZERS—Chest Type or Upright 


14 cu. ft. 
Upright Freezer 
Model 14UD49 




















MODEL 14UD49 


Admiral 14 cu. ft. Upright Freezer has new refrigerated 
shelves for faster freezing by direct contact—“fastest freeze 
ever”! “Circulating Cold” removes heat from all sides of a 
package, maintains even temperatures throughout. Full-length 
Thermadoor with handy shelves. Two storage bins for odd-size 
packages! All-new styling! 


20 cu. 1 


Chest ype Freezer Chest-Type Freezer Chest-Type Freezer 
Model 13046 Model 17059 iModel 20071 


Admiral —tTwHE SELLINGEST LINE YOU EVER KNEW! 
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1956 Admiral 


Electric Ranges 
ead of Schedule 


























MODEL 4EHI5 MODEL 3EH14 


Admiral 40’’Double Oven Electric Range. King-Size Rotary 
Roaster (featured in Admiral advertising) bastes as it roasts 
as it turns automatically! “Elevator” Broiler Rack raises, 
lowers at finger’s touch! “Dial Any Heat” Controls give un- 
limited number of heat settings! White Porcelain. Primrose 
Yellow, Sea Mist Green optional, extra. 


5 GREAT NEW 1956 
ADMIRAL ELECTRIC 








Admiral 30” Deluxe Electric Range has giant-size oven yet 
fits smallest kitchen! Automatic Electric Timer Clock minds 
meals! “Even Oven Heat” insures uniform browning in every 
area of the oven! Full-Width Storage Drawer! Microtube Sur- 
face Units heat up faster, cool quicker! Many more Admiral 
features make this a terrific selling range! 





RANGES MEET EVERY 
CUSTOMER'S NEEDS 





Double Oven 40° Model 
4EH15 bokes, roasts 
broils ot the same time! 


Backed by a powerful program of national advertising in LIFE, |LooK | |Post 
“ e P 
The Name Admiral Helps You Sell" TELEVISION - RADIOS - APPLIANCES 
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30" Model JEHS 
~biggest value in small 
size ranges! 


30°” Deluxe Model JEHI4 
—complete with quality 
feotures! 


40" Model 4E16 
~has Deep-Well Cooker, 
Gient Economy Oven! 


40° Deluxe Model 4EH12 
full ‘top-of-the-line’ 
equipment! 
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sales in the Gulf States Utilities Co., 
trade area were approximately 30 per- 
cent ahead of 1954 in electric ranges. 

Sale of electric water heaters con- 
tinued to set handsome records in the 
Florida cities. Miami dealers, who sold 
3,000 more water heaters in 1954 than 
in any previous year, again were off to 
a flying start with an unestimated but 
certain increase in sales over the first 
two months of 1954. Tampa dealers 
were up more than 30 percent in sales. 
Water heater sales in Atlanta, Bir- 
mingham and Memphis are about the 
same as last year and increases were 
reported from Nashville, Knoxville, 
Chattanooga, Houston and the south- 
western Louisiana area, 

Television sales are climbing again 
in New Orleans, according to best 
estimates. Dealers in the Crescent 
City have been selling an average of 
around 2,500 sets a month and satu- 
ration is high, but the replacement 
market is growing steadily and the 
“sell-a-second-set” movement is in full 
flower. Jacksonville and Miami deal- 
ers have begun to run into the satura- 
tion problem also, but sales were 
reported good in both cities. Radio, 


PPB BB PPP PPP PP PPP PPD 


“There is no such thing as a price 
buyer, but there are thousands of price 
sellers...” 


George Johnston, Minneapolis dealer 
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sad to say, is not doing too well as this 
report goes into the typewriter. Sales 
are lagging and dealers say customers 
just aren’t buying them. 


Utility Roundup. The utilities are 
very much on the ball, beating the 
drum with a slogan of “Sell And 
‘Thrive In 55.” Florida Power Corp., 
has announced that both engineering 
and sales assistance will be given to 
dealers, builders and others in pro- 
moting the heat pump. The com- 
pany’s announced dealer aid program 
is its most ambitious yet. Louisiana 
Power & Light Co. launched a ma- 
jor campaign on clothes dryers for 
dealers in its area. The four week 
promotion ties in with national cam- 
paigns running simultaneously and 
early reports indicated that dealers 
were finding it effective. 

Carolina Power & Light Co., be- 
gan a series of nine meetings to ex- 
plain the company’s 1955 aid program 
to dealers. H. G. Isley and Tom 
Smiley also held sales conferences 
with about 60 dealer salesmen to pep 
up their sales technique. Virginia 
Electric & Power Co., began active 
promotion of clothes dryers with news- 
paper ads all over its territory and 
Florida Power & Light Co., set off 
two major selling campaigns for its 
dealers—a “white glove” promotion de 
signed to sell 6,000 electric ranges by 
June 1, and an, “It’s Tops” electric 
water heater campaign which runs a 

(Continued on page 32) 
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LAAking for 
Something? 





LAAking f LAAking for 


Something Something? 








_ PRINTER « 
/. Type wrirt me 


YELLOW PA | 


Eye-catching, humorous ads like these will con- 
tinue to make sales for you during 1955... 
especially if you have adequate representation 
in the ‘Yellow Pages’ of your telephone 
directory. 


Your prospects will be seeing ads like these 
every month in 17 leading magazines including 
the Saturday Evening Post, Life, Look, Better 
Homes and Gardens, Collier’s, and Coronet. 
This national advertising plus effective local 
advertising, will keep re- 
minding the people in 


‘Yellow Pages’ 
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FROM LAUNDRig 
Tr 
CROM CUTLERY oem 


TO RESTAURANTS 


... more advertising to boost sales for you 


your area to look in the ‘Yellow Pages’ for the 
products and services you sell. 


Be sure to tie in with the selling power of this 
advertising. Use the ‘Yellow Pages’ to reach 
prospects with complete information about 
your products and services. 


Suggestion: Your Classified Tetephone Di- 
rectory Representative will be more than glad 
to help you plan your ‘Yellow Pages’ advertis- 
ing to boost your sales, Call him today at your 
local telephone business office. 


THIS EMBLEM REFERS PEOPLE TO THE ‘YELLOW PAGES’ 
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“A Rousing Reception For These 





Representative of Jenkintown, Pennsylvania. 


WwWvvVvVvvVvYy 
Here Are The Fans He's Talking About... 


Brand New 


V iking 
3-Way “920” Fan 


Circulates, ventilates, exhausts 
Two speed dial switch 
2500 CFM (P.F.M.A. Certified) 
Portable and reversible 
Fingerproof grills (Front 
and Back) 
Quiet 20” blades 
Floor and Window stands 
optional at extra cost 


Sales-Tested * 


Viking 
“955” Custom Fan 


Electrically reversible 
2 speeds 
Eye-level push bytton controls 
Exhausts 3500 CFM 
(P.F.M.A. Certified) 
Cireviates 2000 CFM 
(P.F.M.A. Certified) 
Quiet 22” blades 
Deluxe Model Features 
Automatic Timer 





ok More 955" fans were sold in 1954 
then any other window fan this 
size or larger 


vrrowrewryvy wv 


That enthusiastic report from Ben Eckenhoff, Viking 





by 


Read These Comments From The Trade 


“A tremendous combination. Three 

prices and sets of features that cover 

the broadest range of consumer de- 

mand. Inventory is a big problem 
with most of our dealers and these fans 
solve that problem because they offer the 
largest volume sales possible with such a 
short line inventory investment”. That ap- 
~— of Viking’s “Volume Short Line” 
xy William C. Fortune of Baltimore 
Wholesalers, Inc. in Baltimore, Md. 
“Sure I've placed my order, Vik- 
ing puts me in the cooling busi- #* 
ness at a minimum cost. Their h 
short line takes the risk out of /< 
my inventory investment, yet they have 
enough models and a varied enough price 
range that I never have to miss a sale.” 
That's a typical dealer comment on the 
‘55 fan line by Harry Himelfarb of Himell- 
farb Bros. in Baltimore, Md. 

“Good products are essential. I'm 

the first guy to admit that. But these 
: days the sales ap a manufac- 


4 turer gives us is darned important. 


I play ball with Viking because their Vad- 
nit Coupons pay me $2.00 on “920” fans 
and $3.00 on “955” fans to cover 50% of 
my Viking promotion cost. And | like their 
ad mats, store display, window streamer 
and literature. Helps me do a bang-up 
selling job”. That support of Viking’s sales 
support from W. W., Pollard, Jr. of Tele- 
vision Company of Hagerstown, Hagers- 
town, Md. 


Order The “Volume Short Line” Now From Your Distributor! 


















Hole” Price Fan. 
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store operation, Occupies 6% sq. ft. as island display . . 


DEALERS: Ask your Viking Distributor for the brief S 
but profitable story on “How To Make Money With 
Window Fans”. Also check the Viking’s “Ace-in-the- 


New wrought iron demonstration and sales center holds all three 
fans. “920” mounting tilts and swings from left to right holding the 
“920” securely so it can be operated. The “955” Deluxe and Custom 


fit back to back so that exhaust area is inaccessible, permitting safe 


. 73” high. 


Display shipped complete with 25 Free copies of Viking’s fact-filled 
fan literature. Occupies only 4% sq. ft. as wall display. 


oes 
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similar period and is expe ted to help 
sell $650,000 in water heaters. Nash- 


ville Electric Service and 


the Chat- 


tanooga Power Board were deep in 
plans for annual electric shows, both 
utilities promising the best exhibit 


ever. New Orleans Publ 
Inc., reported good early re 
current promotions of hon 


ic Service, 
sults in its 
ie lighting, 


home laundry equipment and electric 


housewares for gifts 


The Great Lakes 





By N. BLEECK 


ER GREEN 


Sales spotty for February, but 


even with last year 


. Air- 


conditioning, fan displays on 
fioor in May . . . Utility statis- 
tics show how 1954 went... 


| ETAIL business in 
Lakes region for the 
February was defined by 


the Great 
month of 
one Cleve- 


land distributor as “spotty . . . no 
definite indication.” Leaning on the 


short twenty-eight day 1 
pretty well backs up the de 
regional area. 


nonth, he 
alers in the 


Generally the level of overall sales 


was pretty much the s: 
January. Two Columbus, 


ime as in 
Ohio deal- 


ers called it “about the same”, and 


“lower.” Canton reported 
percent ahead of January 
land “ahead of January.” 

igan dealer pinpointed | 
“two percent higher,” an 
Detroit dealer chalked up 


business 20 
and Cleve- 
One Mich- 
lis activity 
d a fellow 
sales “ten 


percent ahead.” Pittsburgh reported 


sales moving on the san 
January, and Kentucky 
porting to ELECTRICAL 
pIsinc told of sales “about 
to “not as good.” 


ie level as 
dealers re- 
MERCHAN- 
the same” 


But despite the few drops and the 
evenness of reports, February of this 


year looks good compared 


with 1954. 


Almost all reports state that overall 


sales volume for February 
of last year 


is over that 


One Pittsburgh distributor calls it 
“holding up well,” while two Ken- 
tucky dealers vary from a considerable 
drop (one of the few down) to “20 
percent ahead of 1954.” Detroit shows 

(Continued on page 37) 
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BATTERY BUSINESS 
. § IS BIG BUSINESS 
here’s how to 

win your share 


Over 15 million portables in the 
USA today make this business 
of selling batteries a big 
business. Get your share by 
letting RCA give selling power 
to your battery selling plans. 
Remind your customers that 
RCA Batteries are radio- 
engineered for extra listening 
hours .. . manufactured to 

the highest performance 
standards of the greatest name 
in radio. Your RCA Battery 
Distributor is ready now to 
supply you with fresh, full- 
powered RCA Batteries. And, 
remember, when you place 
your order, ask about RCA’s 
profit-building battery selling 
aids. They're available with 
your purchase of fast-selling 
RCA Batteries. 


4 
a 


G, 


FREE! “This Business of 
Selling Batteries" (Form 
4F303), filled with business 
tips, selling hints, and 
promotional ideas. Get your 
free copy from your RCA 
Battery Distributor or write 
directly to RCA Commercial 
Engineering, Section DI7N 
Harrison, New Jersey. 


RADIO CORPORATION 
of AMERICA 


RADIO BATTERIES HARRISON, H.d4. 
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Westi nghouse 


MEANS BUSINESS 





The Riviera . . . world’s most versatile fan, 3 sizes 





‘ 
Gia, ane. 
asteasqiese 
aati 
oa 





Window Fans... a complete line, 3 sizes 











Compare 
any other 


for 





The Westinghouse Mobilaire® meant business for the 
whole fan industry. It changed the public's old ideas 


about fan cooling and opened up the market for big YO U CA N “SE SUR E 
fans, among which it is still the largest seller. 








ROOM Alt CONDITIONERS . DEHUMIDIFIER . FRc WEE REF RATORS , SPEED ELECTRIC RANGES ROASTER OVEN . FANS 


Iii ( (tt ((( | itt (ttt tmnt ttt 
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The Big Twin... most powerful fan for its size ever built 





Desk-Bracket Fans... one for every use, 6 sizes New Riviera “10”. . . reversible: intake or exhaust 


Westinghouse Fans against 
fans on the market 


quality, styling, performance, turnover, profit 


veal rect oom 


See 


























VACUUM CLEANERS + STEAM OR DRY IRONS + ELECTRIC BLANKETS HT MOmE FREEZER . ELECTRIC WATER HEA 


| * 
| 
NS 6*)—OBLEC TING DISHWaSrttR * 000 wast 1svrour | 
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Westinghouse 
MEANS BUSINESS 





Graceful Coffee Maker... won Cook-n-Fryer, flared bowl shape ... 
award for outstanding design fries more food with less fat 





Beautiful Grill-n-Waffler is Steam or Dry Iron... has extra 
perfect gift... and cooks 4 ways vents for faster ironing 











America's most popular Roaster... Contemporary Toaster... most Rugged Portable Mixer... 
with new, practical Rotisserie modern design on the market with power to spare 


Compare Westinghouse Electric Housewares 
against anything else on the market today - 
for styling, quality, acceptance, profit! 


you CAN BE SURE...1F ITS Westinghouse 


E ei | on fa om oo ee ae fl i) ce co 





Famili SeecseeR Ene 


trout free Speed Electr ‘Meom or Ory 5 Feverte Hectic Feed Woste 
° ° a * Dehumidifier * Refrigeretens * * easter Oves ° © mentee * Gem * Gee ° "Gaaeien * Otbweshers * Onposer 
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a range from five percent greater to 
“300 percent increase, or three times 
as good "7 


What was Moving. Refrigeration 
showed some surprising business in 
the region during February, especially 
in Ohio and Michigan. 

Laundry equipment, the stable 
mover in the appliance field today, 
rolled up sales volume in several mar- 
keting areas. Cleveland showed this 
to be true, and Columbus agreed. One 
dealer in Ohio’s capital city said, 
“Dryers moved best. People seem to 
be more conscious of the value of the 
dryer (especially in bad weather) and 
more advertising has helped.” 


Air Conditioning Start. Despite the 
troubles of last year’s air conditioning 
market, both dealers and distributors 
are already in the market. Specials, 
many from department stores cleaning 
house, have appeared in the advertis 
ing pages and have plugged the break 
in price as a reason for buying early. 

Distributors already had their floor 
displays up in February and were 
knocking on dealer front doors to get 
similar action. One Ashland, Ken 
tucky, dealer stated he would have his 
units on display by March 5. Another 
in Lexington put April as his display 
date. A suburban Detroit merchant 
thought the first of May was the 
prope; time for his floor timing. Ohio 
dealers agreed and intend to show the 
new 1955 lines between May and 
April dates. 

Actual merchandising efforts with 
the room units is pegged by most re- 
porting dealers around the first week 
of May. But one hopeful Kentucky 
outlet hopes to beat the market with 
a March opening. A Columbus dealer 
comments that his actual merchandis- 


ing program will begin “soon as wea- 
ther gives the people the urge.” 
What’s Different. Asked if they 


were going to do anything different 
in the merchandising approach of the 
ummer weather product, a goodly 
number of dealers answered with a 
flat, ““No.”’ One Ohio dealer is toying 
with the idea of free home trials, but 
had not firmed up his 
early March. A second dealer, located 
in Kentucky, states that he intends to 
use “free installation paid for by dis 
tributor.” Buyer’s payment will be de 

ferred until June 10th. And a Pitt 

burgh distributor, commenting that he 
planned nothing special, said “there 
is nothing wrong with the business 
that cannot be cured by good weather 
early in the season.’ 


decision by 


Whirling Blades. The fan business 
hows little carry-over from the past 
season, with the exception of a few 
pots. One Ohio dealer reported that 
about one third of his usual opening 
order was carried over and some others 
listed a “‘very few’ or a small number 
of fans on the shelves from last year 

Most outlets were holding back 
both floor display and their merchan 
dising push on fans to a later date 
than air conditioning. 
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Statistically Speaking. Now that 
many of the year-end figures are up 
for review, a good long look at the 
past year’s sales is encouraging. The 
Federal Reserve Bank of Chicago, 
which includes Detroit in its seventh 
district, called the “luxury items’ as 
notable exceptions to a mild slide-off 
in total sales in midwest department 
stores. (Appliances gained eight per 
cent over 1953; radio and TV up four 
percent, according to Federal Re 
serve.) The FRS labeled Detroit 
stores as turning in the most favorabl« 
major-city comparison for the first five 
weeks of 1955, up some twelve per 
cent. Housewares showed a one per 
cent rise, compared to eight and four 
percent in appliance and radio-T'V. 


Utility Reports. Analysis of appli 
ances, radio and television sales fot 
1954 from the Cincinnati Gas & Elec 
tric Co. shows that sales for this spe 
cific Ohio area rose from 296,338 to 
304,789, an increase of 2.9 percent. 
Edward Hodgetts, director of the util- 
ity’s promotion and advertising, states 
that, due to a reduced volume on such 
items as upright cleaners, ironers and 
conventional washers, total volume de- 
creased from $62,455,915 to $57,686,- 
598. A drop of 7.6 percent. ‘Total 
radio business had an increase of six 
percent in units, but fell off 49 per- 
cent in dollar volume. 

The utility, which services five 
counties in Ohio and four in Ken 
tucky, reports that electric range sales 
were up 12.2 percent in units and 20 
percent on dollar volume. (Gas ranges 
dropped 14.7 percent in units.) Re 
frigerators just held even, coming up 
0.4 percent by unit volume. Freezers 
dropped 4.7 percent on units and 
seven percent on dollar volume. Auto 
matic washers jumped up some 14.3 
percent by units and 14 percent in 
dollar volume. ‘The conventional wash 
ers, apparently taking a decline at thi 
expense of the other's gain, droppe7 
33.5 percent in units, and a similai 
percentage by dollar volum« 

But really racking up th 
totals, moved up 55.8 percent in unit 
volume 40.3 in dollar volume 
The national picture, where electric 
dryers rose 15.3 percent, shows the job 
done in greater Cincinnati area 

l'elevision sales, by units, dropped 
3.6 percent for consoles and 1.6 per 
cent for table models. Dollar volume, 
fell off 25.6 percent 
percent. Radio, reflecting 
unit volume at sales 
prices, showed a six percent increase in 


dry rs 


and 


correspondingly 
4a 4 
ind 21.3 


higher lowe! 


unit sales but a 49 percent drop in 
dollar volume. Record players, tabu 
lated this year but not last, totaled 


758 units for consoles at $174,668 r 
tail volume, and 3,831 units in table 
models for $259,860 retail volume. 
Air conditioners (room type) 
showed a real hike in volume in the 
Ohio marketing area. Some 9,254 
units were moved last year for a total 
dollar volume of $2,916,750 at retail 
Chis compares with 6,604 units in 
1953, a 40.1 percent increase in units 
and 18.9 percent increase in dollar 
Continued on page 38) 


1955 


nothing but porcelain 
nothing but porcelain 


nothing but porcelain 
nothing but porcelain 














nothing but porcelain 


wipes new...always! 


Won't burn because it ant burn! 
Genuine Porcelat me ’ fa} 


ind tused fr al 


ole) olilelala. 






FERRO CORPORATION — 


“A BETTER BUY" 


says th abe ~ 


e@ouli«e 





it’s a powerful story 
reaching millions 


in the POST 


Porcelain enamel has 


MARCH 19 ISSUE 
natural advantages on such 
products as washers, clothes dryers, 
a host of other home appliances. Smart 

dealers will remember this in their selling, and build 


bigger sales—both today . . . and tomorrow! 





FERRO CORPORATION 
CLEVELAND 5, OHIO 





See pages 174, 236 & 276 for more news about Porcelain enamel! 
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GLUTTONS PUNISHMENT 


for 








volume. The 40 percent unit jump is dustry there states that the better 
well ahead of the national increase of business and the better profits are not 
é 17.7 percent in unit volume. because of any decrease in the number 

e me of discount outlets, or in the activity 

Dayton Reports. The Dayton Power of trade diversion promoters—he feels 

us | and Light Company, reporting for that the dealers are worrying less about 


Dayton and all districts, shows that discount competition and are concen- 


7 electric range sales for 1954 were trating on selling themselves. 
extension ¢<o sets | 4,418 as compared with 4,297 in 
| 1953. (Gas ranges were 6,144 in 1953: Less Price-Cutting. The other Far 
for FARM and FACTORY 










5,509 in 1954.) Electric refrigerators West metropolitan center that has 
— a fraction from the 11,310 had more than its share of discount 
of 1953 to a unit total of 11,119 units problems—San Francisco-Oakland—also 
| for 1954. Automatic washers racked ‘shows evidence of meeting or beating 
| up unit totals of 8,569 units for 1954 
as compared with 7,728 in 1953. The years. However, given an equal inter 
pattern of conventionals (as reported est on the part of the buying public 
by the Cincinnati utility) is repeated jn both northern and southern Cali- 
with conventional washers dropping fornia. the reasons for increased vol 
| from 9,235 in 1953 to 7,458 in 1954. ume and profits in Los Angeles and 
Radio volume dropped in 1954, San Francisco-Oakland do not stem 
| coming é ag = for ey bs from the same activity. While Los 

compared with 983 units sold by Angeles alers are showi them 
for all types of Portable dealers in 1953. Television also showed oe take cotkuel a in the past 


Devices used in Construction | a slight dip, going from 18,432 units to sell appliances-T'V in spite of con- 


sales and profits records of recent 











| in 1953 to 17,375 in 1954. tinuing discount competition, the 
Work, Manufacturing, Industrial dealers in the Bay Area had an excep 
tionally good first quarter by selling 
Plants, Agrloatture and Shipyards | The Far West under conditions of less competition 


ALL-RUBBER components built to from discount houses. ; 
withstand crushing loads and impacts too severe for ' : : Last fall, in this column, an im 
4 : provement in market conditions in the 
San Francisco-Oakland Bay Area was 
reported. Since the first of the year, 
this improvement has accelerated. One 
of the largest discount houses went 
under the Board of Trade for orderly 
dissolvement during February. The 
newest discount house, sponsored by a 
union group, has been in a hassle ever 
since it opened—mostly because of op- 
position oo within the union, those 
members who are salesmen of appli- 


extension cord set 
x ension or se $s ances, TV, furniture and leather goods 
By HOWARD M. EMERSON = in the big department stores and the 


for Washing Machines, Refrigerators, big, legitimate furniture stores. 


less rugged equipment. Both male and female com- 
ponents integral molded-on, waterproof, strain-resistont. Unequalled for 
yeoman service where the going is ROUGH, 25-, 50- and 100-ft. lengths 
16/2, 14/2 and 12/2 type $—both 2- and 3-wire, 














Fans, Electric Lawn Mowers, Bigger first quarter profits Cleaner Franchises, More important 

















Hedge Trimmers, Portable Tools, result from more list-price {© the average dealer in the Bay Area 

-f hise ias been the ac ton or distributors _— 

Business Machines and Small Motors sales Pe, Makers re-franc manufacturers during the first of yea 

Ae? clean” dealers . . . Laws franchising. More than usual, the 

Gluttons for punishment! Husky cords in standard lengths; inte- against discounting franchises were signed with dealer 
gral molded-on components. Female connector has double whose records were clean. One of the 
contact blades, insuring perfect connection. Moisture- and strain- N ARCH came in like a lion for Jargest laundry equipment manufac 
appliance-I'V dealers in most — turers re-franchised just in time, befor 


proof, 15-to 100-ft. 16/2 and 18/2. 


ections of the Far West. Many deal-  jts excellent national reputation wa 
ers entered the month feeling the tra- ready to suffer from dealer dissension 
ditionally poor March might set close Another full-line manufacturer is also 
Household @) to an all-time high volume record, but getting the good word through the 
the longer viewpoint indicated that dealer grapevine since his regional 

| the normally-better April may suffer manager re franchised. 
cords cord sets | from the later income tax deadline and It should be reported that these dis 
and level off some of the March gains. tributors and manufacturers’ branches 
| However, the happy feeling of most really are trying to “clean up” the 
| dealers is not from Calso alone, it is northern California market against 
the effervescent black figure on Feb- odds—there are not enough well-man 
ruary and March balance sheets. aged, merchandising dealers to go 


: ; ‘round. Of course, to a considerable 
Bigger Profits. Except for isolated extent, the distributors and the manu- 








for long, trouble-free service with 


Electric Mixers, Toasters, Table 











Appliances, Vacuum Cleaners, etc. 





Sturdy counterparts of the husky CORNISH cord sets | cases, the market areas of the Far  facturers established the odds through 
used as original equipment by foremost manufacturers. | West seem headed for a very strong their own practices over the post-war 
GLUTTONS FOR PUNISHMENT! | first quarter, with profits up further years. To correct this shortage of 


than volume would indicate. Los merchandising dealers will require a 
Angeles dealers “really feel good,” ac- long period of work by distributor 
| cording to one of their spokesmen. It salesmen who have expert ability and 
| has been a long time since the aver- are intelligently directed. And there, 

{0 RNISH LUIRE (COMPANY int age dealer in that area enjoyed both again, the odds go up. Paralleling the 
/ ' the profit and the volume that he has shortage of dealers is a shortage of ex- 


50 Church Street New Vork 7. n.¥ been getting so far in 1955. One of perienced appliance distributor sales- 
oe §=§6tic most qualified leaders in the in- (Continued on page 41) 
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PERFECT CIRCLE AIR FLOW 


Keeps cool air circulating upward and 
outward, without annoying drafts. De 
livers 3500 CFM. Ideal cooling comfort 
for home, office or apartment. Often 
used with air conditioners to cool larger 


areas by increasing circulation. 


Most beautiful 
fan in Hunter'e 
69 years 











New HUNTER 


More Than A Fan, Too! 
Smartly-styled cabinet in 
beige to harmonize with all 
room colors. Perfect as low 
table, TV seat or footstool. 
So compact, only 14%” high 
and 16%” wide. 


Hunter makes a complete line of highest quality fans. 


WINDOW « HASSOCK «+ ATTIC + OSCILLATING + CEILING + EXHAUST 
INDUSTRIAL FANS + ROOM AIR CONDITIONERS 


Haesock Fan 


FEATURE THE FAN WITH THE TRULY NEW LOOK! 


Here’s the new and beautiful look in fans—the smartly-styled 
Hunter Hassock Fan! It’s the answer to your customer re- 
quests for a fan with cooling efficiency, beauty and safety, 

The new Hunter Hassock Fan has selling features from top to 
bottom. For example: 3500 CFM air delivery ., , modern safety 
grille to protect tiniest fingers . . . convenient 3-speed switch 
recessed in top . . . steel legs, frame and top, 


Order now from your Hunter Distributor 
or contact Hunter Fan and Ventilating Co., 
398 §. Front St., Memphis, Tenn, 
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BEST SELLING WINDOW FAN NOW BACKED BY 






















Big space advertisements! Liberal dealer 
co-op advertising! Salesmaking displays! 
A complete promotional plan for dealers! 


Hunter leads the way again—with the biggest advertising 
and merchandising campaign in its 69-year history! 

Make the most of this big Hunter promotion for 1955—get 
your share of the assured demand for the complete Hunte1 


line of finest fans, priced right! Call your distributor today! 





Compare its features with 
any other window fan — regardless of price! 





¢ Electrically reversible ¢ Whisper-quiet, carefree 
for Double-Action cooling! performance! 

e Cools several rooms at once! « Modern safety grille! 

¢ Certified air deliveries ¢ Simple installation; no 
2500 CFM and 3400 CFM! additional wiring needed! 

e Two speed control on both ¢ Underwriters’ Laboratories 
intake and exhaust! approved! 


Order now from your Hunter Distributor 
or contact Hunter Fan and Ventilating Co.., 
398 S. Front St., Memphis, Tenn. 


Hunter makes a 
complete line of 


highest quality fans 














WINDOW * HASSOCK * ATTIC * OSCILLATING 
CEILING * EXHAUST * INDUSTRIAL FANS 
ROOM AIR CONDITIONERS 
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Dou ple-action 


Hunter 


WINDOW 
FANS 








Electrically Reversible 
for DOUBLE-ACTION Cooling 
VENTILATING—At night, as an exhaust fan, it 


drives out hot air and pulls in cool breezes 


CIRCULATING~—In daytime, reverse blade rota- 


tion and it is a powerful circulating fan 


BIGGEST PROMOTION IN HUNTER HISTORY ! 








CASEMENT FAN 


For efficient, economical cool- 
ing, feature the twin 12” 
Hunter Casement Fan. Elec- 
trically reversible for venti- 
lating or circulating action— 
with certified air delivery of 
2000 CFM! Fits standard 3- 
light casement windows—pan- 
els furnished without extra 
charge to fit standard 4-light 
windows. Patented air-direct- 


ing safety grille. 


ONLY $7805 (RETAIL) 
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DRYERETTE, JR. BIG 
The LITTLE DRYER 











men. Two of the chain distributors 
have been operating with a shortage of 
both field and office sales personnel 
because of inability to get the type of 
men needed to build dealer relations. 
Speaking before a NARDA meeting 
in San Francisco last fall, the associa- 
tion’s president, Harry Price, chided 
the dealers for not having outside sell 
ing organizations. Justified as was his 
criticism, it went only part way, as 
most dealers in the audience realized. 
Before competent men could be ob 
tained for outside selling work, the 
industry would have to have more 
merchandising dealers with qualified 
sales managers, and more capital 
With industry conditions as they were, 
good men and sound capital have 
been slowly pulling out of the north 
ern California appliance-T'V market 
since 1949. Only in the last six months 
has there been any indication that the 
pendulum is starting back 


Anti-Discount Legislation. Industry 
leaders, association executives and key 
dealers in the Far West are looking 
closely to Sacramento, Calif., thes« 
days to watch the progress of two bills 
before the California legislature. ‘The 
first of these, Assembly Bill #22, 
would amend the business and profes 
sional code “relating to regulating 
discount and cost-plus sales.” It is 
generally referred to as the “‘anti-dis 
count bill,’”’ and supposedly is spon 
sored by the liquor industry 

As interpreted by most dealers, the 
bill would have its effect mostly on 
advertising methods, as scen in these 
two basic provisions of the bill: 

“... It 1s unlawful for any merchant 
to sell, offer for sale, or advertise for 
sale any article of merchandise or any 
service as at a discount other than a 
discount from the established price of 
the article or service in the trade area 
of such merchant when an article 
of merchandise or a service is sold, 
offered for sale, or advertised for sale 
as at a discount from the established 
price both the established price and 
the price to the purchaser shall be 
clearly stated.” 

“Tt is unlawful for any merchant to 
sell, offer for sale, or advertise for 
sale any merchandise or service on a 
cost-plus basis unless the cost is 
clearly and explicitly stated. Cost . 
includes the invoice cost (less any 
trade discount taken by the merchant) 
plus the cost, or pro-rata cost, of trans 
portation actually paid by the mer 
chant excludes all overhead, 
cost of doing business, promotion 
costs, advertising costs and any other 
costs except the actual cost of the 
merchandise as delivered to such mer- 
chant 

A final provision of Bill #22 is de- 
signed, observers say, to put the “card 
house” type of discounter on his toes. 
It states “the provisions of this chap 
ter apply to any merchant who sells, 
offers for sale or advertises for sale 
any merchandise to any special 
group in the same manner as they 
apply to sales to the public . . . any 
group of persons irrespective of the 
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manner in which the composition of 
the group is or may be determined.” 


Threat to Retailers? ‘“Narda News” 
on Feb. 21 called Bill #22 a “serious 
threat to legitimate retailing’. A 
strong lobby is working in the state 
capitol to defeat the bill. In the big 
cities there is considerable opposition 
from the department stores. But many 
independent dealers here are in favor 
of it, and that includes some of the 
top NARDA members. They believe 
that it serves mainly to put teeth into 
the type of advertising regulation that 
Better Business Bureaus have long 
sought. They feel that the legitimate 
retailer does not sell on a cost-plus 
basis, and if the discount house wants 
to it can continue to do so with the 
provision that it advertise and quote 
the real cost rather than the type of 
padded cost figure that is regular prac- 
tice. 

One of the state’s leading dealers 
wrote to his assemblyman in support 
of the bill, including the following 

“The bill, as introduced does not fix 
prices or curtail small or large busi 
nesses from operating the bill 
protects the public from misleading 
advertising and insinuations that they, 
the public, are buying something for 
nothing.” 


Dealer Licensing Bill. ‘Tlic sccond 
piece of legislation by associations and 
key dealers in the Far West is Cali- 
fornia Assembly Bill #3 “ relating 
to the regulation of the installation, 
servicing and repair of domestic appli- 
ances, creating the Domestic Appli 


ance Contractor’s Licensing Board...” 


Outlined last summer in this col- 
umn as the objective of the Appliance 
Profession Association in southern 
California, the bill seems to have 
little chance of passing. While the 
many excellent dealers in the Los An 
geles area who sponsor the bill feel 
that it “. . provides a one-point 
responsibility to fill the gap between 
the utility outlet and the appliance, 
and thus acts as a shield to protect 
the buyer-user’s health, safety and 
pocketbook against inefficiency and 
malpractice—by intent or otherwis¢ 
in the installation of appliances, and 
in service applied to them .. .”” There 
is a feeling by many in the industry 
that its provisions are too broad to 
make it acceptable. Those who ac 
tively oppose the bill, or who feel that 
it will not be acceptable to the state 
contractors’ board, point to the defi 
nition of a “domestic appliance con- 
tractor” in article 1, paragraph 9779 
of the bill “. . . any person (other 
than already licensed electrical and 
plumbing contractors) who installs, 
services, repairs, maintains or adjusts 
domestic appliances for compensa- 
tion...” if the bill had been written 
so that it corresponded more nearly 
to the similar law in force in Colorado, 
with such a simple provision as ex- 
cluding the delivery and plugging-in 
of refrigerators, many dealers feel that 
the bill would have a good chance of 
passing. End 
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SEE THESE 


MANUFACTURER 





FEATURES: 


Two-washer load capacity 
Fast and low cost drying 
Automatic controls 

Very low priced 

Rugged, compact construction 


Permanently attractive green 
Plextone™ finish: 
can be furnished white to order 


ideal for coin-metered operation 


Ask for the whole story on the Dryerette, Jr. 
Hoyt Manufacturing Corp., Westport, Mass. 





JF DRYERS EXCLUSIVELY 





Sell your dehumidifiers with the 


NEW HONEYWELL 
DEHUMIDIFIER CONTROL 


Extra 
profit 


on every 


sale 


Retail price $19.95 


The new Honeywell Dehumidifier 
Control makes any electric dehu- 
midifier a more satisfying appli 
ance by making it fu//y automatic 


With this new control, custom- 
ers can't forget to turn the dehu 
midifier on and off. It's done for 
them —automatically, scientifically 
Which means they'll get better 
dehumidification with no trouble. 


Your customer can just plug it 
in, set and forget it. 

Humidity is held at the proper 
level, the dehumidifier takes less 
current—and lasts longer. 





Dehumidifier 
plugs in bere 
<—— 


1 he new 


Honeywell Dehumidi- 
fier Control gives you extra profit 
on every dehumidifier sale without 
additional sales cost. 

For full information call your 
local Honeywell office or write 
Honeywell, Dept. EM 4-12, Min- 
neapolis #, Minn 


Honeywell 
H Fiat: in Cottiols. 


wom ret 


112 OFF:CES ACROSS THE NATION 
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Practically hands 
frozen foods 


to you! 


all new CROSLEY 





~*~, 





MODEL CG-13U 
. »» holds up to 
455 pounds 

of frozen 


foods! 





miate? 











Tunas: 
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EXCLUSIVE 
SELECT-O-TRAYS! 


Here’s the greatest idea 
since freezers began! Just 

a touch and trays in the door 
tilt open—up to 48 

packages of frozen foods are 
right at your finger tips! 








REEZER 


y 





“self-serving” 





ROLL-OUT FREEZER BASKETS! 





Z 








a Here’s real convenience! 


“Ee Practically three- 5 Fi\\ HY 
= fourths of the food in ; 
; meri ; 


the Crosley cabinet 
bw 
| 


rolls out in big freezer 
MAGIC JUICE DISPENSER! 




















baskets! 











Actually “dispenses” a can of juice at a time! 
Housewife takes one . . . another drops into 
place automatically! 











Yes! This is the first freezer that’s both practical and con- 
venient! Let the Crosley “Self-Serving” Freezer sell itself by 
showing your prospects all these other wonderful features. 
The Magic Juice Dispenser holds 25 to 30 cans of frozen 
juice—select one and another rolls down to take its place! 
Exclusive Deep Door Design puts more frozen foods where 
they can easily be reached. The handy “Dinner Basket” 


Imagine ... practically three-fourths of the food in the 
Crosley “Self-Serving” Freezer cabinet rolls out smoothly 
in three huge baskets. Roll-Out food baskets are marked 
“MEATS,” “VEGETABLES,” “FRUITS”... making food easy 
to find and easy to reach. For further convenience, the 


roomy “fast-freeze” compartment has a special pastry rack. 


keeps preselected meals ready to heat and serve! Contest your Crosley & Bendix Distributor to see the complete 
“Handy” is the word! Up to 24 packages of frozen foods in line of Crosley upright- and chest-model freezers! 

each Select-O-Tray are right at your prospect's finger tips 

where she can see them... reach them. When the house- 


wife sees all the amazing features offered in this brand-new 
Crosley Shelvador Freezer, she'll know what “take it easy” 


really means--and you'll find that the Crosley Freezer CROSLEY and BENDIX 


“makes it easy” for you to close more sales. HOME APPLIANCES DIVISIONS / 4! TO \cicinnans 26, 0H10 
(a. / 
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There's more profit for you, more convenience 
for your customers in selling the complete 
laundry unit; duratub mokes the unit complete 
This appliance styled stationary tub is perfectly 
matched to modern automatic home laundry 
equipment 
Stainless trim 
Bonderized electro galvanized steel, white 
boked enamel finish. 
Fiberglos® tub — 20-gallon capacity — won't 
crack, chip, stain, mar or dent, 
3-Purpose Handidrain eliminates need for 
double tubs 

Large storage compartment 

Top cover for more counter workspoce 
duratub hos no moving ports — nothing to 
service, easy to install 
duratub is a high-profit item it pays you to 
carry. Start selling the complete laundry unit — 
washer, dryer, duratub, Write today for details! 
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ECONOMIC CURRENTS 





A Small Slump This Summer 


By the McGraw-Hill 


= activity has continued 
to shoot ahead in the first quar- 
ter—at a pace faster than the Christ- 
mas season and faster than most 
business forecasters had predicted. 

The main factor in the current surge 
is automobile production. It is esti- 
mated that auto makers will turn out 
about 2.1 million cars in the first 
quarter. And retail sales in the first 3 
months will be about 1.6 million cars. 
If this production rate were kept u 
all year, the industry would turn out 
million cars in 1955. And even if 
things slow down later on, it looks as 
though close to 4 million cars will be 
turned out in the first half, barring a 
strike. That’s almost as many as during 
the entire year 1952. 

An important point for appliance 
dealers to note is that the auto indus- 
try is not only just producing cars at 
a terrific rate, it is also selling them in 
large numbers. The president of Gen- 
eral Motors now thinks auto output 
may beat the 1950 record this year. 
This means competition with appli- 
ance dealers for the consumer dellar 
With consumers buying so many cars, 
fewer dollars may be available for ap 
pliances. Money saved for a new wash 
ing machine may wind up as a down 
payment on a new car—unless appli- 
ance dealers work just as hard as the 
auto people are working today. 


A SQUEEZE ON CREDIT? 


Not only does the auto industry 
compete for the consumer dollar, it 





Dept of Economics 


ilso competes for consumer credit. 
I'he liberal terms offered by many 
auto dealers have attracted a large 


share of borrowed money. Right now, 
there’s plenty of credit for everyone. 
But if auto sales rise this spring in 
the usual manner, the supply of con- 
sumer credit may tighten up substan- 
tially, 

In this connection the only Wash- 
ington agency that seems to be in- 
creasing its concern about business is 
the Federal Reserve Board. Its prob- 
lem is how to keep a lid on the boom 
and prevent inflation. Tighter credit 
can do a lot to check inflation. The 
Board isn’t likely to crack down in a 
way that will halt general business ex- 
pansion. But it can let money get 
enough tighter to put some squeeze in 
credit availability for purchases of 
cars and appliances. Don’t be su 
prised if it happens. 

If personal income continues to rise, 
however, the consumer will have the 
dollars to back up his purchases and 
to meet his credit obligations. Per- 
sonal income reached an all-time peak 
in December, 1954—$291.4 billion 
annual rate. It seems likely that the 
first quarter will go a bit higher. And 
consumers not only have more money 

they are also spending more of it 
and saving less. 

Meanwhile, the housing boom goes 
on—adding to the business boom. 
January was a record month—total 
new construction amounted to $2.8 


Continued on page 52) 
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“VM HERE TO MAKE MY TENTH PAYMENT 
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GOT CHANGE FOR A DIME?” 
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Turns easily 

for viewing 

anywhere 

inthe room 

on metal ball 

bearing swivel 

iaclahdidiadeieiastimmpetne 2 or metal 

Matching Swivel Sq ey A roller track 

Bases for these ‘ou *” RSI 08 
manufacturers’ cur- 
rent table models 
are in stock for im- 
mediate shipment: 


@ RCA 

@ GENERAL ELECTRIC 
@ WESTINGHOUSE 

@ PHILCO 

@ MOTOROLA 

@ DUMONT 

@ EMERSON 

@ SYLVANIA 


KD, 1 to carton 





TV SWIVEL BASES 


by UNIVERSAL of HIGH POINT 


STYLED to make table models look like (and turn exactly MAIL 
like) more expensive television consoles, UNIVERSAL’s new swivel 
bases will turn your table model TV sales into more profitable ones THIS COUPON 


by cashing in on the nationwide swing to swivel model television sets. 





for 
Put a table model on this base beside a swivel model console. VALUABLE, 
You can hardly tell ‘em apart. . . and that’s WHY you can make that PROF{T-PRODUCING 
extra profit when you promote this INFORMATION 
UNIVERSAL base and set as a ‘‘package”’. 
These handsomely-finished bases are custom-made to fit and - 
match exactly table models by leading set manufacturers(see list 
above). Your local set distributor carries these wood bases UNIVERSAL COMPANY—High Point, N. C. 
in stock. So... swivel your way to MORE profits .. . 1‘ Please send Swivel Base information for these makes: 
phone your distributor NOW or write for more information., {| RCA [) General Electric Westinghouse {| Philco 


5.000, [| Motorola Dumont Sylvania [] Emerson 
Ps) es My Name Title 
Company 


of High Point, N. C. Cry ts, ile 


World's Largest Manufacturer of Wood & Metal TV Tables & Bases 
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You can put top quality in more TV sockets, 


X-RAYS PROVE 
STRONGER TUBE CONSTRUCTION 


; 


* 


ait 


OLD 6BG6-G NEW 6BG6-GA 





KOW 14 G-E 


NEW 183-GT NEW 6AX4-GT NEW 6BX7-GT 
NEW 5U4-GA NEW 6BG6-GA NEW 6CD6-GA 
NEW 5Y3-GT NEW 6BQ6-GA NEW 6J6 
NEW 6AV5-GA 
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NEW SERVICE-DESIGNED 
6BG6-GA 











@ X-ray pictures at left explain why 
the new tube is stronger pl 
out, also more com . (Note that 
new straight-side bulb is “‘necked 
, n” ame to take the gr 

ameter as prototype, so t 
same ring-clamps can be used 
when installing. 

Tube performance is much im- 
proved. Internal structure and 
micas have been redesigned to cut 
down inter-electrode leakage, re- 
ducing the chance of horizontal 

“picture shri . The new 
beam shields, which mask off stray 
electron bombardment, further in- 
crease operating stability. 

And every 6BG6-GA is high-volt- 


= nego pulse-treated at 
absolute max voltage ratings, 


among other checks! 


NEW SERVICE-DESIGNED 
6CD6-GA AND 25CD6-GB 








® Prototypes gave arc-over trouble, 
causing horizontal i 


TV-picture ing. 
In the new sweep tubes, brand-new mica 
design corrects this fault. 


Also, plate area has been increased for 
greater dissipation. Ratings are higher: 


6CD6-GA and 
PROYOTYPES 25CD6-GB 
Plate positive-pulse 
voltage 6600 v 7000 v 
Plate dissipation 15 w 20 w 
New tubes are high-voltage seasoned. 
Every A and 25 B gets an 


arc-over test at absolute max ratings! 


More compact and sturdier than proto- 
pes, with same base diameter. All of 
new construction features shown in 

the X-ray picture of the repr te 
also to Types 6CD6-GA and 25 B. 


SERVICE-DESIGNED TUBES... SPECIALLY DEVELOPED, 


BUILT, AND TESTED TO OUT-PER 


FORM AND OUTLAST 


THE TYPES THEY REPLACE! 


SEE YOUR G-E DISTRIBUTOR FOR NATIONALLY-ADVERTISED G-E SERVICE-DESIGNED TUBES! 


APRIL, 


NEW 6SN7-GTB 
NEW 12SN7-GTA 
NEW 25BQ6-GA 
NEW 25CD6-GB 
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SERVICE-DESIGNED TUBES! 


build more customer goodwill, than ever before! 


NEW SERVICE-DESIGNED 
6456 6SN7-GTB 








@ 646 . . . Whisper-quiet! Microphonics 
are cut ‘way down! The prototype, used 
in many head-end TV circuits, was sub- 
ject to microphonic disturbance when 
jarred or shaken. This caused picture 
jitter .. . in some sets, audio noise. 

Redesigned tube elements and struc- 
ture now give servicemen a whole new 
deal on this much-used type. With Service- 
Designed 6J6’s, technicians can satisfy 
their most critical customers. 


@ 6Sn7-GTs .. . Shows that G-E design 
improvement is a never-ending process! 
A brand-new model of the popular 6SN7- 
GTA, with all the latter’s superior per- 
formance... plus a 600-ma heater with 
“series-string’ warm-up time. 
Completely interchangeable with the 





NEW SERVICE-DESIGNED 
6AV5-GA 








@ The prototype 6AV5-GT had a 
tendency to run hot, which short- 
ened tube life. X-ray pictures at 
right show important improve- 
ments in G.E.’s new 6GAV5-GA that 
add up to more hours of service. 


The new tube operates safely at 
high temperatures, withstands 
high pulse plate vo and is 
sturdy in co n. All 
advantages are integral in the 
6AV5-GA's new design. 

Also—like other Service-De- 
signed Tubes—the 6AV5-GA is 
high-voltage seasoned. Every tube 
is pulse-tested at absolute max 
voltage ratings. 

Your can count on 6AV5-GA 





X-RAYS SHOW WHY 
TUBE LIFE IS INCREASED 


dea seg eB 
a 
Ste ley 


re 


epee ae Re 


6SN7-GTA. Also, because of its “‘series- dependability and long life! Install 
string” heater, a tube that’s universally 
adaptable for servicing old or new sets. 


tube to im 


¢ G-E Service-DESIGNED TUBES cost no more than 
others .. . yet give far superior service. Fully inter- 
changeable with prototypes, they perform better, 
and tube life is longer. You gain when you install 
them, because they enhance your reputation as a 
TV service technician, 

You save in fewer customer call-backs—in re- 
duced tube inventory needs, due to the fact that G-E 
SERVICE-DESIGNED TUBES give top performance in 


e still further 
your standing with your customers! 


all television chassis, regardless of the make. 

Now 14 types are available, covering a wide range 
of sockets. G-E SERVICE-DEsIGNED TUBES—a popular 
success from the start—are nationally advertised. 
TV owners know about them, ask for them. Profit 
by selling and installing these proved high-quality 
tubes, obtainable only from your G-E tube distribu- 
tor! Tube Department, General Electric Company, 
Schenectady 5, New York. 


Progress /s Our Most Important Product 
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TV stars for big-volume selling 


TOD AY starring Dave Garroway 
HOM E storring Arlene Francis 
TON IG HT starring Steve Allen 


Here's a letter from R. E. Cassatt, Sales Manager. 
Refrigeration Appliances Division, Fedders- 


Quigan ¢ orporation : 


“You might be interested to know that TODAY 
had a profound and very noticeable effect on 
sales...Many sales could be traced directly back 


to the show...” 


T-H-T moves home appliances in volume off retail 
floors, in season and out, backed by national 
advertising budgets of whatever size. Because 


r-H-T means: 
@ the stars themselves do the selling 


@ identification with big. popular network T\ 


programs 


@ point-of-sale support by NBC's “big star” 


merchandising 


For home appliance advertisers, T-H-T also 


means unlimited advertising flexibility...can be 
used as needed, And T-H-T means huge Class “A” 
audiences (15,800,000 different viewers over a 
l-week period) at rock-bottom Class “C” rates 


with extra discounts easily earned ! 


TODAY-HOME-TONIGHT. .. the important new 
way to put the excitement and sales impact of 
network television programming to work selling 


home appliances. 


EXCITING THINGS ARE HAPPENING ON 


Television 


a service of eA) 


Home Appliance Advertisers: to find out how flexibly and economically 





you con buy T-H-T, separately or in combinction, call your NBC Repre 
sentative, or write to T-H-T, NBC, 30 Rockefeller Plaza, New York City 


APRIL, 1955—ELECTRICAL 





MERCHANDISING 








ELECTRICAL 


YOUR HOTTEST TRAFFIC BUILDER 


FOR THE BIG GIFT SEASON COMING! 








<n ~~ ry, 

+" Guaranteed by» 

Good Housekeeping 
\tor 










wy 





45 aoveatisto ™ 


Beautiful new 1955 fully automatic infra-red RB RO] L 4 Q UJ i K 
BLDORADOC® 


BROILER-ROTISSERIE-BAKER 


les exactly what both you and your customers will be looking 
for, to make ideal Mother’s Day and June Bride Gifts! Since its 
introduction Eldorado sales have far exceeded our expectations! 
And the biggest selling season is just ahead...Backed by tremendous Ad 
blast on Network TV...National Magazines...Local TV 
in many areas.,.newspaper ads right in your market...Car Cards... 
Store display! We’re filling orders at a phenomenal clip...so, 
right now, assure yourself of big new profits with the Money-Maker 
of 1955...the Eldorado... CONTACT your jobber or local representative 
today...or... PEERLESS DIRECT for quick shipments! 





featuring all the most-wanted accessories! BAKE-O-MATIC Electric Tray, 

POP-O-MATIC Corn Popper, 2 FRY SQUARES...and the most efficient fully automatic 
specially designed INFRA-RED System ever developed ...the famous BROML-QUIK CALOTRON SYSTEM. 
WROUGHT-IRON List, $89.95. Also available in gleaming Chrome at $79.95! 


BLACK TABLE. 


complete with 





“World's largest manufacturer of Miracle Infra-Red Appliances” 
MERCHANDISING—APRIL, 1955 
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Q Dream % Goll Black! 


THE PEERLESS CORPORATION 615 West 1310 51. New York 27,6. ¥ 
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DAYTON OHIO 























HOME 


A FIFTH GOOD REASON 


The Delco motor itself, the best quality motor 


orecision engineered for each of these great markets. 
I 


A GENERAL MOTORS PRODUCT |o52-{@00G) a UNITED MOTORS LINE 


Morons 


DISTRIBUTED BY WHOLESALERS EVERYWHERE 
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SXINDUSTRY 


You name the job. Then depend on Delco to provide a rugged, 
fine-running electric motor to do that job better. In the great 
Delco line there’s sure to be a motor for nearly every application 
you can think of. That’s why it will pay you—and pay you 
well—to stock and push Delco Electric Motors. 


There are Delco motors for almost every home appliance— 
a ready-made market. Delco industrial motors, throughout 
industry, have an unsurpassed record of better performance 
and longer life. And only on these husky Delco industrials do 
you get Delcote, the most efficient insulation ever developed. 





HOME WORKSHOP 


lor the rapidly expanding farm market, Delco offers you a 
complete new line of industrial-quality motors to power many 
farm jobs formerly done by hand. And now Delco brings you 
a special new line of workshop motors for farm and home, 
designed for power tools of every kind. 


You get extra help, too, from the big Deleo program of 
national advertising in The Saturday Evening Post, Better 
Farming and from sales promotion aids, It pays to push the 
great Delco line of electric motors, wherever you are. Call 
your Delco Electric Motor distributor. There’s one near you. 


DELCO FGM morors 


GENERAL 
MOTORS 


parton ono \ 
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DELCO PRODUCTS, DIVISION OF GENERAL MOTORS, DAYTON, OHIO 
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Economic Currents 








“personal income will be high 
enough to support increased 
expenditures for almost all 
kinds of goods .. .” 








Get your entry biank from us today! 


billion. This was only $200 million 


os J 
be the winner... Deep less than December. Usually there is a : - 
ota * KING Hay * 





substantia! drop between December 
ind January. It now looks as if we 


FAIRBANKS-Mo SE 4 might set a new record for housing 
water system starts this year, too 








NO SLUMP IN HOUSING 





And housing credit terms are so 


present water system, or 


Sa ee = a easy they are hard to refuse. The 
rr wnt etch aia “Siena latest feature (applying to VA mort 
wents @ water system ' 
We enh wh fai ’ gages) is “negative down payments.” 
to the purchase o i ; 
sieved <a Che buyer can borrow (as part of the 
Yey! y 
Smee eink, te mortgage) the money to close his old 


yeu placed under 


home—and to buy a new car, too, for 
that matter. Economists agree that 
this is very unsound—for the long 
run. But this gimmick is likely to 
prevent any serious decline in housing 
this year. 


SOME SLUMP IN BUSINESS 


With autos and housing at such un 
usual levels in the first quarter, there 
is likely to be a slump in business ac- 











“ae inte 2 op i tivity at the beginning of the summer 

this is 1 ae ~ “ = months. Business always lets down in 

No. 2? Cel D mre of aepnlttahows get elec the summer. And the high rates of 

f . A fare lf Our Bag Me service ont? lor business activity crowded into thes¢ 
oT G series 


winter months are likely to make the 
summer slump seem that much worse. 
But the summer let-down is not likely 
to be the beginning of a recession, o1 
even a serious interruption in the busi- 
ness boom. Instead the summer 
months should see inventories ad- 
justed to permit another rise in pro 
duction in the fall. 


’ . + Before the summer months have 

Why it’s profitable to be a Fairbanks-Morse dealer! poset tv: cacct ot numerous wan 
| increases will be filtering through the 

economy. And personal income will 





Local cooperative advertising program — More Profit Builders be high enough to support increased 

. So ‘ © Conti Natiene! in , expenditures for almost all kinds of 
Fairbanks-Morse pays 50% of local advertising which uses F.M — ational advertising since spud and services, Thee, 1995 wil 
copy—upon receipt of proof of service. This offer applies to fr effective eye-stopping, peint-ef- be a year in which the economy moves 
newspapers, movie trailers, TV film and radio time. purchase displays, etc.; ahead, with neither an inflationary 
F.M product mat ads are free. So are radio scripts, and a * movie trailers, T-V spots, radio scripts; upsurge nor a sharp decline from the 
selection of mailing pieces. Other pieces, as well as window dis- % complete lines—enable you to meet present level. We may see a summet 
lays, signs, roadside signs, store displays and flasher signs are ee ee ee lump. But there’s no sign now that 
plays, signs, en, my & vr ample margin of profit; no overloading; it will be anything wors« End 


! 
offered you at low cost! guarantees against defects in materials 


and workmanship; 


Get facts firsthand! 


It costs you nothing but a few minutes’ time to learn why more % esswence of faut delivery of sepals 
than 5,000 businessmen now sell Fairbanks-Morse products. parts from nearest of 42 factory 
Drop us a line on your company letterhead today. Fairbanks, _ branches; 

Morse & Co., 600 S. Michigan Avenue, Chicago 5, Ill. r you'll sell quality products—the kind 


FAIRBANKS-MORSE 


@ name worth remembering when you want the best 


A, 


superior factory service—your custom- 
ers’ problems are ours; 





WATER SYSTEMS © GENERATING SETS * MOWERS + MAGNETOS © PUMPS + MOTORS © SCALES © DIESEL LOCOMOTIVES AND ENGINES 





“IT’S HAPPENED ED MY FIRST COLOR 
JoB.”’ 
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what a deal! world’s first color sink with sliding doors 
retails same as ordinary white—with full mark-wp 


Tracy PIC-A:DOR sink 


Smash hit with dealers everywhere. No wonder—-the 
Tracy Pic-A-Dor Sink is something entirely new in modern 
sink styling. It’s the first in the world to have sliding 
doors with endless color possibilities (and you know how 
important the color trend is in modern kitchen decorating). 
Yet, Pic-A-Dor sinks are priced to retail at no more than 
ordinary white models . . . still get you full dealer margin! 


multiple profits 

Pic-A-Dor cabinets sell with Pte-A-Dor sinks 
They’re designed to go together. You can sell them as a 
package—to ring up multiple profits. Tracy Pic-A-Dor 
sliding cabinet doors can be any color, any material, too. 
And Tracy’s streamlined sales plan means no inventory 
problems for you. 


KITCHENS 


1955 





get your free promotion kit 


Ask your distributor about Tracy’s complete kit of hard- 
selling sales aids. Each kit includes: 


e Colorful mailing pieces e Big, colorful 18x36” window 
banner @ Wall poster e Day-Glo wobblers ¢ Powerful Pic- 
A-Dor sink ad mats e Colorful sink-top easel card. 


LEARN MORE ABOUT THIS HOT NEW LINE... 
SEND THIS COUPON NOW! 


eee e ee eeeeeewn eee eeeaeeeeeeneereeweeer errr eer rrre 


Dept. EM4, Tracy Kitchens Division 
Edgewater Steel Corp. 
P.O. Box 1137, Pittsburgh 30, Pa. 


Please rush more information on your new Pic-A-Dor sinks 
and cabinets. 


NAME 
FIRM 


ADDRESS 


eevee ee ee eee eeeeeeeeeeeeeeeeeeeeeeeeneeeererererree 


come on along with the big things coming from Tracy! 
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Fedders rounds up an expert 


YOUR QUESTIONS 





* 





ROOM AIR CONDI | 


Has the Industry 
Overproduced ? 


The Place: Maspeth, Long Island 


Fedders President, Salvatore 
Giordano, has this to say to 
the gloomy-birds whocom- 
plain about big unit in 
vencories: “The industry 
approached the 1955 sell 
ing season with half a 
million less units than were 
available for resale in 1954 





It is true that carry overs of 
some brands were higher in '54 than the previous 
year. But manufacturers, in a bold move to protect 
dealer profits, are regulating production to 
prevent oversupply. 


‘As a matter of fact, when you consider the hot 
weather forecasts for early spring and summer and 
the powerful consumer promotion that the room 
air conditioner industry has already started, you 
come to the conclusion that there very well might 
be a shortage of room air conditioners this year! 


Dealers who have seriously studied the facts of 
this business are signing up now with their Fedders 
distributors, They've got a whale of a head start on 
competition, They've got the most complete line 
and the most complete sales program in the in 
dustry, Not to sound biased, take it from me that 
Fedders is your best bet in '55, Better call your 
Fedders distributor now and get the facts.” 





What will be the 


Strongest Selling 
Points This Year ? 


The Place: Dallas, Texas 


“Cooling Power’ says Jack 
Meletio, successful Fedders 
Dallas Distributor. “People 
are not concerned as much 
with color and semi-function- 
al gimmicks as they are with 
cooling efficiency. The Ameri- 
can people today demand 
power and maximum econo- 
my. In addition, they want service-free operation. 
That's why Fedders has become the world’s largest 
manufacturer of room air conditioners. Fedders 





sixty years of refrigeration engineering know-how 
has produced a unit which best satisfies customers 
needs and pocketbooks, That's why Fedders % ton 
Deluxe unit is rated Number One in dependable 
cooling power by a leading independent consumer 
research organization .. . so again this year, Fedders 
will be a powerful seller, because Fedders gives 
you more cooling power per dollar.” 
” of 8 


Not only is Fedders rated Number One by the 
consumer research organization . . . it's the choice 
of leading hotels and hospitals across the country. 
Write Fedders for facts on their complete 1955 


advertising and sales promotion plans. 








How to Fight 


Price Cutting and 
Make Honest Profits 


The Place: Buffalo, N. Y. 


“In 1954, the inferior ‘bargain 
price’ units caused a lot of 
service trouble for many deal- 
ers,’ says George Schwartz, 
Fedders Service Manager. 
“When you move goods at a 
small margin and then get a 
big percentage of service calls, 
you end up in the red. And 
these service charges on off-brands sneak up on 
you. Most dealers don’t have time to run weekly 
cost and profit analyses. When they do balance the 
books . . . it’s too late! Every year for the last seven 
years, service on Fedders units has run far less than 
is normal for most refrigeration appliances. Result: 
Fedders dealers enjoy better profit margins from 
this service angle alone!”’ 

Fedders performance creates plenty of word-of- 
mouth advertising. And people are pleased to find 
the superior Fedders is competitively priced. What's 
more, Fedders offers the most complete room unit 
line available on the market today. 


Fedders has designed a selling program to help you 
make an honest profit. Don’t fall for the price gags 
and fall behind on profits. Call your Fedders Dis- 
tributor now. He'll help you make money in '55. 





Fedders new “Blanket Line” gives you a unit to fit every room, meet every budget 





CASEMENT MODEL 


CUSTOM MODEL 





DELUXE MODEL 


covers 


THE NEW FEDDERS LINE will close hundreds of thousands more 
sales for Fedders dealers in 1955. That's because the line 
capacity-wise and price-wise — hundreds of thousands 
more prospects! There's a unit for every size room—from 4 ton 
capacity up through %, %, 1 and 1% ton capacities. There’s a 
unit for every type window — regular, with either flush or pro- 
jecting-into-room mounting, or Casement. There's a unit for 
every budget—the line begins at an attractive $189.95 fora 
power-packed 4 ton capacity Deluxe model! 


SENSATIONAL NEW LO-BOY! Want to see the most beautiful 
room air conditioner ever designed? Tell your Fedders dis- 
tributor salesman you want to see the new Lo-Boy, the unit 
that presents the new concept in room air conditioning. 
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panel to answer 


rc 


ABOUT THE 1955 


| TIONER OUTLOOK 


IS IT GOING TO BE HOT ? 








What Changes Have Taken Place In the Market ? 


The Place: Pittsburgh 


“One fact that always strikes 
me when I sit down and think 
about the room air condition- 
er business is this:’’ says 
William Lupone, prominent 
Pittsburgh, Pa. dealer.’ There's 
no saturation problem! You 
sell a family a refrigerator, and that's it. The same 
with a washer. Sell a family two TV sets, and that’s 
about it. But not with room ait conditioners. My 
best prospects for room unit sales are families I've 
already sold. They know how a room unit can 
change their lives for the better. I learn a lot about 
air conditioning from them. One sure thing I've 


id cool, cool... 
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learned is that Fedders Room Air Conditioners are 
the best. They're the most dependable, have the 
simplest and most flexible controls and are the most 
trouble-free and service-free units in the business. 
Don't think that doesn’t make a difference in my 
overall profit picture !”” 


Your Fedders distributor salesman has lots of facts 
about the profitable 1955 season... call him today! 


YES! That's the forecast of the U. S. Weather 
Bureau and of expert forecasters for private 
industry. Not only will the summer be hot 
... it'll get hot early / 


FEDDERS ALL READY ! 


Fedders is ready for the terrific 1955 selling 
opportunities with the strongest line and the 
strongest promotional plans in its 60 year 
history. This package assures each Fedders 
dealer of a successful season. 








Make 
Jamaica 
Reservations! 





Like to spend 8 days in Jamaica, B.W. 1. next 
November? You'll be a guest of Fedders, 
enjoying a luxurious vacation that would 
cost you and your wife well over $1500. Your 
Fedders distributor salesman will be glad to 
take your reservation now. The quota is sur- 
prisingly low...and easy to meet. Call him 
today or write Bob Cassatt, Sales & Adver- 
tising Manager, Fedders-Quigan Corp., 
Dept, EM-4, Buffalo 7, New York 


FEDDERS 


WORLD’S LARGEST MANUFACTURERS OF ROOM AIR CONDITIONERS 


1955 
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1 
the water heater that | 
revolutionized an yaaa fa 


does it again... 


Permaglas 


America's leading glass-lined water heater ; 








Now ... America’s first stylized water 
heater—in color. 


Plus... America’s first “Eye-Hi’’ tem- 
perature control. 


Plus...famous exclusive HEETWALL 
design—and higher inputs. 


UR REN OR 8 Ae Ot mr ere Se Came 





And... the only glass-lined tank proved 
by over 2,500,000 families. 


All this in the most accepted, most popular, f 
glass-lined water heater in the industry! 
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SEARS, ROEBUCK and CO. PROTECTS 
‘‘Buy with Confidence’’ Quality 


with 





Protected Motors 


Sears, Roebuck and Co. is the world’s 
foremost mail order organization and 
leading operator of wholly owned retail 
stores. 

Among their well-known merchandise 
are many products which are operated 
by electric motors. To safeguard them 
against burnouts and thus insure depend- 
able operation of the equipment for their 
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customers, Sears specifies that these 
motors be equipped with KLIXON Pro- 
tectors. 

The reason ... years of Sears expe- 
rience proves that KLIXON Protectors 
can be depended upon to provide posi- 
tive protection and extend the life of 
motors. 

Should a motor become dangerously 
overloads, stalled 
rotor or other causes, the KLIXON Pro- 
tector snaps the power “‘off’’. If an auto- 
matic type of protector is used, it restores 
the motor to service automatically as 


overheated due to 


soon as a safe working temperature is re- 


gained ... or if a manual reset type of 


1955 


protector is used, the motor will remain 
“off” until manually restored, 

You, too, can keep motors in your 
equipment operating safely under ad- 
verse conditions, reduce service calls 
and repairs by specifying and using 
KLIXON protected motors. The addi- 
tional cost is low, pays for itself over and 
over by reducing motor burnouts. 


KLIxON 


METALS & CONTROLS CORP. 
SPENCER THERMOSTAT DIVISION 
2504 FOREST STREET, ATTLEBORO, MASS. 
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& 
Another WORLD . FIN 
RCA Victor 
am NOW IN NOW: 


Convincing demonstration shows 
how “Impac”’ case can take it! 


Ask your RCA Victor distributor how rugged 
“IMPAC” is! He’s seen this case put through 
the toughest torture tests. Heavyweights 
jumping on it. People dropping it dozens 
of times. Knocking it, jarring it, whacking 
it. The non-breakable case stood up under 
the roughest tests you can imagine! 
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| EST PORTABLES 
BREAKABLE CASES | 


Exclusively RCA Victor’s—portables in rugged “Impac”’ cases! 
Only portable radio cases ever covered by 5-year guarantee! 


BEST NEWS FOR DEALERS SINCE THE FIRST PORTABLE! 





spreading the news across the board — in mass your Spring promotions with a feature never offered 


Here it is—at last—a portable radio in a case that 
can take it! A case made of a brand-new miracle 
material—so tough, so rugged, RCA Victor backs 
its “IMPAC” case with a five-year guarantee! 

GOOD NEWS MEANS GOOD sates. RCA Victor is 


media like Life, Saturday Evening Post, Collier's, 
and Sports Illustrated. Thousands will also hear the 
exciting announcement over the air on Producers’ 
Showcase, Caesar’s Hour, and other big audience 
network radio and television shows. So lead off 


before — the non-breakable “IMPAC” case, 

Remember — one order to RCA Victor, and you 
can offer your customers a complete range of port- 
able styles and prices — plus the exclusive non- 
breakable case! 








In lustrous “Impac”’ colors —*27.95 to °49.95 





Room-size tone from a book-size 
portable! Battery-operated. In two- 
tone gray non-breakable “Impac”’ 
case. The Deluxe “Personal.” Model 
685. $27.95. 


Three-way portable — slim, trim, 
compact. Power-plus. “Golden 
Throat” tone! In green, gray or ivory 
non-breakable “Impac”’ case, The 


Skyway. Model 6BX6. $33.95. 


Plays three ways! Highly selective, 
powerful chassis. “Golden Throat” 
tone. In two-tone gray, or green, 
non-breakable “Impac”’ case. The 
Sportsman. Model 6BX8. $39.95. 


Compact 3-way portable — only 
6" high! Tilt-back dial. In light green 
or gray non-breakable “Iimpac”’ case. 
The new 3-way “Personal.” Model 
6BX41. $49.95. 


Exceptionally sensitive and seles- 
tive three-way portable! Slide-rule 
tuning. In light gray non-breakable 
“Impac” case. The new “Globe 
Trotter.” Model 68X63. $49.95, 


The big news breaks nationally 
in April. 
Stock up and tie in now! 


Zh 
RCA. VICTOR 


RADIO CORPORATION OF AMERICA 


To round out the Industry’s most complete line of portables— 
two great new economy buys in polystyrene—as low as $24.95 





Lowest priced RCA Victor portable, no big- Lowest priced 3-way RCA Victor portable — 
ger than a book, battery-operated, with with “Golden Throat’ tone! Power-plus to 
room-size volume. In perky red or fashion pull in distant stations. In compact red 
right white polystyrene case. The new polystyrene case. The Wayfarer. Model 
“Personal.” Model 684. $24.95. 6BX5. $29.95. 

AND DON’T FAIL to stock these two RCA Victor best-sellers: The Yachtsman. 3-way 
portable in brown or green polystyrene—Model 3BX51, $24.95. The Strato-World. 
3-way, 7-band “international set” in top-grain cowhide with tough plastic ends— 
Model 3BX671, $139.95 


All prices less batteries. Suggested Eastern list prices shown, subject to change without notice. 
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~ [How to give a salesman 


Pa heads 


Emerson-Electric has a powerful new selling force ready to work 
for you, outside and inside your store-— make every one of your sales- 
people worth two...and make °55 your biggest year yet for electric 
fan sales! 

Great ‘‘outside’’ salesmen... powerfully different Emerson 
Electric advertisements that make summer comfort come right off the 
page... will be featured in dominant LIFE ads, in big space in 
newspapers! 


A great new salesman inside your B7UBiae a0: 
store ... Emerson-Electric’s sensa- 
tional Fan-Guide Display! It helps 
buyers select the right fans by just 
twirling a dial-does a big part of the 


0 astapin tae 
ot 
0 ge 


selling job for you. ENJOY 
Plus all these extra sales helps— cool 
Eye-stopping Low-Table Fan Display wee =6<COMFORT 
... Window Fan Cards in bright Day- 

Glo... attention-getting Window EMERSON 


Banner ...as well as colorful Con- pei ELECTRIC 
sumer Folders...and a new co- 
operative advertising plan with news- 
paper-ad mats, radio and T'V scripts 
to help you tie in! 





With brilliant new styling in America’s most complete line! All 
of Emerson-Electric’s famous “‘lifetime features’’--now wrapped up 
in exciting new Fantasy designs 
and decorator colors! All backed 
by the famous 5-year, factory-to- 
user guarantee. 


Better check your stock and order 
Emerson Fans early... start cash- 
ing in early with this powerful 
new selling program! Send for 
Catalog No. 3018, and Sales Helps 


Bulletin. THE EMERSON ELEC- 
TRIC MFG.CO., ST. LOUIS 21, MO. 


Act e eet 


Emerson \_/ Electric 


of St. Louis Since 1890 
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THE FIT Cr 


THE MARKETS! 









PRAISED 
by editors 











ACCEPTED 
by A.G.A. 


APPROVED 


by economist: 








CHEERED 
by dealers 












ENDORSED 
by utilities 


ig 





with 


“GOVERNESS: 





WANTED by 


housewives 








only gas range with 


hermostatically Controlled 








Revolutionizes All Gas Cooking 
AND Selling Ideas! 


It’s here! Hailed by dealers, editors, 
the gas industry, as the greatest 
range advance in 40 years! It’s the 
Florence ‘‘Governess’’—the thermo- 
statically controlled fifth burner that 
maintains selected heat automati- 
cally—helps prevent burning, stick- 
ing, boilovers. Gives perfect top-of- 
stove cooking results every time. Tell 
this, show this to your customers— 
then watch sales! 


Sell the Line with all of the 
Features Built In! 


Florence now offers you more com- 
petitive advantages—more easy-to- 
see, easy-to-sell features than any 
other gas range on the market! Hi- 
Swing-Out Broiler... Roto-Broilercue 
.-.Alltrol Burners...3-Way Range 
‘Top...many more! And the Florence 
line is complete—from the 20-inch 
Rangette and 30-inch ‘Spacesaver,”’ 
to a full line of 36- and 40-inch mod- 
els. And 4 of these great new models 
feature the ‘“‘Governess’’! 
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urface Burner! 














MERCHANDISE MART + CHICAGO 
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Pan frying, 
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Here's How the 
The Florence 


heat regulato 


" ; 
Governess"’ Works 
Governess’’ works like the 
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ee ee ee ee ee ee es ee ee ee ee ee ee ee ee ee — 


Florence Stove Company 
1459 Merchandise Mart, Chicago, Iilinols 
Gentlemen: We are interested in the complete story 


of your protected dealer selective selling plan for 
bigger profits and more sales in 1955, 


Name 





Store Name 
Address 


a: State 


ees ee ae ee ee 
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All the Famous 
Universal Coffeematic 
Features 


@ SOLID COPPER BODY chrome-plated 
@ PLAVOR SELECTOR brews mild, medium 


or strong 
@ REDI-LITE shows coffee is done 


@ NON-DRIP SPOUT prevents splashing or 
dripping 


@ ONE COMPLETE UNIT—no extra bowls 


to remove 


@ COLD WATER PUMP — coffee never boils 
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$2495 value ) | 


UNIVERSAL (“hl inj ct 


with the Flavor-Selector 


NEVER BEFORE has such a value been offered 


in coffeemaker quality, features and fully automatic 
convenience as this Universal Anniversary Special. 
Here’s your chance to offer America’s fastest selling 
coffeemaker at a price everyone can afford. Don’t miss 
this opportunity ... a product unsurpassed for acceptance 
at an unheard of bargain price, nationally advertised 
with its own special campaign, timed to hit the 

big gift buying period ahead! It’s a genuine 


Coffeematic . .. you can’t miss! 


But ORDER NOW —the supply is limited! 














Al tnmnean go ype oa . . 5 a ea - rrr i 


yoni | tA  PRARY & CLARK, NEW BRITAIN. C 
May 1 a + a tae ‘i Te FS ee 
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Good Housekeeping 


TRIPLE STAMP PROMOTION 


bberts, Minneapolis 




















During the promotion, all window 
and interior displays in Gabberts’ 
three stores featured Triple-Stamped 
yroducts, with emphasis on the Good 
lousekeeping Guaranty Seal. 


The Gabberts story is just one of 
many, all equally impressive. It can 
be your story on appliances and house- 
wares, if you use this tested formula 
for produc ing sales, 





Sell more BiG TICKET merchandise through 
e 












cw oe oF 
o Guaranteed by 
Good Housekeeping 
oy ry 


y 





45 aovinnisto WS 





10,650,008 
New York 9, N. Y. readers Pp 











s7th Street ot Sth Avenvey 
Women know 


—the product that has it, 
earns it. 
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YEAR’S BIGGEST RADIO NEWS 
ind GE Convertible 





IT’S A PORTABLE —This way, your customers have a 
gay, smartly designed portable to take to the beach, 


IT’S A CLOCK — This way—a neat, electric alarm clock. 
While the portable’s away, keeps time at home. 





IT’S A CLOCK-RADIO— Never before a radio like this! And = morning. But slide the switch at the back and — presto— you 
only G.E. has it. This way it’s a handsome clock-radio to lull have a clock and a portable radio. A natural for the gift season 
you to sleep...turn itself off...automatically wake you in the __ ... traffic builder... traffic stopper. Model 661, red and white. 


Hypo Radio Sales with new 
G-E designs...new low prices! 


if Yenig a new look to G-E portables this year. Brand new designs 
... like nothing you've ever seen or sold! Sharply lower prices 
to put a radio of G-E quality within everybody's reach! Powerful 
advertising that shoves new G-E radios out in front! Plus the only 
ad drive directed at the Youth Market that buys half the radios sold 
today! So stock up...display...push G-E radios. General Electric Co., 
Radio & Television Dept., Electronics Park, Syracuse, New York. 


See the new G-E Convertible demonstrated on ‘THE RAY MILLAND SHOW’! (85 Television—March 24, April 7 











NEW FOLD-AWAY HANDLE turns — NEW TWIST on proved performer— Progress /s Our Most /mportant Product 
portable into table radio! G.E.’s new G.E.’s famous Tripmate. This light- 

3-way radio has eye-stopping weight model—with the biggest 

streamlined handle to fold out of voice in personal portables—is avail- G a N f q A L F [ t C T # i - 
the way when used as a table model able now in striking new color com- 

...make it easy to carry as a portable. binations and a new low price. 
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What brings customers 


When a dealer gets selling support in the magazine that dominates his 
best-customer area, it’s sure to build his sales. A study in 33 neighborhoods 
where Family Circle is sold shows Family Circle bought and read by over twice as 
many households as any leading subscription-—type women's magazine! 2.1 to 1 over 
Ladies' Home Journal ... 2.4 to 1 over McCall's ... 2.5 to 1 over Woman's Home 


Companion ... 2.9 to 1 over Good Housekeeping. 


Where is Family Circle sold? In chain supermarkets. And 8 out of 10 


appliance dealers surveyed said they'd like to locate their stores next to a 


supermarket ... to cash in on the heavy customer-traffic. Your dealers can't 
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into appliance stores? 


easily move. But advertising in Family Circle puts your dealers "next door" to 


the customer-traffic they want. 


Who reads appliance advertising in Family Circle? The brand deciders for 
big and growing families. Among readers of the top ten circulation magazines, 
Family Circle is first in percent of reader—families with children ... first in 
number of children per reader-—family. Advertising in Family Circle reaches big- 
ger families, with greater appliance needs. Influence the purchases for 14,000,000 
family-members ... in Family Circle! 


How dealers profit ...« 
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WHIRLPOOL 


Among readers of the top ten 
circulation magazines, Family Circle 
is first in percent of housewife- 
readers... reader-families with children 
.» number of children per reader- 
family. These big families are 

top prospects for new, automatic 
washers and dryers. That’s one reason 
why Whirlpool features this 
compelling full-page, four-color 
advertisement in May Family Circle. 
Order your free display cards 

now to cash in on Whirlpool’s gigantic 
national advertising! 






























Now in its 6th year as a Family Circle advertiser, 

Speed Queen is featuring full-column advertising to 
announce its traffic-building “FREE-FOR-ALL” 
drawing...in which 20 Speed Queen automatic washers 
(or dryers) will be given away free every month 

as consumer prizes. Dealers who countersign winning 
entry blanks win U.S. bonds. And you'll win much 

more customer-traffic by tieing in with this Speed Queen 





promotion! Order Family Circle display cards today! 

















PROCTOR 


++ another new advertiser joins Family Circle! 


In May Proctor Electric Co. 
begins advertising in the First 
National and the American 
editions of Family Circle. Tie in 
with Proctor’s Family Circle 
advertising by ordering free dis- 
play cards now. 










Merchandising Dept., Family Circle, 25 West 45th $1., New York 36, N.Y. 


Please send me the free display cards checked at left, fea- 
turing appliance advertisers from Family Circle Magazine. 


NO. OF Cagzos) §«©=0. NAME 


Norge ........ STORE 

Speed CQueen 

Whirlpool ..... ADDRESS 

Procter ....... city _____JONE___ STATE 


eeeeeeweeeeee eee eeeeeeeenwrere 
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Each month new appliance advertisers cash in on the buying power of 
Family Circle’s 4,000,000 family-shoppers, all in the market for modern, 
work-saving appliances. In April, Norge joins Family Circle with this 
sales-producing full-page, four-color advertisement in all editions. 
Dealers! Send for your free Norge display cards now and take full 
advantage of the great new advertising campaign Norge has launched to 

















attract more customers to your store! 


4,000,000 family-shoppers, in the market for home and 
family appliances, buy Family Circle at supermarkets of 14 
leading chains doing 40% of U.S. chain grocery volume! 


APRIL, 


CANADIAN 
























DISPLAY CARDS FOR COUNTERS AND WINDOWS! 


+ © © JUST FILL IN AND MAIL COUPON* +++ eee ee eee 


FIRST WATIONAL 


NEW YORK * CHICAGO * SAN FRANCISCO * LOS ANGELES 
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New Low Prices! 
18”, $5995" 22”, $7995" 
ELECTRICALLY REVERSIBLE WINDOW FANS 


/ Extra cooling power per blade size—extra satisfaction! 
] In minutes these powerful fans whisk cool breezes through 
several rooms. Quietly exhaust hot, stale air. Reversed 

electrically, they circulate fresh air. Two speeds, intake 
| and exhaust. Silver gray. Easy to install. Guar. 5 years. 


‘} 


































*Suggested Retail 





weer OF LESS THAN 1/2 OF 1% PROVE... 


» makes friends for you ! 


The quality that customers remember—long after 
price is forgotten! Here’s outstanding performance 
that keeps people sold. Why settle for less? You put 
an end to costly service problems. Every sale makes 
friends, who will return for more quality merchandise. 

Better order plenty! Next month powerful ads in 
such popular magazines as The Saturday Evening 
Post, American Home, and Home Modernizing begin 
pre-selling your prospects. For full profits... call 
your R&eM distributor TODAY! 










Only $5495 retail 
NEW HASSOCK FAN 


qi Here's striking modern design, sure to attract —and sell! 
ee toe El “t an" ez Big 12” blades lift cool air from the floor, provide full 360° 
wer if A mm. \\ X a es circulation. Recessed 3-speed switch on top. Super-safe 
: Ts : = Styrene grille. Sturdy steel frame permits use as a table. 
p v4 ANY va * : Guaranteed 5 years. 


Ask Your Distributor 
for the New 
Full-Line Catalog! 


16 full-color pages of fans 
' for home, office—every 

ventilation need. Keep 
your R&eM catalog on hand to help cus- 
tomers sell themselves! See your distrib- 
utor for a complete line of displays. 


Only $7895 retail 
CASEMENT WINDOW FAN 


Meet this demand —25% of the homes built since 
1948 have steel windows. This fan is custom-made 
especially for this market! Twin 12” fans reverse 
electrically for intake and exhaust. Two speeds. 
Silver gray. Fits standard 3-light casement win- 
dows. Panel available for 4-light. Guaranteed 
5 years. 


Robbins & Myers, inc., EM 45, Fan Division 
387 &. Front St., Memphis 2, Tennessee 
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A MESSAGE TO AMERICAN INDUSTRY 


FINANCIAL AID TO HIGHER EDUCATION 


* FOURTH OF A SPECIAL SERIES 


Our Colleges and Universities 
Are Living on Borrowed Time 


... time borrowed from underpaid faculty members 


The chart on this page tells a story of profound 
importance to every American. It is the story 
of the financial beating our college and univer- 
sity faculty members have been taking in the 
past 14 war and postwar years. 

On the whole, this span of 14 years has been 
one of great and growing prosperity. But, as the 
chart shows, our college and university faculty 
members have, as a group, had less than no 
share in it. 

During this period, from 1940 through 
1954, the real income of the average in- 
dustrial worker (that is, what his wages 
would purchase in goods and services) 
has increased by almost one-half. Among 
professional groups, physicians have en- 
joyed an increase of about 80 per cent in 
their real income. Lawyers, far less fa- 
vored financially, have had an increase of 
about 10 per cent, But faculty members 
have not only had no increase at all; over 
these years of prosperity their average real 
income has fallen by 5 per cent. These 
figures do not take account of the increase 
in taxes since 1940, 


Senior Teachers Hardest Hit 


These figures are, of course, averages. For 
some groups of faculty members it has been 
better; for others worse. It has been particularly 


hard on senior faculty members. Between 194] 
and 1953 their salaries lost about 8 per cent 
of their purchasing power. Being deeply com- 
mitted to their careers they could not respond 
to alternative employment opportunities as 
readily as could their junior colleagues. For 
junior faculty members there was some increase 
in real income between 1941 and 1953 but only 
about half as much as the average for the nation. 


What's Happened to College Faculty Salaries* 
INDEX (1940=100) 



































- 180 

oi 160 

i 140 

120 

Lawyers (+ 10%) i 
es 100 
FACULTY MEMBERS (— 5%) 

as 80 
ne YEAR 
TAI 1954 


* Real Income before Taxes 


Source: Council for Financial Aid to Education; U. S. Dep't of 
Commerce; U. S. Dep't of Labor. 
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Public Colleges Fare Better 


There are also marked differences in the aver- 
age financial reward received by faculty mem- 
bers in different types of colleges and univer- 
sities. A recent study by the Council for Finan- 
cial Aid to Education indicates that, in the last 
academic year, 1953-1954, teachers in privately 
endowed, independent colleges and universities 
were paid an average salary about $1000 less 
than that paid to faculty members in tax-sup- 
ported institutions. The same study indicates 


that salaries far below the average are especially . 


common for faculty members in the small pri- 
vate liberal arts colleges. This study found that 
during the last academic year the average salary 
of all college and university faculty members 
was about $4700. 

The special difficulties under which the inde- 
pendent colleges and universities, and particu- 
larly the independent liberal arts colleges, are 
laboring to get back on their feet financially 
have been discussed in previous editorials in this 
series. These difficulties underline the need of 
special help for these institutions to which busi- 
ness firms are now contributing in increasing 
volume. However, the problem of providing bet- 
ter salaries is not peculiar to any particular type 
of institution. 


Faculty Members Not Greedy 


It is not easy to prescribe a precise standard 
of fair pay for college and university faculty 
members. This is partly because they put less 
weight relatively on money rewards than they 
put on rewards of scholarly accomplishment and 
prestige. Consequently, they have consistently 
been willing to work for very modest salaries 
in relation to the intellectual ability, education 
and application required. Obviously, however, it 
is the dictate both of fairness and good judgment 
to see that faculty members are given a roughly 
proportionate share in the general prosperity. 
Indeed, their crucial role in our society could 
be made to justify a larger share than this. 

There is no way to know with any degree of 
precision what the underpayment of our college 
and university faculty members over the past 
14 years has actually cost the nation in terms 
of reduced quality of intellectual performance 
of those institutions. One reason is that the dam- 
age has been minimized by the devoted services 


of many faculty members who have loyally 
stuck to their jobs in spite of the great financial 
discouragement. 

It is obvious, however, that, if no grave 
deterioration in the intellectual perform- 
ance of our colleges and universities has 
occurred so far, it is because we have been 
living on borrowed time. It is time bor- 
rowed from faculty members who have, in 
effect, been subsidizing these institutions 
by their financial sacrifice. This arrange- 
ment is not only a menace to the cultural 
and intellectual life of the nation, it is also 
a menace to our national security in a time 
when successful national survival may well 
depend in peculiar degree on the full de- 
velopment and utilization of our intellee- 
tual resources. We depend on our college 
and university faculties pre-eminently to 
provide this development. Adequate finan- 
cial reward for such service is an elemen- 
tary form of national insurance. 

Many of our colleges and universities are 
working hard to improve the financial lot of their 
faculty members. Business firms are also play- 
ing an increasing role of providing the neces- 
sary financial assistance. The methods being 
used by business for this purpose will be the 
subject of another editorial in this series. How- 
ever, vastly more must be done, and quick- 
ly, to stop the financial beating being taken 
by our college and university faculty mem- 
bers if the nation’s welfare and safety are 
to be properly protected. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC, 
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COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore 
Capital and Surplus over $1 75,000,000 
. « « Offices in principal cities of the United 
States and Caneda 








“Permits our dealers to 
carry larger floor stocks” 


soy MR. QUINCEY P. CARVEL, Gener- 
al Sales Manager, (right) and MR. 
BERNARD LUTZ, Credit Manager (left) 
of J. A. Williams Company, well-known 
Zenith — Servel distributor in Pittsburgh. 


ee E’VE used and recommended 
ComMerciaL Crepit PLAN for 

many years. It has helped many of our 
smaller dealers carry adequate floor 
stocks, and some of our larger dealers 
have benefited by being able to make 
quantity purchases at better prices. 
We have had wonderful cooperation 
in helping open new accounts and 
they also give us excellent service on 


established accounts. COMMERCIAI 


APRIL, 









Crepit PLAN was an important factor 
in opening many accounts now on our 


books.”’ 
COMMERCIAL CREDIT DEALERS 
al 
are Successful prarers 


A letter or call to your nearest Com- 
MERCIAL CrepitT office will get you 
prompt and expert help with your 
financing problems. Why not call 


today? 
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Merchandising 


FIVE YEARS OF SMALL APPLIANCE VOLUME 


$28,460 


$29,984 


$29,404 


$33,629 


$36,755 





Consistent variety is the key to the way Jack Dreyfuss of Wisnom Appliances, San Mateo, Calif., uses display, 
promotion, selling, and service. With it he has achieved... . 


A Steady Increase in 
Small Appliance Sales 


STEADILY increasing and profitable elec- 
A tric housewares business is the goal of most 

small to medium size full line appliance- 
TV dealers. A few like Jack Dreyfuss, manager, 
Wisnom Appliances, San Mateo, Calif., succeed. 
They succeed, as has Dreyfuss, by recognizing 
that stores in the $150,000-$300,000 gross group 
can never realize a full potential from sales of 
small appliances by relyimg on any one single 
method of merchandising. 

The average dealer—Dreyfuss is a GE, Norge 
and Bendix dealer serving a trading area of about 
30,000 homes—can look around him in his com- 
munity and see quantities of electric housewares 
go through retailers who have but one promo 
tional technique: the steady stream of traffic 
exposed to the hardware store’s small appliances, 
the direct-mail and_ television-promoted easy 
credit of the jewelry chain, the come-on of fab- 
ulous special buys promoted by big-city appliance 
stores or chains, the obvious appeal of the dis- 
count house, special techniques by furniture stores, 
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drug chains, auto accessory stores, and others. 

Unable to meet any one of these electric house- 
wares outlets on equal terms, some dealers make 
small appliances a nuisance item, accepting as 
something of an extra the profits from the few 
traffic appliances they stock all year, and from ac- 
celerated but unpromoted gift season sales, Others, 
like Dreyfuss of Wisnom Appliances, watch but 
neither envy nor emulate their single-gun com- 
petitors. Like Dreyfuss they go about building 
an increasing electric housewares business by 
making full use of the variety of opportunity the 
average dealer has to promote sales of small appli- 
ances. In their appliance-TV operations, these 
dealers are used to the rule that they must “do a 
lot of everything to get much of anything.” Drey- 
fuss has found it holds true for electric house- 
wares, and he has built that department of his 
business to a $3,000 a month volume. 

The steadily increasing electric housewares 
business at Wisnom Appliances has been built 
by Dreyfuss, and his staff with no one spectacular 


1955 


technique. With emphasis on none, and interest 
in all, Dreyfuss has drawn on his years of expe- 
rience as an operation executive with GESCO 
and as regional service manager for General Elec- 
tric on small appliances, and made his electric 
housewares business increase in volume and profit 
through development of: 
@ DISPLAY techniques that provide maximum 
exposure of electric housewares. 
¢ PROMOTION methods that build electric 
housewares traffic beyond that produced by major 
appliance-T'V business. 
@eSELLING efforts that make it hard for the 
prospect to leave the store without buying 
@SERVICE department that centers the com 
munity’s attention on Wisnom, that double-ex- 
poses electric housewares users, that, through 
warranty service, provides a decided competitive 
point to the store’s new product selling 

How these four points are used at Wisnom 
Appliances to build a profitable electric house 
wares business is seen in the following pages 


MORE sf 
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A Steady Increase in Small Appliance Sales .. . 


Depends Partly on 
Variety in Display 


While they are now officially classified as electric housewares, small 
appliances are still basically impulse items, believes Jack Dreyfuss, 
and they must be brought face to face with everyone who comes into 
the store, or passes along the street, for the dealer to get his full 
share of traffic business 

While not an end in itself, display of electric housewares is a major 
consideration at Wisnom Appliances. But manager Jack Dreyfuss is 
not exactly orthodox in his approach to display, At first glance, a 
visitor might consider the overall picture “‘messy’’. Yet, on further 
examination, one finds that the displays of electric housewares repre 
sent a pattern of “organized clutter’, as Dreyfuss terms it. And 
organized they are, as can be seen here when the camera isolates 
each typ of di play to enable an analysis of its purpos and value 


™~ 


WINDOW facing sidewalk traffic in busy downtown San Mateo presents oa 
2x12-foot assortment of most popular types of electric housewares not only to 
catch interest and gather impulse buyers, but as steady identification of the store 


WALL PANELS, a combination of shelves and shadow boxes over the range and 
refrigerator displays, keep attractive groups of electric housewares in the sight 
of everyone around the store, particularly encourages add-ons to major sales. 


MASS DISPLAY is in key location along narrow wall lining path of anyone entering 
Wisnom Appliances. Path leads to offices, service counter, cashier or television 
department. Back-up stock is under counters. 


SMALL GROUPS of one type of electric houseware spotted in various locations 
throughout Wisnom’s, carry a surprising impact. Salesman Pete Metcalf prices 
these blenders under a leader TV model, has other displays of mixers, radios 


SPOTS, using self-selling displays of manufacturers, go on top of ranges, washers, 
dryers. Saleswoman Edna Bohon fixes G-E portable iron display for this purpose. 
Table radios line top of divider between rows of majors 
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The wee small int'rest charge in Witnom's 
boodget plas 

Will ease the buyerrrs burrrden, nay matier 
what his clan. 


Is Aided by Small but 


- Consistent Promotions 


- 
—" 
Jack Dreyfuss, Maneger 
WISNOM APPLIANCES 
211 Second Ave., San Mates 











In building a steadily increasing and profitable electric housewares 
business for Wisnom Appliances, Dreyfuss has used promotional tech 
niques that bring new prospects, bring back old customers, and sell 
up current ones. But the promotions always have been in keeping 
with the size of the store, the capacity of the staff, the conservative 
nature of the community, and the share of time that this department 
can get in a full line operation 











ADVERTISING has built Dreyfuss a reputation as a copywriter, On his panels 
in local papers and his weekly column in a metropolitan supplement he goes to 
town with copy that has made him popular as a columnist. A ‘Friendly Words of 
Wisnom’’ ad on small appliance service ran only once because it brought so much 
business that department was swamped. 


<0} 


JS & rq " I 


ome 





POSTERS are alternated on the storefront glass to 
supplement display on ledge and catch attention of 
auto as well as sidewalk traffic. Signs are placed 
high, leaving view into store unimpeded 


SPECIALS in electric housewares are used as promo 
tions during off-season periods, include display 
samples, previous models. Dreyfuss fixes ‘‘special’’ tags 
on items scattered through all displays 


DIRECT MAIL is monthly promotion through use of 
stuffers placed with about 500 monthly statements 
issued by Wisnom Appliances, Dreyfuss prepares no 
special direct mail, uses manufacturers’ material 


eo 
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ACCESSORIES for electric housewares and some major appliances—filter cloths, 
vacuum bags, trays, beaters, bowls, detergents, etc—offer small profit for time 
involved, but are priceless builders of a steady flow of traffic 


DEMONSTRATIONS by distributor or factory representatives, 
and window publicity, are a monthly promotion at Wisnom Appliances 
Ralph Bullis, left, sets backdrop of type used for demonstrations he handles 


with newspaper 
Hoover's 
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A Steady Increase in Small Appliance Sales . . . Wouldn't Be 


On Dec. 24, 1955, a man working the floor 
at Wisnom’s as a helper for the Christmas 
rush, “took orders” for $734 worth of small 
appliances along with his share of major appli 
ance and television business. And that was 
about all of the $36,755 worth of electric 
housewares business at Wisnom’s that year 
that wasn’t “sold”, Knowing that any prospect 
entering his store could get all the appliances 
on longer terms elsewhere, and could get some 
of the appliances at better prices, Dreyfuss 
relies on selling to start prospects buying and 
to keep customers returning. Like so many 
men who broke into the industry in door-to 
door selling, Dreyfuss not only knows the 
value of selling but seems to be a little resent- 
ful when a customer savs, “I'll take it’, before 
he has had a chance to give his full pitch. How 
Dreyfuss has injected a broad program of sell- 
img into the handling of small appliances is 
shown he TX 





PRINTED SELLING TOOLS, the manufacturers’ specs, instruction booklets, etc., 
are used by Dreyfuss and his staff as valuable selling instruments in backing up 
any sales story, or to show quality details and manufacturer’s warranty. 
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MAILING SERVICE. Wisnom’s will mail free any electric houseware purchased SELF-SELLING is o technique used by Dreyfuss and staff. The prospect is encour- 
there, offering convenience to customers and a service that builds the store as aged to handle the small appliances, get the ‘‘feeling of possession’’, and to start 
one-stop gift headquorters, the salesman getting her to decide not ‘‘whether’ but ‘which one’. 
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TIE-IN with major appliance sales is practiced by Wisnom by using a coffee SELLING of electric housewares at Wismom Appliances is not only demanded, 
maker, for example, as means of demonstrating automatic outlet on new range. it is prepared for. The staff knows the operation and demonstration techniques 
Idea is to get small appliance sale later, not as add-on to major purchase of every small appliance through meetings with factory and distributor salesmen. 
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Possible Without a Steady Effort to Sell 








- ‘ ¥ . i 
SALE IS MADE CERTAIN at Wisnom where Dreyfuss and staff con- NEXT SALE IS PLANNED. After purchase is completed, regular customer is encouraged to 
clude each sale of an electric houseware with another going over of “look at something new’ and is shown latest in small appliances, like frypan above, to plant 
the operation techniques and a quick glance at the instruction book. the seed for the next sale. 





CLINCHER in many sales is Wisnom technique of going undercounter BREADTH OF STOCK is a major sales tool at Wisnom, says Dreyfuss. Although 70 percent of 
to bring out factory sealed package to emphasize quality. Dreyfuss his iron sales are one model of one make, he carries six brands to keep a prospect from feeling 


keeps heavier out-of-season inventory to have packaged stock on hand she must shop anywhere else to be satisfied 
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GIFT WRAPPING is available all year, is particularly effective in CREDIT is a must for local trade 
building gift housewares business from men customers and downtown 
store and office workers 


Wisnom carries own paper, and while he does not offer jewelry 
store terms, does encourage 30-90-day accounts and 4-payment accounts, without interest charge, 


and also 6-monthly payment accounts, with interest | 
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A Steady Increase in Small Appliance Sales . . . Is Largely the 
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feeling may jell into sale on occasions when estimate may be higher than expected, 


COMING IN with disabled appliance, small appliance service customers, like chef 
or when appliance proves impossible to repair 


from nearby restaurant are made conscious that new models are available. This 


Like many dealers who have had experience and success in 
merchandising electric housewares, Jack Dreyfuss probably would 
give up his displays, stop his promotions, and fire his experienced 
sales staff before he would consider dropping his small appliance 
service department. At least 20 percent of his store business is 
the direct result of the traffic to the service counter and to 
the long term relationship with these satisfied service customers 

Small appliance service at Wisnom’s is handled by Merk 
Ross, one time manager of GE's northern California appliance 
service center, Wisnom’s supplies space for the department, 
nearly $1,000 in parts stock, regular advertising and promotion 
All chargeable labor goes to Ross, with Wisnom’s making up 
the difference if the labor income does not reach the minimum 
guaranteed monthly to Ro \ll profits on parts goes to the 
store 


A KEY MAN in Wisnom Appliances’ success in electric housewares is Merle Ross 
at work here in back of store shop that handles 10 repair jobs on an average 
day, brings 2,400 customers into contact with the store twice each year 


WARRANTY SERVICE on smal! appliances sold by Wisnom’s is handled at the BLANKET EXCHANGE orrangement with G-E keeps Wisnom in this part of 
electric housewares business, develops business with customers who had been 


store, accounts for |0O percent of servic sines Dreyfuss figures he loses 25¢ 
Ross has official testing equipment for controls and blankets 


for eoch worranty handled, but well worth it in keeping customers pleased trading elsewhere 
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Result of Consistently Good Service 





GOING OUT after return trip to Wisnam’s to pick up repaired appliance, service him back for shopping, or which may lead to interest in another type of electric 
customer meets manager when paying bill, develops relationship that may bring houseware, or may even result in a major appliance or television sale 


\, 
yas 


PRETTYING UP every small appliance after repair is completed, has amazing effect pleased and impressed. In pictures above, service manager Ross buffs irons, left, 
on service customers, says Dreyfuss. Not expecting it the first time, they are and goes over enameled appliances with a cleaning wax, at right End 
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OCCASIONALLY 


Hillyard Johnson makes 
sales in his own store. 
More often, he walks 


to 


/ 
/ 
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A Short Walk to Sales 


Working people in Hillyard Johnson's 


business neighborhood in Logan, Utah, 


can't come to his store, so he goes to them and they give him 95 percent of his volume 


’ ILLYARD Johnson figures he 

HH sells a major appliance every 

time he walks around the 

block. He does it in a town which 

has 17,000 people and 23 other ap- 
pliance dealers. 

The aggressive owner, manager, 
salesman, installer, and bookkeeper 
at Modern Appliance Company in 
Logan, Utah, will make more than 
400 major sales in an average year— 
150 television sets, 100 oil heaters and 
over 150 white appliances. Ninety-five 
percent of these sales will be made 
outside of the store, and two-thirds 
of them within walking distance. 

Johnson's theory is this: “People 
who are working in the stores and 
shops around town must be on the 
job the same hours that my store is 
open. They'll never come into my 
display room, so I carry the ball to 
them.” 

While many of his competitors con 
duct “specials” and giveaway pro 
motions to lure customers into their 
stores, then chase the acquired pros 

cts all over the county, Johnson 
one at his market through some 
figurative bi-focals. 

“T can’t see any pt po in travel 
ing several miles to sell an appliance 
when I can walk a few hundred feet 
and do the same thing,” he explains 
“And once I've sold a business neigh 
bor something, he’s always at my 
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fingertips for follow-up selling, too. 
Short Walk to Sales 


“Of course, | go into homes in the 
city and in the county, both to sell 
and to install appliances I've sold 
downtown. But you can bet I'll never 
drive past a walk-to prospect to beat 
the bushes for a long-shot sale.” 

There are plenty of recent examples 
indicating this reasoning has paid off: 

1. Less than 100 feet away from 
Modern Appliance is the local daily 
newspaper plant. Thirteen employes 
have bought 21 major appliances in 
the past three or four years. 

2. Around the corner is a sheet 
metal shop, employing four men. 
Sales include two ranges, a refrigera- 
tor, two TV sets, an oil heater, a water 
heater and a radio-phonograph. 

3. Across the street is a tavern- 
billiard hall. Johnson sold a TV for 
the bar, and three television sets, an 
electric range and an oil heater to the 
owner and two bartenders. Customers 
meeting at the “coffee club” there buy 
10-15 major units a year. 

4. On the comer is a large filling 
station. Total sales, four television sets, 
two refrigerators, one range. 

5. Halfway around the block is one 
of the city’s larger department stores. 
Clerks there — mostly women — have 


bought 10 $150-$300 appliances in 
the past year 


6. And clerks at the local U. S. 
postofice bought six television sets, 
mostly consoles, and three other big 
appliances this last year. 

rhe list goes on and on. There are 
morticians, doctors, druggists, bakers, 
hardware salesmen, a seed store oper- 
ator, printers, many retail clerks, 
bankers, insurance salesmen, all within 
the immediate vicinity. 

Johnson’s sales talk is simply a 
casual approach that will either sell an 
appliance on the spot or make a 
friend who will eventually buy. He’s 
only salesman for his firm (his daugh- 
ter Shirley tends the store, and the 
only other employe is a TV-radio 
serviceman), 


Approach Unarmed 


“The idea is to talk to them while 
they're working, but without inter- 
fering with their work,” Johnson 
points out. He walks in unarmed—no 
order ready to be signed, and intro- 
duces himself, if he hasn’t met his 
prospect before. 

“We talk about everything but ap 
pliances at first,” he says. “Hunting, 
fishing, important news for the men; 
little happenings around town for the 
women. If I know them well, I'll 
kid them about things. If we've just 
met, I keep the conversation on a 
friendly but respectful level.” 

When Johnson decided to concen- 
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trate his effort on television during 
the fall of 1953 he won an expense- 
paid vacation to Bermuda for himself, 
his wife and daughter in a Sylvania 
contest, by selling over 110 sets in 
four months. He had to hire a special 
antenna crew to keep installations 
current. 

Another “specialty” is $158-$249 
oil space heaters: 1200 sold in his 10 
vears of business in northern Utah. 

“Lots of times I won’t make a sale 
on the spot, but we'll have prospects 
I've contacted downtown coming into 
the store on their off-time. Once 
they’re that interested we rarely miss 
the sale, and as soon as we’ve moved a 
big appliance to someone in a store 
or a shop, we can figure on getting 
several of his co-workers and some of 
his relatives, too.” 

George Davis, Modern’s TV-radio 
serviceman, was hired as much for his 
jovial personality as for his technical 
knowledge. He's becoming a master 
at winning repeat business from TV 
buyers, and his sharp eyes search out 
sales possibilities whenever he’s in a 
home. Johnson plans to add a full- 
time salesman this year, too. 

In all, the one-man operation has 
been built from an original $900 in- 
ventory to a $15,000-$20,000 stock 
because Johnson has found that it 
pays to be a little “near-sighted” when 
he’s looking for sales prospects. 
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This distributor builds his electric housewares volume by... 


Carrying Some of the Dealer's Load 


D & H Distributing Co. in 
Harrisburg, Pa., has created a 
loyal dealer following and 
upped its own volume 60 per- 
cent by helping the retailer at 


every turn. 


By TED WEBER JR. 
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LL, eleven irons in the picture above “belong 
A to a single appliance dealer 
They represent the volume he could 
reasonably expect to do during the final fou 
months of the year. 

But he will be shipped only seven of the eleven 
when the fall season opens. The remaining fou 
irons will go back on the shelves of the D & H 
Distributing Co. in Harrisburg, Pa.—where they 
will be held as a reserve against which the dealer 
can re-order as the selling season advances. 

lor the dealer, this D & H inventory system 
has obvious advantages. He can go into the fall 
selling season with an adequate stock and be as 
ured of having additional merchandise available 
when he needs it. Yet he is not “loaded” with 
merchandise since the original shipment repre 
sents only 70 percent of the volume he did on 
the same lines in the preceding year. ‘The units 
held in reserve for him assure him of enough 
merchandise to beat last vear’s figures by 10 per 
cent 

Just as obviously, this system creates additional 
work for D & H in computing last year’s pu 
chases, shipping the original order and holding 
the nevessary additional stock in reserve. Wh 
then, does the firm provide such a service? 
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The answer lies in the conviction of D & H 
executives (and in particular the housewares di- 
vision manager, Wayne J. Lytle, above) that their 
best chance for success in distributing housewares 
lies in creating a “family of dealers’. 

D & H policy provides for a firm one-price 
policy and prevents the granting of additional 
discounts to key accounts or to meet competition 
from other sources of supply. Realizing that in 
some cases this will mean that the dealer could 
get a slightly better price clsewhere, D & H's 
housewares division has set out to provide a 
“plus” service which the dealer cannot find else 
where. 

The result has been a constant emphasis on 
“servicing” the dealer. This has taken many 
forms at D & H. Some are more or less familiar 
A rush order from a dealer may be delivered 
within hours, often by the distributor salesman 
himself going out of his way to make the delis 
ery. Other D & H “services”, like the inventory 
system described above, are more unusual 

Has the technique worked? D&H executives 
are convinced that it has and point to the fact that 
housewares volume ha risen to $500,000 per 
year, a gain of about 60 percent in the past tl 


Veal 
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Here’s How 

D & H Helps 

a Dealer 

With His Inventory __ 


Other Services 
Provided 
Dealers by 

D & H Include 






4 


FOR THE FIRST EIGHT MONTHS of the year dealers are gen- FOR THE FINAL FOUR MONTHS of the 
erally asked to maintain a policy of ‘one up and one under”’, 
Lytle checks dealer Walter Nace’s display and reserve stock, 


» year the dealer's 
purchases for the corresponding period a year earlier are com 
piled. To this is added an additional |0 percent 


SEVENTY PERCENT of this total is then shipped to the dealer REMAINING UNITS are held in reserve for the dealer. He | 
to establish his inventory for the fall selling season anc thus assured of delivery if his holiday sales materialize as 
enable him to enter the season with a representative stock. expected 


ONE DAY SERVICE: In most cases, dealer orders received in 
D & H's Harrisburg headquarters in the morning are shipped 
the same day. 


CONSULTATION: Lytle explains housewares space require 
ments to buyers of an auto supply chain as tiey prepare t 
move into a new shopping center 


DEMONSTRATIONS: D & H arranged (and often footed the CARNIVAL: Each fall D & H runs a three day houseware 


bill) for demos in dealer stores last year. Even small town carnival to show dealers what's new in the 


way of merchar 
dealers, staged such promotions dise 


and promotions for the holidays 










lil apa, Bi 
v7\ 

y , i (@, | 
MT : pu 


n Thats 


| re : 





> 


Srrraeteen 








European TV Hits Its Stride 


1955 is expected to be the best year so far for the 
growing, but still small foreign television industry 








But the expansion may also mean more compe- 
tition for U. S. set makers both in the South Amer- 
ican market and here at home 





Behind the optimism are reduced prices in Ger- 
many, the imminence of commercial TV in Britain 
and the creation of a European network 
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UROPEAN TV is headed to- 
K ward the best year in its history 
and the effects may be felt 

around the world. 

Besides the economic and social 
impact on Europe, the blossoming 
can mean lower exports for U.S. TV 
producers, more competition in mar- 
kets like Latin American, and—pos- 
sibly—foreign-made sets on the U., S. 
seene. 

The bullish European TV outlook 
is sparked by: 

Price reductions on TV sets in 
Germany slated to increase sales there, 
and the British industry's early hope 
that 1955 may top last year’s 1.2 mil- 
lion receivers sold. 

The introduction, later this year, 
of commercially sponsored programs 
in Britain, perhaps setting the pat- 
tern for a wider transmission schedule 
for the whole Continent. 

The creation of a European net- 
work which has dramatized TV for 
millions to whom it was only a foreign 
luxury before last year. 

Early this year, German set manu- 
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facturers announced they had lowered 
prices for the lowest-cost sets from 
about $210 to about $145. The price 
cut, which largely will be absorbed 
by wholesale and retail dealers, is cal- 
culated to boost sales. Dealers hope 
to recover the price differential in in- 
creased volume. The price reduction 
marks a real change of pace for the 
German manufacturers who less than 
two years ago in an industry statement 
said it would be impossible to produce 
a set in Germany for under $200. 

The German industry hopes to sell 
about 200,000 sets at home this year, 
to bring the total number in the 
country up to 300,000 (see chart on 
page 150). The total future market, ac- 
cording to present predictions, is not 
likely to be more than six to seven 
million sets in Germany. 

But the German industry is making 
strong headway in the export market 
One firm, Siemens, does not sell at 
home at all and has been making 
heavy sales (by European calculations) 
in Italy against American, Dutch and 
local competition. Sixteen firms, in- 
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Despite Improved Outlook, European TV Has Problems All Its Own... 


cluding the well-known names of Tele- 
funken, Grundig, Graetz, and Nord- 
deuttsche Mende Rundfunk GmbH., 
last year produced a total of 146,000 
sets. 

The sets themselves are 12-channel 
models with 43-centimeter (17-inch) 
tubes. The multi-channel capacity 
is strictly theoretical, though, since 
there are only a few places on the 
border of Holland, Belgium, and the 
Netherlands where more than one 
program can be picked up simultane- 
ously. The Germans are using 625- 
line definition, the standard now ac- 
cepted by all the Europeans except 
Britain (405), France (819), and Bel 
gium which uses both French and 
C.C.1L.R. (International Consultative 
Committee on Radio which set up 
the 625-line standards) systems. 


Britain, the Prime Mover 


While Germany has made the most 
spectacular news this year in TV set 
production, Britain still remains far 





IN BELGIUM 
a two-language population... 


and away the prime mover in Euro 
pean TV. Last year, largely as a re- 
sult of the lifting of consumer buying 
controls, the British had a record year 
for set sales. 

British sets, about the equivalent 
of our 17-inch models but which up 
until recently were probably of a 
higher quality than our mass-produced 
product, sell for about $210. The 14- 
inch, still popular in Britain, retails 
for about $180. (The 21-inch is virtu- 
ally unknown.) But this price not 
only represents the manufacturers’ 
price, a 30 percent markup between 
manufacturer and retailer (Britain has 
almost no middlemen in the TV in- 
dustry), but the 50 percent govern- 
ment purchase tax as well. 


Short Cuts to Lower Costs 


Technically the British set is closer 
to ours than is generally assumed. 
And recently there has been a ten- 
dency in the indpetry to follow our 
lead in reducing costs of sets by adopt- 
ing the engineering short-cuts of the 
cheaper U.S. sets. The British 405- 


ELECTRICAL MERCHANDISING—APRIL, 





IN ENGLAND 
a 50 percent tax... 


line definition has the theoretical dis- 
advantage of giving a less well-defined 
picture, but in operation most Ameri- 
can visitors can’t see the difference. 
What does strike them immediately 
is Britain’s 30-cycle power supply 
which causes a flicker visible to the 
eye. So, if you turn up brightness 
too high on a British set, an Ameri- 
can remarks on this tendency to 
flicker. But Britons, like most Euro 
peans, have lived with this problem 
in incandescent bulbs all their life 
and don’t seem to notice it. British 
sets also have the inverse of our modu- 
lation system, which means that static 
interference caused by power pulses 
(spark plugs, etc.) shows up on their 
screen as white spots rather than 
black spots as on our sets. It’s a 
toss-up which is better. 


Even a Color Problem 


The British are also going through 
a color hassle at the moment. What's 
to be decided is what system of color 
standards they will adopt. Our Na 
tional Television Standards Commit- 
tee (NTSC) report is being talked of, 
but this would require some readjust 
ing of the spectrum since the audio 
circuit in British TV is AM and not 
FM like the U. S. system. 

The British public, like the Amer 
ican ‘T'V-viewer, is hardly aware of 
these problems. However, the inter- 
est of the public in TV and radio is 
demonstrated each year by the annual 
industry-wide radio and TV show 
held at Earl’s Court, London, where 
last August more than 340,000 people 
toured the displays of manufacturers 
and retailers. 


Many Makes for a Small Market 


There are somewhere between 50 
and 100 producers of TV sets in 
Britain with 20 big manufacturers. 
No single one has more than 15 per- 
cent of the market. The big five, each 
selling between 10 and 15 percent 
of the market are: Ferguson Radio, 
a subsidiary of Thorne’s Electrical In 
dustries, which has connections with 
Sylvania Electric Co. in the U. S.; 
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Pye, Ltd.; Philips of Britain, and 
Mullard, Lts., both of which are sub- 
sidiaries of the parent Dutch company, 
Philips of Eindhoven; EKCO; and 
Bush, a subsidiary of Gaumont British, 
Ltd., a J. Arthur Rank property. 

Smaller producers are: EMI, which 
has cross-licensing arrangements with 
RCA and which holds the “His 
Master’s Voice” trademark in Britain 
as well as Marconi patents; KB (Kol- 
ster-Brandes, Ltd.); A. C. Cossor, Ltd., 
a subsidiary of International Tele- 
phone and Tele raph; General Elec- 
tric Co., Ltd., which is no relation to 
G. E. in the U. S., but which has 
licensing arrangements with Hazeltine 
Research Laboratories, Great Neck, 
L.. I.; Murphy Radio, Ltd.; and Regen- 
tone Products, Ltd. Philco (Overseas), 
Ltd., and Pilot Radio, Ltd., are both 
affiliates of the American companies, 
but small producers. 

These manufacturers sell through 
some 15,000 retail outlets in Britain— 
chain stores, furniture stores, T'V and 
radio dealers, but as yet no discount 
houses. What set off last year’s sky- 
rocketing sales (again in European 
terms, not in Américan statistics) was 
the reintroduction of “hire purchase” 
(installment buying) in Britain. About 
50 percent of the sets sold last year 





IN ITALY 
extreme censorship... 


were sold this way. However, in Feb 
ruary the government again tightened 
buying controls in a move to 
strengthen the position of sterling. 
How much effect this will have on 
the buying boom is still uncertain. 


1.2Million Sets a Year 


There are now some 13-million 
radio sets in Britain so it’s estimated 
that the saturation point for the whole 
market is probably 124 million TV 
sets. Present predictions are that sales 
will continue at the present level, or 
about 1.2 million a year, for the next 
three years. Then, at about eight 
million, they will begin to tail off, but 
replacement sales will begin to make 
up for any sag in the market. 

Moreover, domestic sales aren’t the 
only hope of Britain’s TV industry. 
They're looking for foreign markets. 
Last year, Britain shipped $27 million 





in electronics equipment abroad, or 
about 25 percent of her total produc 
tion. Only a small part of that was 
TV receivers and the industry thinks 
it can possibly change that picture. 


Eyeing the U. S. Market 


Some British manufacturers, not 
ably Pye, Ltd., are known to have 
given consideration to entering the 
U. §. market because of their cheaper 
production costs. However, the long: 
range outlook is that our own mass 
production techniques can undercut 
any British cheap el savings. Fur- 
thermore, RETMA has already taken 
a strong position in favor of tariffs 
against such imports. Pye has been 
successful, nevertheless, in selling a 
considerable amount of camera and 
transmission equipment in the U, S. 
through its agent, General Precision 
Laboratories, Inc., 

Britain hopes to invade the Latin 
American market where U.S. T'V has 
had the market pretty much to itself 
for the postwar development. ‘The 
argument in Britain's TV industry, 
as in other fields, is that Britain buys 
from Latin America and _ therefore 
must sell there. They charge our 
sales, to countries like Brazil, for ex- 
ample, are made only through pump- 
priming the market with loans. 


Italy, a TV Mushroom 


That European competition has al 
ready begun to take its toll on U, S, 
exports to Western Europe is obvious 
from RETMA’s figures for the last 
three year’s TV sect totals: 1952 — 
$580,799, 1953 — $1,775,664, 1954 — 
$1,107,996. Sales of cathode ray 
tubes, while heavier, bear out the same 
decline. It would seem that 1955 ex- 
ports will fall again under 1954 fig- 
ures. 

To a large extent, Italy is the ex- 
planation for this drop. Of the 6,500 
sets we sold in Western Europe last 
year, more than 5,000 went to Italy. 
Yet, in 1953, we sold more than 8,500 
sets to Italy alone. ‘This decline has 


(Continued on page 142) 








IN ALL EUROPE 
too much “culture” 
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A NEW SERIES... 


Successful 
Small Appliance 
Service 


1. HOW TO GET STARTED 


For only $500 a dealer can set up a small appli- 
ance service department which will both make 
money and build customer loyalty and sales traffic 


This first article in a series tells just what's 
needed, how much it costs, how to select a service- 
man and even how to build the basic testing 
equipment 


By P. T. BROCKWELL, 





Virtually all of P. 'T. Brockwell’s work 
ing lite has been pent im the electrical 


industry. He got his first job in 1924 
vith the Saunders Electric Co. of 
Hopewell, Va. By late 1925 he was an 
ippliance repairman with the Phila 


delphia Electric Co, Eight years later 
h f up hi wir ipphianee repair bu ! 
m the Brockwell Electric Co in 
Chester, Pa md operated it 
earh L9SO. when le 
managed a service 
Appliances in Chester. In 
Brockwell's 


experience in small appliance service 


until 





organized and 
department fo 
Painter Electrical 
sight forced Mr 

Out of his ind his wartime 
training of appliance repair people has come this series of articles on 
CTVICE which he has designed not only to serve as a basi 
service manual but also to help dealers establish service departments 
and train repair men 


i partial loss of 
retirement 


a# secrics 
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Wi ion happens when a cus 
tomer takes a small applhance 
to her dealer fo 

In too many cases the dealer send 
it to the nearest factory 
tion—when someone in his shop find 
time to pack and mail it 
tomer is 


I¢ pall 
CTVICe ta 


and the cus 
deprived of that applianc 
for a period of two to four weeks, o1 

en longe! And some women, 1 
membering such a_ prior 


nee, will take their iron 


mconvenl 
and toaster 
Whenever this hap 


around the 


omewhere els 
pens the store come?! 
nother customer from 
dealer's nos¢ Yet a vast 
iumber of dealers have expressed an 
it the thought of operating 
1 small-appliance service 
declaring that thi 
nuisance 

From the customer s 
though, it is just as 


may snatch 
inder the 


bOvalce 
department, 
sort of thing is a 


viewpoint, 
important to get 
on time as it is the 
And while | 


he may be will 
kip her morning toast for a 


the ironing don 
vashing 
ng to 
day or two while the toaster is being 

aired, who wants to wait from two 
to four weeks? 

Experience has proved that a well 
managed small-appliance service de 
partment can be not only profitabk 
vithin itself, but 


istomer imto your tor 


ilso can draw new 
who will 
ippreciate punctual ind courteous at 
eminglh 


ntion to trivial problem 


Stand in your own showroom for 
i moment and visualize a 

ituated the 
from the main door to reach which 
ustome! will pass 


service 
unter greatest distance 

your displays 
for each service transaction 

twice when the appliance is brought 
in and twice when it is picked up 
Hear the « 


Perhaps you are 


four time 


ish register ringing? 


dissatished with 
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your present method of handling serv 
ice and would like to start a servicc 
department of your own, using small 
ippliance service as a seed from which 
1 larger and complete service opera 
Indeed, there 
better way to begin 

Initial costs for a start from scratch 
to begin a small-appliance service de 
partment need not exceed $500. Thi 


tion could grow is no 


figure includes tools, testing equip 
iment, shop furniture, service counter, 
vice literature, and a modest part 


mventory 
Ihe inventory, of course, can be 
built up gradually according to yout 
need for after operating 
month ou will know 
item irc in greatest 
order that you ma 
outlay to suit 


hie re 1 


ibout SIX 

better what 
demand In 
idjust the initial 
your own requirements, 
1 breakdown of the $500 esti 


mate 
Inventory 


\s nearly as possible, the parts ar 
listed in the order most frequenth 
illed fo o that if you want to 
educe th tock iggested and still 
be assured that you will include the 


? 


fast-mover mpl trike out what 


11 do not want from the end of any 
up 
Irons: Cord set handles, 
pilot 
ninal enclosure control knobs, 
ind thermostat I’stimated cost for 
eight of each part (two of each for 
four different models), $60 

loasters: Cord sets, plastic parts 
uch as_ base knobs, handles, and 
30 forth miscellaneous hardware, 
witches, switch members, elements, 
latching ‘parts, and _ timer 
timated cost for three of 


THis¢ el 


laneous hardware lamps, ter 


carriage 
parts | 


each $30 
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IN OPERATION, o smal! appliance service 
department doesn’t take up much room 
Most of it is right here in this picture, in- 
cludes a work bench, series tester, shelv- 
ing, and a cabinet of small 
worth altogether about $200 


drawers 





A SERVICE DESK. Your service man 
will need a desk at which to do his 
paper work and shelving on which to 
keep his service manuals and office 
records 


ee 


2 


A PARTS CABINET. Since you will in 
vest a minimum of about $165 in 
parts and supplies you will need an oo 
wrderly place in which to keep them 





Mixers: Whippers, bowls, conden- 

miscellaneous hardware, carbon 

brushes and springs, resistors, governor 3 
parts, and gears. Estimated cost for 
two of each, $25. 

Other Small Appliances: For coffee 
makers: glass bowls, gaskets, and cord 
Percolators: fuses, baskets, 
pumps, and cord sets. Roasters, waf- 
flers, and grills: #18 asbestos insul 
ated wire (solid and stranded), pilot 
lamps, cord sets, and miscellaneous 


hardware. Estimated cost, two of each, 
$50 


sers, 


CUSTOMERS. Getting the first ones 
requires little outlay. The service 
counter should have a sign; so should 
the window. Also, you should adver- 
tise a little. 


sets 


Ihis inventory covers 
models than the list 
for—a 


many 
actually shows, 
you no doubt already know— 
numerous parts of the same make will 
fit several 


more 


You ll Need These 
Three Items 


models 
Equipment 


You will need a 
workbench with drawer, a 
the approxi- 
80 square feet of shelving— 
0 square feet of which should 
be installed beside the workbench for 
torage of larger tools and the work 
in proce ind a drawer cabinet with 
+ subdivided drawers for small parts. 
\llowance for this group is $100. 
should include a 3” vise, a 
iture meter with the electric 
iron testing stand and its cable, a 
thermoplate and cable assembly for 


Shop Furniture. 
X 4()’" 
tool for 
matels 


ibout 


serviceman, 


complete, but your can 
easily assembly it from standard elec 


serviceman basic requirement 1s a short counter 
with two or three shelves underneath 
trical supplies for a great deal less, to serve as storage space for finished 
and by making it himself from the in- work awaiting call. If the shop is 
structions on the following pages will not close by, some shelving behind 
better understand all its use Be sure the counter for and coffe 
to save the tester wiring diagram from = maker steps. Unless 
this issue. The materials for the something elaborate is planned, thes 
tester will cost about $8 things should not exceed $100. 


, 


l'ools INiXCr 


tempe! bowls will save 


roasters, an Service Literature. Some of this 


testin eyelet plier, a 
tachometer, and the electrical work- 
tandard hand tools. Although 
the hand tools are sometimes fur- 
nished by the serviceman, these have 
been included in the allotment. About 
$80 should cover this group 
Series Tester with ground indicator 
ind power outlet with pilot lamp. It 
is quite possible that something gim- 
ilar to this tester can be purchased 
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material is free, some can be pur 
chased reasonably, but—in any cas 
order manuals and parts catalogues 
for every appliance that you intend 
to service. Approximately $25 should 
cover this expenditure 

Service Counter. ‘The cost of this 
item, of course, will vary according to 
the taste of the individual dealer. 
For practical purposes, however, the 
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Total Investment. It all adds up to 
$478 


How to Find the Right Man 


Selecting. Experience has proved 
that the best appliance servicemen 
are trained for a specific job. Except 
for refrigeration, radio, and television 
for which there are accredited 
schools appliance servicemen are 
rarely hired as such for any of the 


: 
' 


f 


ee ee | 


other specialized skills If 
fortunate enough to find a 
trafie appliance serviceman 
But if not, the man you want is one 
who can prove his knowledge of ele 
electricity cither by 
reference to 


you are 
trained 


gor rd 


mentars work 


references or b' chool 
records, 


Candidate x 
younger men of this: sort: high school 


may .be chosen from 
graduates (vocational course in electri 
shop), apprentice electricians with two 
iimned forces 
veterans who have had closely related 
training, vocational school graduates 


or more years Cxpenence 


and correspondence school graduates 
Veterans with certain handicaps work 
out well in this kind of job. If you 
from middle-aged or older 
men, residential electricians and radio 


MORE 


choose 








Small Appliance Service 


(continued) 


servicemen who are seeking a change 
would be suitable. The incentive for 
any of these is not just the periodic 
salary increases, but mainly the oppor 
tunity to become service manager as 
the department grows. 

Naturally, you will investigate thor 
oughly the character of every man un 
der consideration as you would any 
other prospective employee. And—in 
addition to a pleasing personality, a 
courteous manner, clean habits and 
speech, and a neat appearance—you 
will want to study him carefully to 
learn his attitudes, aspirations, his wil 
lingness to learn, and his ability to 
make decisions, A thread of humility 
will certainly work to your advantage, 
for it will help him to maintain his 
self-control under all circumstances 

an essential in dealing with service 
customers 


Training. ‘This branch of appliance 
service~small appliances—lends itself 
well to the training which is to fol- 
low. With all the work being done 
in the shop, the beginning repairman 
can work carefully, he can consult 
his manuals any time, and he can test 
his work thoroughly without the cus 
tomer breathing down his neck. He 
will work slowly at the start, but will, 
as he gains experience, gather speed. 
Happily, as the volume of business 
increases he will increase in efficiency 
to handle that volume. 

If the man you select has the basic 
electrical knowledge but no actual 
bench experience, it would be well to 
have him visit the nearest authorized 
service station of some traffic appli- 
ance manufacturer whose dhe ne 
you handle. With the tremendous 
quantity and variety of service busi 
ness these places process daily, it 
is surprising how much they can do 
for your man in as little as two or 
three days. 

Paying. Obviously, there can be no 
set rule for service personnel wages 
So much depends upon your location, 
the type of man you employ, and the 
availability of skilled labor in your 
area that it is difficult even to name 
an average. But a few inquiries will 
disclose what others are paying for 
related skills in your community. In 
southeastern Pennsylvania, however, 
trainees have been hired for $50 a 
week (44 hours), men with slight ex 
perience for $60 to start, while those 
with extensive experience (over seven 
years) get $75. Salary basis, usually, is 
the most desirable for a small service 
department because an hourly payroll 
for only one or two men is something 
of a nuisance in a mercantile estab 
lishment. 


Getting the Service Business 


An inexpensive but effective adver 
tising plan to promote the new ser 
ice department will start the business 
rolling. ‘There are possibly as many 
ideas as there are businessmen, but 
four kinds of advertising will get you 
off to a good start, three of which will 
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¢ HIS wiring diagram of the series tester and power 
outlet combination with indicating pilot lamp 
illustrates one of the cheapest and quickest ways to 
make this equipment. 

Use 34” octagon boxes joined with 4” nipples, 
locknuts and bushings, then fasten the entire assem- 
bly to the backboard of the workbench. Be sure to 
use 4” porcelain bushings where the connecting cord 
leaves the fuse box (#1) and where the pilot lamp 
resistor wires enter the power outlet box (#6). 

Box #1 is for a 15-ampere fuse and also serves as 
splicing enclosure for the connecting cord—which 


should be #14/2 heater cord with a polarized plug. 
Use #14 or black and white RC solid or similar wire 
for wiring between boxes. 

Box #2 is for the series test receptacle. 

Box #3 is to be fitted with a lampholder for the 
series test lamp. 

Box #4 holds a single pole switch. 

Box #5 contains a lampholder for a 1,000-watt 
Edison base heater coil. 

Box #6 has a single flush receptacle. 

Item #7 is a miniature cleat receptacle for the 
pilot lamp and is described on right. 





keep the service customers coming to 
your store. 

In the Store. The service counter 
should have an identifying sign with 
some service items being prominenth 
displayed 

The Window. l'wo or three linear 
feet of space is all that is needed in 
which to place an easel-type panel 
with several service items neatly ar 
ranged and attached thereto; the items 





could include electric iron handles, 
cord sets, control levers, mixer whip 
pers, and so forth. Larger parts could 
be placed beside and in front of the 
panel 

Direct Mail. Just once, at the out 
set, send a postal card announcement 
to all your customers Have the 
printer punch a hole in one end of 
the card—some of your customers will 
hang it up, others may prefer to glue 


APRIL, 


it to the cover of then 
directories 

Newspaper. If you don’t already 
have a classified advertising contract, 
sign one and run several lines every 
day in the service column. The po 
tential income from a service opera- 
tion will not warrant display advertis- 
ing except, of course, where rates are 
extremely low as in small com 
munity papers. Something every day, 


telephone 
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Series Tester for $8 
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i HIS sketch shows one method of supporting the miniature cleat 
receptacle with common angle iron brackets. 

The resistor is shown at the top with a miniature clear receptacle 
below. A small bracket is used to fasten the assembly to the bench 
backboard directly above the power outlet box. 

To make the resistor, wind about 15 feet of #18 solid annunciator 
wire on a 3” porcelain tube, leaving the ends of the winding long 
enough to reach into the outlet box below. Do not cut the wires at 
the miniature receptacle, but form an eye in each lead for tapping each 
terminal of the miniature receptacle. Use a two-cell flashlight bulb for 
this pilot lamp. 























T= is a wiring diagram for an iron testing stand and temperature 
meter with a ground indicator connection. 

Part #1 is an Edison base cleat receptacle (fastened directly to the 
bench backboard), one terminal of which is wired to a good ground 
connection. ‘The other terminal is connected to the iron testing stand. 

Item #2 is an extra lead and clip for use with other appliances. 

A two-watt neon lamp in this receptacle will provide a critical ground 
test, but because neon lamps are so sensitive to minute current leaks 
that it may give a dim reading from any appliance on a rainy day, an 
ordinary 15-watt incandescent lamp will serve for ordinary use, Use 
#18 stranded wire for the ground indicator. 

Item #3, the iron testing stand, is connected to the temperature 
meter (#4), with a special cable which must be purchased with these 
instruments, The wires in this cable must never be trimmed, because 
changing the length of the cable will impair the accuracy of the meter. 
Keep a spare cable for immediate replacement when necessary. 


no matter how small, pays off bet 
ter than an occasional splurge. Plan 
the wording carefully, avoiding such 
compounds as traffic appliances, for 
this is a trade expression and is not 
yet fully understood by the general 
public. If your newspaper permits 
two or more type sizes and centered 
lines in its classified section, you may 
want to try the following time-tested 
sample advertisement or something 


like it. The top line will go in twelve 
point Roman, upper and lower case 
type; the word repairs in six point all 
caps; and the rest in six point upper 
and lower case. 


lron—Toaster—Mixer 
REPAIRS 
John Doe Co. 20 W. 5 St. 


An alternate arrangement, if rates are 
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not too high, would be to put your 
name in twelve point-—if it will fit 
into one line—with your address and 
telephone number in six point on the 
bottom, 

You'll enjoy the convenience of 
having a service department right un- 
der your nose; in fact, a year from 
the inception of such a department 
you'll wonder how you ever got along 
before without it. End 





EDITOR'S NOTE: Subsequent ar 
ticles in this series will give service 
trainees a general understanding of 
how most small appliances operate 
and will constitute, in effect, a train- 
ing program on fundamental prin- 
ciples. In next month’s issue Mr. 
Brockwell will describe servicing 
methods for electric irons 
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Four different markets and a good reputation 








keep sales volume so heavy 








at National Sales Co., Cambridge, Mass., 








that finding enough old boxes to resell 














is an important part of the operation 
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JANUARY-MARCH 


This is the season of soles to South America—where it’s summer. This market buys boxes in the $30 to $60 price range, which are hard to find. 


ARRY SUSSMAN sold $100, 
I] 000 in used refrigerators alone 
last vear at National Sales Co., 
Cambridge, Mass 
divided the year into four “selling sea 
ons.”” During each season he concen 
trates on a different market for the 
ise d boxes 
From January through March, Suss 
man pushes sales to South America 
taking advantage of the summer season 
south of the border. April through 
August are his busiest months as lh 
iims at the booming vacation market 
in New England. September and 
October he devotes principally to local 
college students—the Boston area 
numbers them by the thousand 
secking used refrigerators for dormi 
tories and fraternity houses. Finalh 
November and December bring 


Christmas busines his four-season 


APRIL, 


because he’s 


Because They Have a Market for 


Used Refrigerators Bring Them 


formula for selling used refrigerator 
not only brings National Sales vear 
round profits but it has earned Su 


man a wid pread reputation over 
much of the Americas as “‘the used 
refrigerator king Sussman regular] 
ships used boy well up into th 
northernmost regions of Canada and 
his name is a familiar one as far south 
is Argentina 

“It's a busi program that k eps meé 
on the go 12 months of the vear, sinc 
the selling seasons follow on upon 
the other,’ Sussman sa “but I’ve 


found it well worth the effort. Som« 
months it makes the difference be 
tween profit and loss on our combined 
operation 


Refrigeration’s Pied Piper 


Located in Cambridge for the past 
25 vears, National Sales under Harry 
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APRIL-AUGUST 


The vacation market—camps, motels, summer homes, resorts—buys used 
retrigerators by the truckload. This is the busiest season of all. 


Every Season... 


$100,000 a Year 


Sussman concentrates on sales of TV, 
freez vashers, dryers, and new and 
used refrigerators. Even though the 
compan has built up a good following 
for most of its big items, Sussman is 


iving reasingly more attention (and 
pace) to his used refrigerator depart- 
ment as he finds his market growing 
onstanthy loday, he devotes more 


than half of his available warehousing 
pace to the used boxes and the service 


department where they ar¢ put in 
hap 

Chronologically peaking, Suss- 
man’s first selling season begins imme- 
diately after Christmas when he takes 
inventory of the used refrigerators in 
hi house, then sits down and 
sends a ct mple te report to ea h of his 
ents located in leading South 
American citi He supplements the 
report with suggestions for advertising 


and promotion in local newspapers 
and radio stations for which he foots 


half the cost. 

He is convinced the South Amer- 
ican market has an excellent potential 
He’s made several trips there, found 
it scarcely tapped: “The significant 
point is that the average South Amer 
ican can’t afford a new refrigerator. 
Import duties on new American-made 
boxes make the cost prohibitive 
Along comes one of my agents offering 
to sell them a good used box well 
under $100. I won’t say we've been 
stampeded, but the response has been 
gratifying.” 

Most of National’s used refrigerator 
shipments to South American destina 
tions are in the $30-$60 cla Suss- 
man’s only problem from January 
through March is to find enough boxes 
that he can recondition and sell in this 
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SEPTEMBER-OCTOBER 


College students and their fraternities and sororities in the busy Boston 
educational center provide heavy fall sales for National, 





NOVEMBER-DECEMBER 


This is the holiday market, when dealer Sussman plans and runs ads in 
suburban newspapers plugging used refrigerators as gifts. 


MORE =~ 








Because National Sales Co., Built a Reputation... 





SMART BUYING and pre-conditioning inspection enable Sussman and his 
Sussman particularly aims for a wide 


service crews to keep costs down 
variety of sizes, 


he 








RECONDITIONING at National is thorough and com- 
plete. Five servicemen do nothing but recondition and 


repaint used refrigerators. All carry 90-day guarantees. 





IDENTIFICATION of the firm as a leading outlet for export sales has been accomplished in part by consistent advertising throughout the 
Americas, and by sidewalk displays of old model appliances for the local Cambridge, Mass., market 


Used Refrigerators Bring Them $100,000 a Year (continues 


range. ‘l'rade-ins have long since been 
only a minor supply source. Biggest 
sources are apartment houses or mili 
tary camps where Sussman purchases 


older models in large lots 
April Means Roadwork 


April launches National's busiest 
season, Sussman checks stocks again, 
this time for somewhat larger boxes 
“If there haven't been too many 
revolutions in South America during 
the previous three months, my inven 
tory is pretty low,” says Sussman 
“April is generally the signal for me to 
get out on the road again and x 
plenish my used box supplies.” 

Along about mid-April, when many 
New Englanders begin to re-open their 
summer cottages, and hotel and motel 
owners throughout Maine, New 


PAGE 92 


Hampshire, Vermont and Massachu 
setts start checking their property, 
Sussman places his first ads for his se 
ond selling season in Boston dailies 
and suburban weekly throwaways. H« 
supplements this with a series of onc 
minute spots over Boston radio sta 
tions 

Comes May and Sussman expands 
his promotion to newspapers in better 
known vacation spots s¢ ittered over 
the four states. “By this time, camp, 
cottage and motel owners have made 
their plans for the approaching sum 
They know pretty well 
whether they're going to need any re 
frigerator replacements or additions.” 

Distance poses no problem for Na 
tional’s summer sales. Camp, cottage 
and resort proprietors think nothing 
of telephoning Cambridge, ordering 


mer season, 


one to half a dozen used refrigerators 
for immediate shipment. Sussman’s 
reputation, they know, is their guar 
intee. Often as not, a camp or resort 
owner will drive the 100 or more miles 
to National's just to select a 
dozen used boxes from the warehous« 

Most of Sussman’s summer sales to 
vacation spots are made in bulk, aver 
aging about four used refrigerators pet 
customer. He has sold as many as 30 
boxes to a single motel. Buyers take 
advantage often of Sussman’s 10 per 
cent discount on bulk sales. Delivery is 
usually by truck although many cus 
tomers sometimes supply their own 
transportation. 


store 


In Fall, a Dormitory Market 


The summer rush is over by mid 
August. Again, Sussman checks his 


APRIL, 


depleted stocks even though he has 
been replenishing them from time to 
time during the summer. Cambridge 
is strategically located in the midst of 
several large colleges and preparatory 
schools—Harvard, M.I.T., Boston Uni- 
versity, Boston College, Tufts, etc.— 
and Sussman’s name has become a by- 
word among students. 

“School’s re-opening is my signal to 
start advertising in local and college 
dailies again,” says Sussman. “I also 
contact the school employment bu- 
reaus for a student representative—one 
from each school. These make the 
rounds of dormitory rooms, fraternity 
houses and clubs. We pay them a re- 
tainer and commission on each sale.” 

Because he pays his student sales 
agents well and gives a 90-day guar- 
antee on all used boxes, Sussman has 
acquired a good reputation in local 
colleges. Even when students who 
hear of him call in on their own, Suss- 
man credits the school agent with the 
sale. Result is students swear by him— 
and his used boxes. 

By late October, students are well 
settled for the year and Sussman turns 
his attention to the holiday market. 
He schedules regular ads in every 
suburban newspaper he can find 
within a 25-mile radius. Emphasis is 
on the holiday gift theme. 

“People, especially suburban home 
owners, are getting in the habit of 
buying a used refrigerator for the 
home bar or den,” explains Sussman 
“Christmas seems like the perfect time 
to buy themselves one. Many wives 
like to buy one for hubby around that 
time. Occasionally, men buy one or 
two for their friends although this 
isn’t too common. Last year, one well- 


to-do businessman ordered 10 used 
boxes—all of the same small size—as 
gifts.” 


Bonanza by Accident 


Sussman came upon the used refrig- 
erator business almost accidentally 
during World War II when new 
models were so hard to get. He had 
an ample stock of trade-ins as war 
broke out, sold these out so quickly 
that he had to go out and scout for 
more. By the war's end, he had not 
only launched his reputation in sec- 
ond-hand boxes, but also was firmly 
convinced that they offered profitable 
peace-time possibilitic 

Before the war ended, Sussman was 
forced to hire two mechanics, set up 
his own service department. Here, he 
reconditioned all used boxes before 
offering them for sale. New parts, a 
new paint job and reasonable prices 
worked wonders. National soon be- 
came the used refrigerator center of 
Boston 

Reappearance of new models again 
in 1946 temporarily halted Sussman’s 
venture into the second-hand market. 
But he remained impressed by his ex- 
perience, soon returned to it. In 1949, 
he again hired a couple of mechanics, 
re-opened his service department, went 
on the road to rebuild his stocks. Army 
surplus proved an excellent source. So 
did apartment house owners who were 

Continued on page 154 
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After a six weeks’ experiment 
with enthusiasm, psychology 
and free home trials that sold 
$3,780 worth of units, Chuck 
Anderson, his partner and their 
Tele-Mart store, San Carlos, 


Calif, are .... 


Up to the Ears 
In 


Hi-Fi 
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660 HOULD we stock some of the packaged 

S hi-fi sets that our T'V distributors are 

urging on us? 

“If we do, can we sell any? Is there any tech- 
nique of selling hi-fi that will make it profitable 
for us to keep $1,000 or more of our ‘open to 
buy’ tied up in this stock instead of 'T'V or appli- 
inces?”’ 

These two questions have faced every T'V-appli- 
ance dealer in the country since packaged hi-fi 
was brought into a market once strictly the prov- 
ince of the radio parts distributor-dealer and the 
technicians with their custom hi-fi units. 

The answer is “yes” to both questions, says 
Chuck Anderson, partner with Burr Singleton in 
the Universal Tele-Mart, San Carlos, Calif. And 
he backs up his statement with the store’s books— 
records of $3,780 in sales of packaged hi-fi during 
the first six weeks he had these products in stock. 

But, he cautions, the dealer must have the an- 
swer to the second question—how to sell pack- 
aged hi-fi—before he is justified in putting it on 
his floor. Anderson believes he has found the 
answer for his store and his location. Until he 
was reasonably sure, he had been a typically poor 
prospect for the distributors’ salesmen who tried to 
push their hi-fi lines when calling on the Tele- 
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Mart with the 12 brands of TV which the store 
sells for an annual gross of about $160,000. 

Anderson started in hi-fi when his observations 
showed him that: 

1. Packaged hi-fi was not moving in many deal 
ers’ stores because it was being considered a 
“traffic item’ along with table and portable 
radios—and there was too little traffic for hi-fi; 

2. When demonstrating hi-fi in the stores, 
many salesmen were selling with technical data, 
cabinetry and assumption of the prospect's knowl 
edge of fidelity—when psychology and enthusiasm 
would be more effective; 

3. Most important of all, dealers were losin 
sales of the real money-makers, the packaged hi 
in the $150-up class, because store Ferenc 
is difficult and ineffective for quality instruments 

only home demonstrations could convince pros 
pects of the real quality and value of a high 
fidelity phonograph. 

With these convictions, Anderson took on 
Olympic, then Mitchell, Admiral, RCA-Victor, 
Sylvania and Philco hi-fi models. How he and his 
‘nat who manages service, approached the 
yusiness in a manner that resulted in sales of 21 
units in six weeks is seen in the accompanying 
photostudy by Erecrricat, Mercnanpisinc. 


MORE md 
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Hi-Fi (continued) 


Anderson Looks Everywhere 
For Hi-Fi Prospects 


Not lhe heving that packaged hi-fi 3 
yet enough of a traffi 
Anderson has underway a program to 
develop prospects for the 
hi-i on his floor. Hi 
directed at any on 


item, Chuck 


ix brands of 
efforts are not 
group. He b 
heves—-and hi ae records 80 far 
how that no one n 


ighborhood, no 


' 


on economic cl no degree oO 


educational background, dominate the 
hi-fi prospect list 

With personal background in ‘T\ 
elling going back to 1946—as a sal 
man, as 4 TV station announcer han 
dling ‘TV et comm 


store Owner and manager 


rcials, and as a 
Anderson 


iw TV, once thought of as a luxun 
class market item only, prove to bi 
most successful and profitable as a 


HASS product 
Most p pl vant musi that 
ounds good’, bett than what thes 





have now. Many have been « «posed to 
high quality record reproduction and 
they are interested in even more faith 
ful sound, All can be made to hear 
thi quality of the good phonographs 
we're selling toda There are high 
quality jobs for the least demanding, 
high fidelity phono for the most sen 
itive ears That mak pra tically 
1 prospect for any 


Much of Anderson 


ing program 1 


everyone dealer.’ 
» prospect build- 
underway He gets 
them with window displays, on the 
floor, through ads and service. Other 
ideas are still to be used: 'phone solici- 
tation of T'V customers when their pay- 
ments are nearly complete; follow up 
to get names of in- 
terested friends and neighbors; loaning 


on hi-fi custome: 
of hi-fi phonographs to local organiza 
tions for background music or dancing 


during meeting 





q - 
Y/, ° 
ONE SOURCE of hi-fi prospects are the service customers—either one wh 
corne to the tore with a radio or one who is visited at home 





Store Techniques 
Sell Some Prospects 


When any of Universal ‘Tele-Mart’s 
efforts, the results of national advertis 
ing, or just the public’s curiosity brings 
prospects into the store, Anderson 
doesn't leave it to the name “hi-fi’’ on 
the phonograph’s label to make a sak 

In the short time that he has been 
selling hi-fi, he has found that the 
salesman must know when this newly 
available entertainment medium can 
be sold like a ‘T'V set and when it just 
In the store, for example, hi-fi 
can't be sokd in the same manner as a 


cant 


I'V set. “The 
evidence of the quality of a high fidel 
ity phonograph than he does of a tele 


salesman has less tangible 


vision receiver,” he points out In 
selling ‘I'V, the picture quality is self 
evident to the prospect. Good sound 


particularly comparisons of quality 
ire much more difficult for the 
Much depends 
on the salesman’s enthusiasm and his 
use of psychology” as seen in these 
pictures of Anderson selling hi-fi on 


the floor at Universal Tele-Mart 


prospect to perceive 








T 








ACTUAL PERFORMANCE, either with a demonstration record or, as in this 


case, with one of the prospect's own disks proves superiority of hi-fi equipment 





CLOSING STORE SALES demands a choice of cabinet plastic for low 


4 


wood for sell-us und easy terms to overcome advertising ingr 


mindedne 





Home Trials Are The 
Big Hi-Fi Sales Maker 


Dealer Anderson feels that the story 
of his profitable start in hi-fi selling 
really starts right here, with his reali- 
zation that free home trial would be 
the most successful single approach 
to hi-fi selling. He feels that much of 
his program of prospect building 
would be wasted, that the number of 
ets sold off the floor would not be 
worth the time and inventory invest- 
ment, if he didn’t put his major sales 
ffort around free home trials of high 
fidelity phonogt iphs 

More than 50 percent of Anderson’s 
iring his first six weeks in hi-fi 
ulted from hom« 


trials. These sales 


Full bidenty 


HOME TRIAL starts 


represented much more than 50 per- 
cent of his dollar volume because the 
sales were in the $200-up bracket . . . 
with nice healthy margins above 40 
percent. Eleven hi-fi sets were. placed 
in homes on free trial during those 
six weeks—and eleven sales were made. 
\ 100-percent record on home trial of 
hi-fi, compared to a 60-percent closing 
record on T'V sets placed in homes on 
trial. 

Today, Anderson is a preacher of the 
doctrine of home trial selling of hi-fi. 
When he first tried it, however, he 
was following the advice of Mitchell 
listributor McCormack Corp.’s sales 


when Anderson qualifies prospect and makes delivery 


arrangements for trial as only way for prospect ‘to make his personal decision.” 


MECHANICAL DEMONSTRATION is made to show that hi-fi is not compli 


cated, to show versatility of three speeds, to insure that store’s set is cared for 


lo Anderson, to 
his other dealers in northern Cahif., to 
anyone who'll listen, hi-fi enthusiastic 
Ryan the necessity of using 
home trials to close sales of higher 
priced hi-fi. “The dealer who isn't 
pushing for home trials of quality hi-fi 
is missing a wonderful profit oppor 
tunity. If the dealer doesn’t believe 
this, take a hi-fi set home for a couple 
of days—sec and hear how it takes on 
a different value in the home, no mat- 
ter how long it has been around your 
store. If you already have one in your 
home, and you don’t have a prospect 
at the moment, lend one to a friend. 
See what happens—the friend will 
probably buy it, and for the first time 
in his life may not ask for a discount. 
“Why will that happen? Because 
people have to experience hi-fi, not 
just listen to it. When they experience 
high fidelity reproduction of music in 
their home it becomes part of them 
they experience it at the time of night 
or day when they want that experience 


manager Tom Ryan 


details 


and therefore when it makes the most 
impression on them—they experience 
it in privacy with only the persons with 
whom they want to share the beauty 
of good music. Give good prospects a 
chance to have that experience with a 
quality hi-fi set, and sales just naturally 
happen. 

“You can’t create that atmosphere 
in a store, even with a listening room 
You can make prospects realize that a 
good modern phonograph sounds bet 


ter than what they have—but it usu 
ally takes much more than that to 
convince a prospect to buy real high 


fidelity at $200-$300 or more.”’ 

Techniques in use by the Universal 
lele-Mart in ringing up a 100 percent 
score in sales of hi-fi placed on home 
trial is seen in this photo recnactment 
of a sale to Mr. & Mrs. Robert Vaughn 
of San Carlos. Within this sequence 
is a behind the door’s photo analysis 
of how this home trial served to make 
the Vaughn's sell themselves, as an 
ilyzed by distributor Rvan 


DELIVERED when husband is home, free trial set is given unnecessary polish by 


partner Burr Singleton to implant 


idea 


thot unit is merchandise. 


MORE nt 


valuable 


VERBAL DEMONSTRATION is part of psychology approach. While set plays, 


Singleton tells prospects what to listen for 


a high note here, a low note there, 














F5% ~ 
wf “5. Ge 
CLOSERS used include a modern hi-fi record and customer's LEFT ALONE, the prospects start to sell themselves as they hear better reproduction of their 
id 78 rpm records——which sound much better on new unit. old records than they had ever believed was possible 





BEFORE LONG the prospects become conscious that music, faithfully repro & INFLUENCE of the children is brought to bear next day when set plays their 


duced, has a new value in their lives, has regained its pre-TV place records. Wife herself listens to stacks of records while doing housework 


, or -3 
y= > a 


. 





PROSPECTS move close to pur PRE CALL-BACK phone cal! by FOLLOW-UP by Anderson within 48 hours closes all those people who haven't 
chase when they buy record, realize Anderson sets stage for follow-up already told him over the telephone they will keep set. All home trials usually 
they must keep set to enjoy it ften results in order by prospect end up as sales End 
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ad 


generous use of window space and... 


sales enthusiasm, Hammel’s sells . . . 


$20,000 a Year in Housewares 


\ MART use of a “try-it-and-buy-it” 
S idea by Joe Miller, small appli 
ance manager of Hammel’s De 
partment Store in Mobile, Ala., results 
in a sales volume of almost $20,000 
annually in electric housewares. 
Miller was one of the first to use the 
idea of allowing the prospective buyer 
to try out electric housewares in his 
own home before purchasing, and he 
has developed the plan to where it has 
now become one of his best selling 
tools 
“The plan is simple,” says Miller 
“Regularly, about twice a year—or on 
special occasions—we advertise to out 
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customers that they may have a free 
15-day trial of whatever appliance the 
plan is being applied to. Sometime it 
is irons, sometimes fans, sometimes 
vacuum Cleaners or almost any other 
type of appliance we wish to increase 
sales on. If they like it at the end of 
that period, they may buy it on spe- 
cial terms or they may return it with 
out any obligation whatever.” 

The try-it-and-buy-it idea is not 
new, but it has rarely been worked 
more successfully. For example, last 
year Miller used the promotion on 
vacuum cleaners and sold almost 100 
of them in a three-months period 
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following two weeks of intensive try-it- 
and-buy-it advertising. 


Promotions Run Ten Days 


“Ordinarily, the promotion will run 
ten days,” says Miller. “We announce 
it in full page ads in the newspapers 


and back it up with three additional 


ads each week. We go all out to see 
that it is successful by keeping the 
sales force enthusiastic and the cus- 
tomers interested. Banners are placed 
at prominent areas throughout the 
store and the sales force wears aprons, 
caps Or some other appropriate article 
of dress. 


“Since we feature the General Elec- 
tric line, a representative of Nelson 
Brothers, G-E small appliance dis- 
tributors in Mobile, kicks off the pro- 
motion with a sales meeting for all 
sales personnel, ‘They are briefed on 
procedures to use, special sales tech 
niques and on other matters which 
will forward the sale of whatever ap 
pliance we are using the plan on 

“One of the big windows in the 
store is dressed to feature the plan and 
special exhibits are arranged on the 
display floor, As an incentive to sell 
ing, clerks are offered cash prizes for 


(Continued on page 159 


PAGE 97 










) THE APPLIANCE 
STORE . .. 


SHOWED J. C. Penney’s fabrics 
in its display window 








ADVERTISED on the air in the 
person of dealer Fred Cross 


TAUGHT basic sewing tech- 
niques in its own classroom 





Two firms, an appliance dealer and a unit Tw 0 Sto re 


in a national chain, stage a joint promotion 


on home sewing which sells fabrics for one, YOOPERATION = among _ local Pioneer Electric handles hard goods 


d independent merchants and Penney needed a hook for their new 
. . . units in large, national chains fabrics; Cross wanted to publicize his 
establishes a new sewing machine center is something that doesn’t happen new sewing center Their answer: a 


very often. But it happened in Zanes- joint promotion that brought both 


for the other ville, Ohio Appliance dealer Fred stores and their merchandise together 


Cross of Pioneer Electric and the under the banner of home sewing. It 
local J. C. Penney store joined hands was a natural 
By N. BLEECKER GREEN icross the street (see pictures) in a Both Cross and Penney’s plugged 
combined home sewing promotion. the week-long event in their adver 
The two stores are noncompeting. tising, bowing to each across the 
In fact, they compliment each other street Each followed the formula 
Penney deals in soft goods; Cross’ worked out on a previous joint washer 
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THE FABRIC 
STORE... 


SHOWED Pioneer's White 
sewing machines in windows 


: 
! 
j 





REFERRED fabric customers 
to Pioneer’s sewing center 


STAGED classes using White 
sewing machines and teachers 


Promo 


tion Sells Sewing Machines 


























mil fabri promotion—joint win demonstrations were held three times exclusive basi he decided to place long with the he Ip of a fulltime sew 
dow display well-timed advertising daily (morning, afternoon and eve the line ina eparate store away from ing mstructor 

ind group deme Both used new ning) in Penney’s auditorium his appliance Cross felt that the The joint promotion proved a nat 
paper advertising under their own Ihe overall effect for Pioneer Flee ewing center, as he calls it, needed ural in ge tting the new sewing center 
tor arn but mentioned each _ tric was to establish the store’s name to be away from the other de part off the ground, It establistied a loca 
other in cro reference Cros in connection with home sewing and ments. “Specialty selling works best — tion, identified the White brand, and 
plugged the promotion on his unique to promote the newly acquired line in it’s own atmosphere,” says Cro it laid the groundwork for future 
daily interview program on radio sta- of White sewing machines just taken Split into two sections, one half tore trafhe Although actual sales 
tion WHIZ, Zanesville. Both stores in on an exclusive setup under of the center is devoted to sewing or during the week were not above the 
worked the combined effect of joint White’s modified policy of distribu- instruction classes The other half expected volume, it did the basi 
window displays on both fabrics and _ tion caters to display and selling. A full job, It helped establish Pioneer as a 
sewing machines. (The stores face When Fred Cyoss picked up the time manager and one salesman han- factor in the sewing machine retail 
each other across the street.) Group White line of sewing machines on an dle the sewing end of the busine: business in Zanesville End 
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Avery-Johnson’s treas- 
ure hunt promotion draws 
hundreds of people into 
the store to look for a 
superbargain well hid- 
den in the floor displays 











Capital Gas Co.’s cake- 
baking contest increases 
sales 350 percent, but is 
inexpensive because the 
contestants do their bak- 
ing at home 






















and @ 
Immick 








Cunningham-King pep 
up slow seasons with a 
“horse tradin” promotion 
which means they'll take 
anything in trade—in- 
cluding pigs 


Three-dimensional color 
slides of appliances area 
gimmick that helps out- 
side salesman Wes Davis 
of Waukegan, Ill., make 
sales in the home 

















If AkINc expert use of the idea that shop- 
A ers are attracted to almost any bargain if 
they cod to hunt around for it, a firm of ener- 
getic appliance dealers in Georgia has come up 
with a “treasure hunt” idea which can be profit- 
ably utilized at almost any holiday season. 

W. T. Avery and N. V. Johnson, owners and 
operators of Avery-Johnson Hardware Co., at 555 
Poplar St., in Macon, Ga., are the originators. 

“The idea is designed to draw traffic into the 
store, of course,” explains Avery, “but it is so 
worked out that we are able to hold this traffic 
in the store long enough to demonstrate or talk 
appliances, and in many cases, to sell them.” 

The Avery-Johnson “treasure hunt” is tied in 


with a seasonal event. The hardware dealers of 
Macon annually stage a “Hardware Week” de- 
signed to stimulate business and move old stock. 
The event is usually staged around the Easter holi- 
days. Avery and Johnson, as their contribution 
to the occasion, annually announce their “Easter 
Treasure Hunt.” The idea is that a super bargain— 
such as a complete set of fine chinaware for 
$2.00—may be offered to anyone who comes 
into the store and searches through the merchan- 
dise on display until he finds the special bargain 
offer which has been placed in some obscure 
place on the display floor. 

“The result is that the customer is exposed to 
every appliance in the store,” explains Avery, “and 


every time he stops to look in a range, refrigerator 
or home freezer, our salesmen go to work on him. 
It is amazing how many customers become inter- 
ested in an appliance from a routine which starts 
with a casual glance.” 

“It takes a lot of planning,” says Avery. “We 
have to start finding a good ‘special’ months be- 
fore the treasure hunt goes on and naturally, we 
have to keep in mind such items as cost, profit 
loss, eye appeal and similar factors at the time 
we buy the special. But we have always been 
able to come up with something which has uni- 
versal appeal to the buyer and which could be 
sold without too great loss of profit. ‘The better 
the special, the greater the traffic pull. 





yo can sell a lot of kitchen equipment if 
you give the average housewife a chance to 
show off the results of her skill in the kitchen. 

That’s the philosophy of W. J. Gordy, Jr., 
owner and operator of Capital Gas Co., of Mont- 
gomery, one of Crosley’s largest outlets ($225,000 
a year) in central Alabama. And Gordy proved it 
recently with an amazing showroom display of 
187 home baked cakes, which attracted more than 
700 spectators in two days and resulted in an in- 
crease of 350 percent over normal sales in ranges, 
refrigerators, home freezers and television sets. 

“We knew the promotional power of the old 
fashioned cooking school,” declares Gordy, “but 
we figured that by letting our prospects and cus- 
tomers participate actively, we could increase that 
power 100 percent. In other words, we would let 
them do their baking and cooking at home and 
then display the results in our showrooms.” 

With the help of his local Crosley distributor, 
Steel City Supply Co., Gordy enlisted the coop- 


HEN business slacks up, Herbert King and 
Pat Carroll go “horse tradin’.” 

King and Carroll who own and operate Cun- 
ningham-King Appliance Co., in Andalusia, Ala., 
rarely allow business to get slack. When such a 
condition threatens they let people know, via 
newspaper, radio and circulars, that they are 
ready to take in trade almost anything of value 
toward the purchase of an electrical appliance. 

The scheme has worked particularly well with 
electric ranges. They sold “pretty close to $30,000 
worth of Hotpoint electric ranges last year—and 
in the small south Alabama trade area in which 
they operate, that definitely isn’t alfalfa. 

“One great natural advantage we have in sell- 
ing electric ranges down here,” King points out, 
“is that about 50 percent of the stoves in this 
area are wood-bumers or oil-burners, and we 
therefore have a very fertile field of prospects in 
which to work. When a drought or some other 
unnatural condition comes along to slow up busi- 


eration of two Montgomery firms in supplying 
flour and sugar for the event. One pound of flour 
and two pounds of sugar were to be allotted free 
to each cake baker. 

Then Gordy and his staff sent out 800 invita- 
tions to a selected mailing list of old customers 
and new prospects in his 75 mile trade radius. 
Each one was invited to drop by his store, regis- 
ter their names and receive the sugar and flour 
for baking a cake. Two weeks from the date the 
invitations went out, the cakes would be assem- 
bled in the showrooms of Capital Gas Co., and 
judged. 

A Crosley electric range would go to the bakér 
of the best cake. A radio, an ironing board and a 
set of towels would be given to the runners-up. 
It cost nothing to enter, of course, and the com- 
petition was wide open as to the kind and type of 
cake which could be entered. Newspaper, radio 
and television advertising were all used to help 
spur interest in the contest. 


ness, as it did last year, we put on our ‘horse 
tradin’ deal, and instead of suffering a decrease in 
sales volume, it usually picks up 10 or 15 percent 
over normal.” 

During the “horse tradin’” sale, the store 
windows are decked out with old horse collars, 
saddles, bridles and harness cleverly worked in 
with electric range exhibits which arrest the eye of 
passersby and motorists. Meanwhile the local 
newspaper carries a half-page ad which announces 
to its readers that Cunningham-King Appliance 
Co., is all set to “horse trade” and the ad fur- 
ther advises the reader that “if we can’t trade 
our way~—we'll trade yours.” 

The sale lasts from one to three weeks, accord- 
ing to King, depending on the reception it gets. 
During this period, no “reasonable” offer of a 
trade-in is refused. King defines “reasonable” as 
a very flexible term and points out that nothing 
offered as a trade-in up to this time has been 
refused because of its value. The firm has always 








YOUNG dealer in Waukegan, III., has put 

a third dimension in his outside selling. 

Wes Davis, owner of the Ames Appliance Co., a 

Westinghouse dealership, is using 3-D color slides 
as a Creative sales tool. 

“I’m absolutely sold on it,” says Davis. “It’s 
like opening a refrigerator before their eyes. You 
can talk for ten minutes on one line while they 
look. And, if you know your product you can 
give them the whole pitch, things you would 
never mention on the floor.” 

When Davis first thought about using color 
slides he discovered on checking local photograph- 
ers that professional help came too high. What 
I wanted would have cost $120 to $125,” he says. 
So, he decided to do it himself. He borrowed a 
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It was made clear to all the contestants that, 
after the judging, the cakes would be donated 
to children’s homes, tuberculosis sanitariums, the 
U.S.O. and other public agencies, and that no 
cakes would be returned to the baker. This civic 
angle helped in arousing enthusiasm for the event. 

“We had an idea the response would be good,” 
says Gordy, “but we were happily surprised at the 
size of that response. More than 250 housewives 
from all over the county came in to register, We 
knew then that we had something good.” 

On the morning of the judging, these house 
wives began to pour into the store bringing big 
cakes, little cakes, short ones, fat ones, chocolate, 
cocoanut, pound, plain and almost every other 
conceivable kind of cake which could be made. 
In addition to Gordy’s sales staff, the distributor's 
home economist and several of his sales repre- 
sentatives were on hand to greet the cake makers. 
Free refreshments and small give-aways were 
handed out to the spectators. 





managed to consummate the trade if the trader 
had good credit and was able to pay for the rr 
ance he desired to buy. Buyers are offered 24 
months to pay the balance on appliances bought 
during the sale. 

The trade-in sale usually works well because 
of three factors: (1) residents of rural areas just 
naturally like to trade and they are always ready 
to do so; (2) they have the desire to get rid of 
wood and oil-burning equipment and are progres- 
sively accepting more modern fe ma and (3) 
they’ve usually got something of value which they 
can trade in—cither livestock or furniture pieces 
inherited from forebears, or something equally 
valuable. 

King and Carroll have no trouble in disposing 
of the stuff they trade. Used appliances are re- 
conditioned and resold, used furniture is sold to 
furniture dealers, livestock to farmers or packers 
-there is an outlet for everything traded in and 
good profits are sometimes made on the resale. 





3-D camera, purchased a roll of color film and 
photographed each of the models in his white 
goods line. 

“Cost of the deal was about $25 for film, slides, 
viewers with frames, and a carrying case,” he 
says. “Next year we hope to photograph the line 
at the distributor showing.” That way he can get 
his pictures earlier in the season. “And,” he adds, 
“you can bet that we will take some of our new 
truck and the service shop.” 

Behind this novel use of 3-D color slides in 
outside selling is the basic philosophy of the 
Ames store. “Outside selling is our whole oper- 
ation,” says Davis. “We're not downtown, you 
know. Most sales come from outside the store.” 

Davis, likes outside selling, finds it helps him 
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get away from selling on a price basis and pre- 
vents the prospect’s interest from wandering. 

With the slides, says Davis, “It is easy to get 
them to smile and to get them participating in 
the sale. Even while I'm working on their re- 
frigerator on a service call they can look at the 
slides while I give them a pitch.” 

With this concentration on one product at a 
time and with the advantages of a home atmos- 
phere, Davis has found people willing to listen. 

The Ames store, located just outside Waukegan, 
is a partnership in which Davis handles the appli 
ance and television end in both sales and service. 
With the help of his wife as “home economist”, 
he grossed $30,000 in the first six months of his 
business in 1953, ended 1954 with $60,000. End 
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G&G Made These Six Economy Moves 


The 
mon 


1-PAYROLL CHANGES. 


an hourly pay basis. Now he’s 


and has more responsibility and uses less 
Minor savings like this have helped cut overhead 


ona regular salary 





shipping fore 


used to be on 


extra help 


2-FARMED OUT SERVIC 


on the books when partner Sidney Goldstein (right) 
put TV repairs in the hands of a wholly owned sub 
sidiary and gave white goods service to an outside firm 


ree? 


eee Sere 





$20,000 


less in 


«costs showed up 


3-SMALLER AD 


today. Personal approach, says partners Bimonti and 
Goldstein, brings in more business, but costs less than 
ads of the type shown on the left 





Advertising shown the 
« right is the type being run 


on 


How G&G Appliance Cut 


Costs amounted to 29% of sales and volume 
had been cut in half when G & G Appliance Co., 
New Haven, Conn., began the six big steps that 


in 1954 gave them their first profit in five years 


series of moves that 
cut operating costs from 29 


A to 17 percent helped G & G 


Appliance Co., New Haven, 
an end-of-year profit in 1954 for the 


economy 


show 


first time im five years 

In 1953 owner Sidney Goldstein 
and John Bimonti decided to cut 
costs after wrestling with a_ typical 
problem: cut-price competition had 
slashed away about half of their mil 
lion-dollar volume. In 1954, working 


at a slightly lower margin, G & G 
increased 25 percent 
up toward the $750,000 mark 


We're still making 


every vale Say 


volume edging 


1 good margin 
Goldstein, “be 
oul 


on 
cause reduced number of 
lines But 
what really put us back on a profit 
basis was 
centage.” 


Service Farm-out Saves $15,000 


we ve 


and can buy in carload 


cutting down our cost per 


G & G was able to make its dra 
matic savings without hurting the 
quality of its customer service. One 


move which saved $15,000 a year was 
the “farmmg out” of white goods ser 
ice. Previously G & G needed five 
men and five trucks to handle its ap 
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pliance repairs When this depart 
was disbanded, the men who 


had worked in it were encouraged to 


ment 


start their own service business. ‘Three 
men with three trucks now operate 
this outside firm, and they handle 
other dealers’ service in addition to 


G & G work 

I'hey can do that for $15,000 les 
could the efh 
ciency they've developed working for 
“Tn 
out department, work wasn’t handled 


than we because of 


themselves explains Goldstein 


na smooth flow, either in the shop o1 
lost. Many parts 
the warranty pe 
| to the factory for 
bothered to 


outside. Parts wer 
A repla ed during 
riod weren't returne 
credit 


make 


because no on 
out a ticket 
\nother problem was our inability 
to get a fair price for our own repair 
had sold. We 


lost thousands of dollars each vear that 


york on apphance ; we 


way. Just to maintain good will.” 
Now G & G refers all service calls 
to this outside firm, and has it handk 
calls during the free-repair period on a 
flat rate per appliance basis. ‘To keep 
this rate down, G & G retains one 
man on own staff to handle 
nuisance” calls, bringing in the out- 


its 


firm only when it is nece 

Ihe fact that an outside firm would 
have less trouble getting its price for 
repairs was demonstrated earlier when 
G & G put its T'V service department 
on a separate basis. In this case, the 
department is a wholly owned sub- 
sidiary which handles G & G and 
other firms’ service. ‘The manager gets 
an end-of-year bonus depending on 
the firm’s profits. In this case, just the 
factor of several thousand dollars 
worth of service which is no longer 
‘given away” has converted a loss de 
partment into a profitable subsidiary 


sicle sSary. 


New Ad Approach Saves Money 


Another « move was in ad 
vertising. Although ads are now much 
smaller they bring a greater respons 
than before because of what Goldstein 
calls a 
proach 

Ads now carry face photos of Gold 
stein and Bimonti under the 

Sid and Johnny sav 


onomy 


‘personality plus price” ap 


headline 


he 


Copy 


offers gimmicks, such as free turkeys 
for Christmas, but its main appeal is 
price The words “discount-hous 
prices” brought good results, but 
Goldstein now prefers to say “Shop 


them all then shop G & G.” Ads 
no longer mention specific prices, al 
though illustrations and brand names 
ire given 


Fewer Lines, Lower Costs 


Cutting down on the number of 
brands also brought a major saving 
Fight lines of TV were cut to three 
Six laundry appliance lines were cut to 
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three. Out of four complete lines of 
major appliances, only one is now cat 
ried fully. 

In addition to the better price: 
G & G gets on quantity purchases, 
there are savings in shipping, waré 
housing, display space and inventory 
that must be carried. G & G now does 
the bulk of its purchasing in carload 
lots, with freight paid by the factory. 
lewer means expense 
capital tied up in inventory and less 
warehouse space. ‘The space saved by 
showing fewer lines on the floor has 
enabled G & G to take on a profitable 
furniture sideline. 


lines less on 


Clean-up Moves Trade-Ins 


One of the 
sulted from 
which re 


biggest savings has re 
program 
a large part of the al 

Until early 1954 
trade-ins to pile up 
sold a few of the best 


i trade-in resale 
Ove! 
lowance ¢ xpenses 
G & G allowed 


in a warehous« 


picce is is” at low prices, and dis 
posed of the rest as salvage. Now the 
firms sells about 50 of the 100 major 
ippliances and TV sets it takes in 
trade each month 

Ihe kev to the resale program's 
success, according to Goldstein, is the 


increased price the firm gets for a 
cleaned-up appliance shown in a clean 
A suitable section of an 
upper floor in the warehouse building 
idjoining the store is set aside for this 
display. Without advertising used ap 
pliances, G & G gets a steady walk-in 
trade asking to see used “bargains.” 
[hey buy refrigerators at $50 to $100, 
washers at $25 to $100, and TV sets 


display area 
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" 
- 
When G&G 


9-BETTER TRADE-IN SALES. 20° ro 


Three makes of washers are 
carried today by Bimonti 


Salesmen’s 
commission 


4-NEW COMMISSION PLAN. 6-FEWER LINES. 


percentage today is based on gross profit per sale, so 
salesmen make less if they cut price. But they like it, 
because freedom to deal has helped increase volume. 


cleaning up used appliances (cost: 
displaying them in a clean showroom, sales started 
up. Now the firm sells 50 or more pieces monthly. 


$2-3 each) and 


Their Gost Ratio to 1/7 


$150 
bulk of 


bec 1uS¢ r¢ 


invwhere from >>> to 


lhese prices recover the 


trade-in allowance costs 
conditioning expenses are held to a 
minimum. Goldstein looks over in 
coming trade-ins and decides which to 
put in shape. A thorough clean-up 
adds greatly to saleability, yet 
only $2 to $3 per appliance in part 
time help. While good automat 
washers and large-screen ‘T'V sets may 


costs 


occasionally warrant as much as $30 
in repairs, the average trade-in costs 
G & G less than $10 to put in shape. 


Commissions Scaled to Margins 


Another change that helped cut the 
percentage of costs was a new commis 
sion deal for the two salesmen. Pre 
viously the salesmen earned a straight 
five percent on white goods and three 
percent on T'V. Now they get thes« 


rates only when they sell at G & G's 
“starting price.” If they have 
cede part of the price to close a deal, 
their commission goes down in pro 
portion to the firm’s gross margin. 
“The men welcomed this set-up be 
cause they now have leeway in making 
deals,” says Goldstein. “Before, they 
felt they were hamstrung by a set-up 
in which we couldn’t allow them to 
scll any customers below our regular 


to con 


G&G's Economy Moves Helped Increase Sales 


NEW FREEDOM of salesmén to meet the cut-price competition along New 
Haven’s “appliance row’’ enables them to tell shoppers to put away pencils 


They start selling at list, but cut price 
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-and their commissions—if necessary 
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(left) and Goldstein as compared with six makes pre 
viously handled. Fewer lines have meant lower ship 
ping, warehousing and inventory costs 


price Now, if a man sells an appli 
lance at half our regular gross mark-up, 
he gets a 24 percent commission on 
the sale. Since the sale is at a lower 
price, he actually earns less than half 
of what a deal at the regular price 
would bring him.” 
Although  salesmen’s 
under the new arrangement comes to 
a smaller percentage of gross receipts, 
(Continued on page 162 


COTRIDISSIONS 


MORE FLOOR SPACE, resulting from cut in lines, has enabled store to put in 
furniture sideline, They carry no inventory because of deal with furniture 
store, but now can sell complete households of furniture and appliances 
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INDICATIVE of the importance attached to housewares at Pearson's Indianapolis, is sign on a display which ties in with NEMA promotions. 


In Indianapolis 


Kenneth Pearson often spends an hour with a 


a * 
housewares prospect, because housewares lead The F p C { [ | C 
to major appliance sales. That's why......... 


“NLECTRIC housewares are important at The importance of electric housewares is dem 
J Pearson's Indianapolis, because they attract onstrated by the treatment they get inside the 
more traffic and create a dozen prospects to store, not in their promotion. Responsible for 
every one created by major appliances. Yet the store this treatment is Kenneth Pearson, Jr., whose 
does not advertise electric housewares, but depends father began the business and who started the ap 

on its large windows (close to a bank and a super- pliance end of it in 1945 
B market) and posters tying in with the “Best buys Whereas most discount houses give the cus- 
y on Broadway” promoted by Betty Furness to tomer about 60 seconds of time, Kenneth Pear- 
bring in traffic. Therefore, most of the small son will spend as much as an hour visiting with 
TOM F. BLACKBURN appliance volume comes from walk-in traffic. prospects, getting acquainted and learning their 
Despite this seeming paradox—housewares ad- stories. He talks from the housewife’s point of 
mittedly important, but not advertised —the view, as his hobby is cooking and he is constantly 
store, which began operations as an electrical taking home traffic appliances and trying them 

contracting firm in 1926 and still gets 60 percent for his own satisfaction 

of its revenue from contracting, does a $125,000 As might be expected with a neighborhood 
annual volume in appliances. store, there is a great deal of repair work brought 
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Slow Pressure Selling Fits Pearson Operation 





When good customers come into the store for ? He invites the customer back to the service bench 
repairs, Kenneth Pearson (left) offers them a loan to see what is the matter, finds that if repair costs 
appliance to use during the repair period. will be $5 or more they will often buy a new unit 





3 The new purchase is always tested out before the 


customer leaves. Here the customer puts finger 


on iron soleplate to see how quickly it heats up. 





4 Plenty of time is spent with the customer. Pear- bs) Demonstrations are not overlooked, even with 


son is leisurely, often takes an hour visiting—but 
it’s no accident that coffee is served near a washer. 


Here Pearson shows customer the 
power of a hand mixer by running it in bowl of sand. 


housewares 


Housewares 


in When 
repair he immediately hands her a loaner to us¢ 
while her iron is being repaired, if she is a good 


1 woman brings in an ailing iron for In paying for it, he takes for down payment 


whatever the woman can fish out of her purse 
and spreads the balance over two or three addi 


customer. He then escorts her to the bench in tional weeks, on an open account basis. ‘Th 
the repair shop, takes the iron apart, gives her a idea is not to go through the making out of 
look at the “innards” and lets her know what discount paper, particularly since the firm sends 


it is going to cost to do the repair job, usually 


most of its paper to the local bank, and does not 
wish small deals like this to go through compli 
cated financing arrangements 


_ 


to $8. Rather than spend so much money on 
in old item, she often will acce pt a $1 trade-in on 


the iron and buy a new on However, if he doesn’t know the prospective 


customer, he will fill out a short form of contract 
which largely consists in asking the customer 
where her husband is employed, how long they 
have been there. This information is what the 
firm bases its extension of credit on. If a cus~ 
tomer starts complaining at the idea of answering 


Sales Routines Differ 


Here again, his operation is different. When an 
appliance is sold, he takes the new one out of 
the package and tests it before the customer’s 
eyes, making sure that it works properly. 
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6 Any amount the customer happens to have with 


her is good for a down payment. Balance may be 


paid during next two or three weeks 


Are Important 


the questions, Mr, Pearson immediately figur 
that something is wrong and is usually willing 
to drop the whole deal 

On major appliances this firm usually gets 10 
percent down, and puts through the paper on 
the bank rate which is paid off in one year, or 
18 months. Under no condition will the firm sel! 
on a no-down-payment basis, although it will sell 
on a 90-day open account basis to a good cus 
tome! 

Ken Pearson thinks it is a weakness of dealer 
today in that they do not spend more time with 
customers. He feels that the half hour or hour 
he spends in getting acquainted pays off in future 
business, that the sale of one appliance leads to 
another. End 
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Because they offer a happy solution... . 





Ea 


to a sad and messy household chore.. . 





Gustafson’s Sell a Disposer a Day 


Hi man in the picture at left 
above is grinding up marbles in 
a garbage disposer and impress 
ing the lady prospect with the marble 
dust that pours into the glass jar. In 
the right hand picture the same man, 
Arch DeLancey, sales manager for the 
T. D. Gustafson Co., is measuring her 
sink for a disposer while she, for one 
of the last times in her life, wraps up 
a mess of unsavory garbage 
The grinding up of marbles is a 
pretty dramatic exhibition of a dis 
oser's prowess in taking care of things 
ike bones, cherry pits and corn cobs 
DeLancey’s company ground them up 
by the bucketful during the 1954 
Minneapolis Home Builders Show be 
to do it 
for crowds as for individual prospects 
lhis word “dramatic” is one of two 
kev words in the Gustafson method 
of promoting merchandise. The other 
According to 
sales manager DeLancey, a potential 
customer can only be convinced by a 
dramatic and one that 
affects and applies to him personally. 
Hence the dramatic gobbling up of 
marbles in the two sink disposer 
models at the Home Show and also at 
the completely set up and operating 
kitchen in the company’s showroom at 
3206 Bloomington Ave., Minneapolis 
As for personalizing a promotion 
Like most dealers, Gustafson’s likes to 
sell a package—at least a new sink with 
the disposer, possibly a dishwasher, a 
few more metal cupboards, tiling, or 
perhaps a complete Fit hen re-do. For 
that reason, when a customer comes 
in and looks wistfully at the shiny new 


cause it was just as dramatic 


word is “personally.” 


presentation 


PAGE 106 


appliances set up in the showroom or 
takes a look at items in a catalogue 
shown by a repairman at work in the 
customer's home, Gustafson’s starts in 
on a personalized approach to the 
sales problem 

On a work sheet, with dimensions 
properly indicated, the new appliances 
or installations are sketched in, the 
customer's name and address typed up 
in the right hand corner, and any 
changes or new arrangements noted. 
Pictures of the new appliances are 
clipped and inserted, together with 
price data. ‘The whole is assembled in 
an attractive folder, with the 
tomers name showing through a 
square window on the front 


cus 


“Ask Your Neighbor” 


You can’t get much more personal 
than a neighbor-to-neighbor chat, so 


Gustafson’s prints up two-page bro 


chures, asking for kitchen remodeling 
business. On the front of the folder, 
in large red letters, are the words, 
“Ask Your Neighbor.” Below that, 


Our Customers Know Our Repu- 
tation—Here are a Few of Our Recent 
Installations—Check Them!” Follows 
a list of 32 names and addresses, 
selected with a view toward represent 
ing all parts of the trade area 

Part of any successful dealer 
customer relationship, the Gustafsons 
feel, is the assurance that no third 
parties will be entering into the 
arrangement, with, possibly, variant 
standards of quality or workman- 
ship or extra charges for difficult in- 
stallations or subsequent servicing. 
Gustafson’s promise “No delays, one 


contractor, one complete 


responsi 
bility, one price, no extras.”’ 


Installed Price 


They're insistent about this matter 
of no mounting costs once the cus- 
tomer has decided upon an appliance 
purchase. In the matter of garbage 
disposers, for instance, where, admit- 
tedly, there are frequent installation 
problems, they have settled the prob 
lem this way: “Every so often we 
check back over the last 25 installa 
tions and average out what they cost 
us,”’ says Mr. DeLancey. “Then, when 
we sell a disposer, we quote a price 
an absolute price—installed. Our aver 
age has been running about $35 to 
$40. So, when a customer buys a dis 
poser we can tell him immediately 
what the entire will be. This 
pleases him because most people like 
to know ahead of time what the whol 
cost of any purchase will be and it is, 
actually, a time-saver for us because 
we don’t have to go out to the home, 
make an estimate, perhaps find later 
difficulties, be forced to charge a 
higher price, etc.” 

Purchasing a disposer is made easier 
by the company’s choice of 30-, 60-, 
or 90-day billing—any one of the three 
being regarded as cash and, therefore, 
no service or carrying charges levied. 
Or, if the customer desires a longer 
time to pay, Gustafson’s handles the 
paper work at the bank so that the 
customer need not bother with any of 
the arrangements. 

Another personal—and dramatic 
facet of the Gustafson program is im- 
mediate installation. “We all realize,” 


cost 
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Mr. DeLancey comments, that even 
though a customer may have been 
thinking about buying a disposer for 
months, even a year or two, when he 
finally makes up his mind that he 
wants one, he wants it now, immedi- 
ately and any delay in having it in 
stalled is painfully irritating to him. 
Therefore, when we sell a disposer in 
the morning, we promise the customer 
that it will be in his home, ready for use 
by the evening meal, that he has, in 
fact, already made his last trip to the 
garbage can with a dripping, messy 
fly-attracting bundle of garbage.” 


Promptness Important 


This prompt installation 
ment is a with 
and, if necessary, they pull men off 
other jobs in order to make applianc 
installations This is tim<¢ 
wasting as it sounds 
of two-way 
trucks, th 
the new 


datTange 


“must” Gustafson’s 


not as 
since by means 
radios in the company 
erviceman who is nearest 
customer's home may be di 
patched without too much delay o1 
troubl 

Gustafson’s sells a disposer every 
other day, on the average, figures that 
they “haven't even scratched the sur 
face of this market yet’’ and are in 
the process of planning new and more 
extended promotions. Yet, two years 
ago, the company’s field was 90 per- 
cent in new home construction. At 
that time, the brothers—Roy Gustaf- 
son, president, and Walt, secretary 
treasurer—saw the trend toward diversi- 
fied operation, decided to go out after 
new kinds of business. 

(Continued on page 166) 
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Pls. .mort...MORE..., MORE! 


ADS EVERY MONTH ® 15,000 outdoor posters! 


in those great Sunday Picture Sections ® 98,168 radio-TV spots! 


PARADE - THIS WEEK | | © Feature stories in big magazines 


.-40 promotion ideas 


LOCAL MARKET 


and other Sunday Supplements coast-to-coast! .new use-the-user plan 


Listed by Underwriters’ Laboratories ++ New displays! 
Also sold through leading Canadian Distributors | 


LEWYT CORPORATION, Dept. M-4, 86 Broadway, Brooklyn 11, N. Y. 
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1 When people visit Kingsway Kitchens 





in Paramus, N. J., they are told to... 


KITCHEN SALES 
ON THE SPOT 


Salvatore Massimino sells 10 kitchens a month, with- 


out ever going near the prospects’ homes. Instead, he 


estimates the job from the customer's own sketch, 


takes working measurements when the deal is closed 


SNOMPLETE kitchens can be sold 
¢ faster and easier in the show 
room than in prospects’ homes 

On that theory Salvatore J. Mas 
simino has built a successful kitchen 


business almost overnight in Paramus, 


N. J. Since April, 1954, when he 
started Kingsway Custom Kitchens 
Inc., Massimino has averaged ten 


complete kitchen sales per month, 
even through the summer doldrum: 
Each job includes $1,000 to $3,000 
worth of cabinets and appliances 
Massimino’s method is simple. Hi 
glass-fronted showroom on a main 
highway attracts scores of prospects 
each week. After these prospects have 
toured the displays, he suggests they 
bring in a ot sketch of the kitchen 
next time they pass by. When a 
sketch is brought in, he plans a layout 
and submits a price estimate on the 
spot. Some customers okay the job 
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immediately, others do so later. But 
Massimino wastes no time on a meas 
uring visit or layout until the deal is 
close d 
saved by this method en 
ables Massimino to handle many more 
prospects and make more sales. He 
estimates conservatively that he will 
sell 200 kitchens in 1955. If 
go much above that, he'll hire a drafts- 
man to free more of his own time for 
selling 

Handling prospects in the show- 
room instead of in home appointments 
has several other advantages, accord 
ing to Massimino 

First, he can sel] more effectively 
because he can show actual cabinets 
and appliances instead of diagrams. 

Second, he finds that many people 
prefer the no-obligation atmosphere of 
the showroom. In the home, pros- 

(Continued on page 170) 


The time 


sales 


2 Come back with a rough sketch of their present kitchen arrangement 
















4 And, after she has made her choices, he prepares a final estimate 
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~All NEW FaAScCo 


RINGING with the 


MAKE EVERY HOT PROSPECT A SATICFIED CUSTOMER! 


a & 
of 
‘ 








* More Models in 
Every Price Range 





the New 2064 
Wheela, Breege 


A big, versatile, 20” fan for home or office, 
Adjustable floor stand. Ideal for window use 


hein ayer Pre * Exciting Eye Appeal 
+ Big Profit Margin 


and front. Also in 17” size. 
FASCO brings you a complete NEW fan line to cover 
all your prospects, Portable window fans in 20”, 17” and 


















12” size. Floor fans, oscillators, pedestal fans—in styles 
and prices to please everyone. Order now . . . for a big- 
profit FASCO fan season. 


WINDOW 


u0) SUPER pecuxe oxtably 


ELECTRICALLY 
REVERSIBLE 


PUSH-BUTTON 
OPERATION 


3 SPEEDS 


SAFETY GUARDED 
BACK AND FRONT 






Accessory 20” Portable mounted in Model 1246 double mounted Complete line of oscillators Model 56 
swivel floor stands accessory window panel. on accessory window bors in 16”, 12”, 10” size. 12” floor fon. 


Model 169 
16” Pedestal 











for all portables. for casement windows. Ai... Oscillator, 
Lae 
White Today FASCO INDUSTRIES, INC, © 
for literature on the NEW, complete FASCO Fan Line 1245 Augusta St., Rochester 2, N, Y. 
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Dynamic sales program behind the brilliant 
paced by heaviest national 






















Imagine! More refrigerator and freezer space than ever bef 





The magnificent new 


onlin -_ ‘el V = DEEPFREEZE DUP 


IT’S A FULL-SI’ 
REFRIGERATO! 





Holds all the food you can store in the re 
compa ofa dard 12-cubic-foot r 





You can't carry all the food that 


tuck mnto the 
section of this new Deepfreeze Duplex Yet, the | 
and roll-out shelves bring it out where you « 
Never any defrosting' ad just-night moist ) 
perfect food-keeping temperatures, with no d 


It has everything 


TRADEIN ALLOWANCE 
for your present refrigerator 












. 4 yey have 0 danderd religerator 
"") even onew freeser-comportment medal 








SEs 





PLUS A GIAN 
147-POUND FREE 


| were yme 8100 00 bow your otd retigera- 





watrod atery Mer 4 qed oaby 
{elit Aged 90, 1909, 


moe act now! 
















Holds 2 to 6 times as much frozen food as 
retrigerator ‘and it's a genuine Deeptree: 








Go ahead! Load up on all the frozen foods you w 








quantity when things are cheap —eat ‘em any ol 


vif 


6 or 8 pies ahead, if you like Freeze a por 
bushel of sweet corn. The Duplex freezer sectior 
at zero, or quick-freeze it at ten below. Better 1 
out-of-date refrigerator today with a Deepf 
See your Deepfreeze Dealer now! 


HOME APPLIANCE: 


The Deepfreeze Duplex 





has everything! 





te Gotenting ( retriger mya 
lee trve ‘ 















Ng. operates silent 








Bet-eut shelves and 






Oovtte deep | opm ion! 
hugh Durmedity crimeper 








Cheese keepers bet 





Seperate ce cole end 
gallon package capacity 











the treewer aot 








Side-out freerer shell ond basket, pute all 


frozen foods convenmntiy within react 









Double doop (rower liepenmadon A 


dey” Heme are at your fingertips 











tadividvel (em perature tvole tar bord 
refrigerator and (reeser 














Pwe-yeer protection plan again me hanieal 
fotwete 











MODEL A-2D, 11.5 cu. ft. MODEL CU-197, 18.60 cu. ft. MODEL C-147, 13.59 cu. ft. MODEL A-127, 11.5 cu. ft. 
The dazzling Deepfreeze Duplex —a The Deepfreeze Upright Freezer — The Deepfreeze Home Freezer. The Deepfreeze Refrigerator with 
freezer-refiigerator in one compact so new, and so loaded with fea- Four stunning models styled in push-button defrosting, huge freezer 
cabinet. Three spanking -new models. tures! Four glamorous models. copper, coral and cream. compartment. Four sleek models. 
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new Deepfreeze line 
advertising in Deepfreeze history 


It kicked off in January, and it’s still going strong 


in these great magazines and supplements 
with a combined circulation of 38,713,689... 





+ 


LOC a q S Re 





geration 


igerator 


















ar ener ni [4 eked no Town Journa] 


rm epi | May ‘mM , ey ‘Be It l Homes 





Climb aboard, Mr. Dealer, Deepfreeze is But that’s just the beginning. There are bigger 
taking off! and better things to come! Powerful national 
We’ve a whole new management, sales and advertising will continue . .. and expand. 
merchandising team! We've a startling new And there are more profit-packed promotions 
line of Deepfreeze products—led by the mag- in your future! 
nificent Deepfreeze Duplex! And we’re backing It’s all part of the new look at Deepfreeze, 
it with the greatest national advertising pro- and it means just one thing: money in the 
gram in the history of Deepfreeze! pocket of the man who handles the line. So 
Just look what’s been done already: smash- come on along. Give the Deepfreeze line your 
ing full-color pages in America’s best read best sales effort, and we'll give you backing 
magazines and supplements—PLUS a bold like you’ve never seen before! 
Deepfreeze Introductory Offer Promotion that If you’re not a Deepfreeze Dealer, we still 
allows you to give a full $100.00 trade-in have room. But telephone, wire, or send in 
toward the purchase of a new Duplex. the coupon today. 


TR Re Oe rr a ee 


\ General Sales Manager 
Deepfreeze Home Appliances 


\ North Chicago, Illinois 
\ Dear Sir: 
\ I'm interested. Please send me full details, or have someone call 


HOME APPLIANCES on me as soon as possible. 


1955 Deepfreeze Home Appliances, North Chicago, Illinois. Makers of genuine Deepfreeze Firm Name 
Home Freezers, Refrigerators, and Room Air Conditioners. Specifications subject to change 
without notice. Deepfreeze Home Appliances also sold in Canada by authorized dealers. 








\ Street Address 
\ City, Zone, and State 


\ Nome and Title 
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BUDGET HOUSEKEEPING GROUPS 


One New and Two Reconditioned 
Appliances As Low As '3.00 Per W 


FULL-PAGE ADS LIKE THIS ONE SHOWING NEWLYWED SPECIALS .. . 








Marion, Ind, 





| we call ** 


BROYLES BRIDAL SERVICE 


Roth LaVelah Meade, 
1508 Spencer Ave, 


Dear Miss Meade: 


We here at Broyles Electric, 
Wishes to you and Albert on your approaching marriage. 
Within a few days a wedding gift will be delivered for you 
both, by one of us, with our sincere compliments. 


We would like to help you avoid duplications on your 
Electrical Gifts, We have established a Bridal Plan that 
Broyles Bargains for Brides’ 


prove « great convenience and savings to you, 


} Looking forward to our visit with you, 


wish to extend our Best 


*, that we know will 


I am 


Cordially yours, 
Broyles Electric 


y ~ John K. Mooney, 
Manager 











LETTERS TO PROSPECTIVE BRIDES... 


Bundles for Brides 


Broyles Electric of Marion, Ind., finds a new way to lick the trade-in problem by tapping 


the newlywed market with budget-priced combinations of both used and new appliances 


EVOLVING in the heads of a 
considerable number of females 
in any given community is the 

idea of getting themselves married. 
hey acquire quite a bundle of boodle 
in this process by means of showers 
and wedding invitations. 

One thing they do not like is the 
idea of duplicate gifts. 

Acmed with this information, John 
K. Mooney, sales manager of the 
Broyles Electric Co., Marion, Ind., 
‘por. 35,000) came up last year with 
the plan of keeping a giver’s list for 
future brides. Donors could come in, 
consult the lists and avoid buying 
duplicates. This close intimacy with 
the problems of newlyweds taught 
Mr. Mooney that while this situation 
might be a problem, the real worry of 
young folks after they took the holy 
vows of matrimony lay in acquiring 
enough equipment to start housekeep 
ing. They simply lacked the money 
For while friends may give them 
trafhe appliances, very few pony up 
with major items, which you need to 
open up a bide-a-wee cottage 

The accumulating trade-ins in the 
back of the Broyles store gave Mr 
Mooney an idea, 


a couple of good used trade-ins with 
one new one, 


sell the bundle to newh 





112 


PAGE 





Why not wrap up 


weds at a price per week of $3 to 
$4.50, which they can afford? Thus 
they will shove off on their housekeep 
ing ready to operate 


Letter to a Bride 


Scrutinizing the wedding licenses 
and the social columns of the local 
papers tips the “Broyles bridal serv- 
ice,” as it is called, to all the forth- 
coming nuptials, A letter is written to 
prospective fiancee, offering a 
free gift and opening the way to a 
house call (see picture) 

Out to the home whizzes a sales- 
man like Ralph Biddle, first checking 
up to see that the about-to-be blush 
ing bride is there. In his mitt he 
carries a $2 set of scissors, a bundle 
of tea towels, or a Betty Furness cook 
book, something that has a value that 
will be prized. Even if nothing is sold, 
the Brovle thinking is that the pre 
mium represents a worthwhile invest 
ment as an introduction 


Good Will Visit 


cach 


lhe girl is there, her parents are 
there, and it is a time when everybody 
is beaming receptively. Everybody 1s 
starry eyed 

An explanation of how the Broyles 
bridal service permits friends to buy 





gifts and avoid duplicates by checking 
with the store list listens good. Every 
woman ever married has heard of the 
horrors of getting seven matching 
cake trays as wedding gifts. So it’s 
a hundred-to-one shot that the mating 
twosome will come rolling in, just to 
case the place and get an idea of what 
Broyles have in the way of traffic ap 
pliances. From then on, it’s a breeze 
to show the couple the major appli- 
ance ideas, done up in pink bows and 
labeled ‘“‘Newlyweds special” and give 
them the story on how they can buy 
one new and two reconditioned apphi- 
ances for as little as $3 per week, an 
assortment which will give them a kick- 
off in housekeeping. 

Please note that there is no men- 
tion of secondhand appliances, and 
that the pink-bowed items, new and 
reconditioned, look very good to the 
eye. 

Started last June, Broyles Electric 
Co. sold 15 packages in one month. 
The average package was priced at 
$300 to $400, some running up to 
$600. Second hand items in the pack- 
age are guaranteed, a $100 refrigerator 
being backed for one year, and a $50 
used washer for six months. The pay- 
off is from 24 to 30 months. Com- 


binations running as high as $890 
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have been sold with weekly payments 
up to $9. In addition, plenty of older 
persons not in the bride class have 
read the ads and bought this merchan 
dise offer. 

While the deal is not a universal 
solvent for used merchandise, the firm 
has sold as high as 51 trade-ins a 
month in the promotion originated 
by Mr. Mooney. It averages about 
five sales a month. 


Trade-ins a Big Business 


The Broyles Electric Co. in 1953 
sold 1,320 new pieces and 660 used. 
Not every item has the equal amount 
of trades moved with it. For example, 
the store moved 191 new dryers, and 
only sold 12 used ones. On television, 
one trade-in occurred to every three 
sales. In 1953, which is quoted be- 
cause it was a complete year, the store 
moved 292 new refrigerators and 206 
used ones, and junked 60. There was 
a trade-in with virtually every refrig- 
erator and this was true with ranges 
where 88 new ones and 86 used ones 
were sold. On washers, 163 new auto- 
matics and 73 conventionals were 
sold. Nineteen used automatics were 
moved along with 142 used wringer- 
type machines. Between 50 and 60 
trade-in washers were junked. 








AND GIFTS OF SCISSORS OR COOK BOOKS... 


Ihe store figures it lost $5 a unit on 
used stuff, on the average, for 1953, 
the last complete year available as this 
was written. The store did a volume 
of approximately $400,000 in 1953 
ind lost $5,500 on trade-ins 


Financial Success 


It has been said the successful op 
erator is either a great manufacturer, 
merchandiser, salesman or financier, 
and F. O. Broyles comes under the 
financier classification. He started his 
business 35 years ago, having got his 
start in the business selling Delco 
electric power plants, and later Mr. 
Broyles gravitated into contracting 
Chen evolved the retail business. He 
local banker and active in the 
building and loan business. It can be 
seen that the large part of the Broyles 
operation is in the time payment 
business 

In passing on credit, Mr. Broyles 
considers the most important thing is 
the prospect’s job; second, how long 
has he been on the job. Third, if the 
man owns his own home, he is in. 
Red warning signs that stop the firm 
on credit applications are such things 
as address. If the applicant lives in 
certain parts of town or certain apart 
ment buildings, the store will not 
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AND FOLLOW-UP HOME CALLS GET NEW PROSPECTS TO KEEP REACTION GOING. 


even deliver an item, much less sell it 
on time. A second warning is when the 
man changes his job too often, third 
is a record of court action against him 
At the present moment less than one 
percent of credit applications are 
turned down. The finance charge runs 
around 8.5 percent. The Broyles 
Electric Company handles its own 
paper, 


Service Costs 7 Percent 


Cost of operation of the service de 


1955 


BRING YOUNG WOMEN TO BROYLES TO 





partment is the greatest problem to 
the Broyles Electric Co. It takes 
around seven percent of its gross to 
handle service, and of this 1.5 percent 
is accounted for by delivery and un- 
crating. Two men spend all of their 
time repairing small appliances, and 
in this regard Broyles gets practically 
all the trafic appliance repairs in 
Marion. 

Broyles Electric uses outside sales 
men, who get $30 a week for cakes 
and coffee, and five percent on every 





BUY BRIDES’ APPLIANCE PACKAGES... 





= 


and 
month 
Over that, on white goods, they get 


thing they sell on white good 
television, up to $3,500 a 


onl, three percent, When a man 
passes $5,000 sales he gets a $50 cash 
bonus 

Ihe firm employs a girl to follow 
up on deliveries in the home, so the 
housewife knows how the item work: 
Experience shows that the appliance 
will stick better if it is demonstrated 
in the home after the delivery has 
been mad Ind 
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Wuen YOU SERVICE TV SETS 
using series-string-heater tubes, 
don't take chances on call backs. 
Here are four big reasons why 
only Sylvania “600 ma’”’ tubes 
give you the uniform, dependable 
performance that insures cus- 
tomer satisfaction. 


1. Less heater voltage variations 
even distribution of tube voltages 
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= In a 15-tube series 


string, analysis proved 
that 99.7 % of all 
probable combinations 
of Sylvania types 
operated within 2% of 
the heater-current 
design center. 
Sylvania’s tight heater- 
current limit is one of 
the most important 
contributions to tube 
performance for series 
string operation. 
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throughout the series string insures 
better tube life. 


2. Less heater burn-outs — heater 
burn-outs are reduced because the 
controlled heater warm-up of 11 
seconds is uniform from tube to tube 
throughout the circuit. 


3. Less time for normal set oper- 
ation — controlled heater warm-up 
brings set to normal operation in less 
than half the time. 


All Sylvania TV PICTURE TUBES now have heaters 
specially controlled for series string operation! 
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4. More uniformity — because 
Sylvania makes everything but the 
bulb, quality is controlled from raw 
materials straight through to finished 


product. 


Write for this handy reference guide to 
Sylvania tubes for series string televi- 
sion. It’s both a brochure 
and wall chart! Write 
Department 119N 
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Sylvania Electric Products Inc. 
1740 Broadway, New York 19, N. Y. 
In Canada: Sylvania Electric (Canada) Ltd. 
University ‘Tower Bidg., St. Catherine St. 
Montreal, P. Q. 
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DAILY STOCK CHECK determines which products need... . 





EXTRA COMMISSION which is noted on the price tag by buyer Myron Frisch who has found 





Step-Up Commissions Cut Down Inventory 


Varying the commission with the type and age of the merchandise has worked well 


for the Bing Co. in Cleveland where salesmen know from the tag just how much 


each appliance will pay them 


“NAN salesmen be paid different 


commissions on different appli 


ances? Will they like it? 
Lhe Bing Furniture Company, 514 
Prospect Avenue, Cleveland, Ohio, 


knows they can, and its salesmen like 
it 

Starting the X-Y-Z commission plan 
ifter the war, The Bing Company in 
tituted a good system for directing 
ales where desired and feels that with 
this system, its men really have to sell 


Three Scale Commissions 


“We have a three-scale commission 
ctup,” says Myron Frisch, buyer 
This is truc throughout the stor 
Che lowest commission rate is paid 


for selling merchandise that the store 
obliged to carry, but is 


hat 


is more or less 
not particularly anxious to move 
we call the X commission 
lhe Y commission is paid for mer 
that the store carries in its 
And the highest rate, 7 
paid for moving met 
that the or individual 
department, is anxious to push.” 
Frequently Frisch will give a bonus 
in the form of a $2 or $3 “spiff” to 
the salesman selling an item that they 
want fast. “Although the 
umount is small, this always results in 
1 fast sale of the item, because I pay 
the man with silver dollars, and the 
tingle of the silver dollars is music in 
the salesman’s ears,”” Frisch adds. 
On each appliance that comes into 


chandise 
regular line 
commission, is 


chandise store, 


moved 
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the store, the price is listed But 
foremost, the commission code is put 
there. ‘The code may change if the 
unit does not move, or has been out 
moded with a new line Most. of 
the time, few changes are made. 
Never are seasonal changes made 
“We seldom have seasonal 
appliances,” says Frisch. 
we sell 


sales of 
“In winter 
refrigera 

Son 
times we merchandise in one of 
our stores in other towns (Mansfield, 
Shelby, Warren, Ashtabula, Sandusky, 
Coshocton) that won't sell 
of a particular reason. Instead of bring 
ing it to another store at the expens« 
of shipping, we'll change the commis 
from say Y to Z, and the 
bovs will start plugging it.”’ 


almost as many 
do in the summer 


have 


tors as we 


becaus¢ 


on code 


One Percent More 


The commission changes one pet 
cent with each classification he 
Bing Company feels that it doesn’t 
have to have a cut price deal to get 
merchandise moving. ‘The 
ion rates are a better method of di 
recting sales and helping the salesmen 
to make mor 
that his 
more 


Comin 


money. Frisch believes 
much or 
anywhere 
lhe general rate of pay is the Y com 
mission. ‘That is the merchandise that 
is usually featured in the store ads. 
Sometimes the 7 merchandise will be 
advertised. ‘That may 
the new lines come out and 


salesmen 
money. as 


carn as 
salesmen 


be used when 
Frisch 
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wants to clear the old models, 

Z merchandise is what might b« 
classified as higher or longer profit, 
not moving fast enough on the floor 
(they don’t want stock too long, and 
try to keep it from getting scratched), 
or top of the line models, 

“T never saw a salesman that didn’t 
want the extra commission percent 
age,” Irisch. ‘That's why this 
system keeps us moving appliances, 
helps us to make money. But that is 
not all. We often pick an item that 
we want to move well. We explain if 
to the salesmen, then they telephone 
former customers and tell them about 
the product. ‘This gives them an 
extra cash commission. This is not 
just when business might be 
We used it on clock radios onc 
time for about two months and sold 
several hundred 


Says 


don 
slow 


Have It Explained 


“Salesmen must be experts on all 
the products in the store,” Frisch adds 
“Whenever we get a new model we 
want the men to know all about it 
On every line, we insist that a sales 
representative of the factory come in 
and give our boys the story—on the 
product, how it is manufactured, and 
point out the features—otherwise w« 
couldn't expect the men to do a 
good job of selling. We may have 
the same representative come in three 
or four times in the year. We want 
to keep the sales team sharp.” 


the six 


l'risch travels around to 
branch stores about once a month, He 
checks the inventory cards cach day 
in Cleveland, but the branch manager 
keeps close check on his merchandise 
id they change the code as_ the 


situation warrants it 


Sell Everywhere 
When a 


door, a doorman 
basement if she 
After the 
or if the 
ture, he 
floors 

man do the 


customer comes in. the 
directs her to the 
wants appliances 
salesman has made a sale 
customer wants to see furni 
takes her up to the other 
I’risch has the furniture sales 
same. “I don’t want the 
customer to fecl that she is being 
fluffed off,”’ Frisch states. “If a sales 
man has gained her confidence, and 
understands her financial situation, he 
can do the better job of whatever she 
wants. Even on the don't 
like a salesman to turn over the pros 
pect to another salesman 
Commission Classification is 
cral throughout the Thus, in 
whatever department a Bing Com 
pany salesman ordinarily does his sell 
ing, he can quickly see whatever X 
Y or Z commission he'll get on ap 
pliances or furniture if he makes a 
sale there. “It is in their minds, too,” 
I’'risch concludes, “because a 


floor, we 


gen 


stor 


s00T1 a 


we get some thing in, they ask what 
it is going to be. We know when we 
buy what we'll mark it a % 
or ca End 
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Are quick sales blindin 


Have YOU spent so much time listening to your cash 
register ring that you haven’t had time to take a tally? 
Has the big turnover in your “hot’’ appliance lines 
blinded you to the fact that volume sales don’t always 
mean volume profits? 


In recent months, more and more appliance dealers 
have watched prices go down and selling expenses go 
up, and have seen the light. They have decided to stop 
putting their major effort behind the high-volume, low- 
profit lines and settle down to old-fashioned selling .. . 
with old-fashioned $$$ profits. 


Many of these farsighted dealers are turning to one 
of America’s best known and best liked appliances, the 
Ironrite Automatic Lroner. And they are finding that 
Ironrite brings in the long dollar. 


Realistically, they are not trying to sell Ironrites 
like—let’s say TV sets. They know that it is not a 
product which sells itself on sight to most people. But 
these deaiers are finding that the little extra effort 
involved in selling Lronrite pays off . . . BIG. 


Look at these sales advantages .. . 
a. A SUPERB PRODUCT. Most Ironrite sales 





you to genuine profits? 





come from satisfied owners telling other people 
about Ironrite. How can you beat this for build- 
ing volume? Every customer works for you. 


b. NO INSTALLATION COSTS. No trade-ins. 
Virtually no service costs. No co-op finagling. 
No trick deals with your competitors. All 
such expense is eliminated completely! 


c. A REAL PROFIT. One of the highest mark- 
ups of any big-ticket appliances—and a short 
line, with no huge investment, no tremendous 
inventory ! 


In the four counties around Detroit, Michigan, the 
dealers sold 11,000 Ironrites in one year. And every one 
at a l-o-n-g profit. If you aren’t building this kind of 
Ironrite business in your area, you just aren’t using 
your profit opportunities very well. 


Why not let us help you get some real profit from 
your appliance operation? It doesn’t cost you a cent 
to open your eyes and your mind to the potentials in 
a brisk Ironrite business. 


Just write: R. M. Gottlieb, Vice President in Charge 
of Sales, IRONRITE INC., Mt. Clemens, Michigan. 


ro n rl | cS ... The appliance man’s appliance 
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LOOK AT WHAT T-K' IS DOING | 


TO SIMPLIFY THE RANGE SERVICING BUSINESS! 















NO MORE fussing or confusion with NO MORE need of stocking separate NO MORE time-consuming assembly FEWER non-profitable call-backs 
“types” of range-top openings. heating coils and rings. of surface units on the job. due to not having the unit you need. 


Two Styles and Two Sizes of Monotubes’ 
Fit All Range-Top Openings i 


COVER 


EG) 887, 


OF ALL RANGES 

















COVER THE 
REMAINDER 


(those with extra- 
large openings) 





SELECTING 
the right unit 
is EASIER, too, 





with new 
TK “Selector” 


New Simplified Line Saves You Time and Money 


First, measure the range-top 


Second, check the voltage 
of the range. 


Read the unit you need right 
from the TK “Selector”. 


And here it is, ready for 


' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
; 
opening with TK “Selector”. ; 


quick installation, 


Two styles, and two sizes of each, fit ALL range-top open- source of extra sales and profits, ‘electric range modern- 
ings. But, even more important, one style in two sizes (6” ization’”’ can help your business—and MONOTUBES make 
and 8”) fits 88% of ALL RANGES—and they’re available it twice as easy as ever before, 


in the voltages you need for fast service and bigger profits. 

By simply stocking four MONOTUBES (the regular 6” 
and 8” in both high and low voltage), you can service 7 out 
of 8 ranges in your area without delay or costly call-backs. 


MONOTUBES are easy to sell because they have features 
women want, Features like even, allover heat at every 
switch position... ‘“swing-away” hinge for safe, easy 


oe yes Ney cleaning ...deep, removable drip pans...and new range 
And you can get the special ‘‘king-size’’ units you need ; 
: performance through years of service. Yes, you're 


from your MONOTUBE® jobber, both quickly and easily. “way out in front” with MONOTUBES—in selling 
SIMPLIFIES “MODERNIZATION” OF OLD RANGES stocking and handling, and in net profits from your electric 


Whether used as a “‘door opener”’ for new range sales, or as a range business. 








CONTACT YOUR MONOTUBE JOBBER, OR WRITE FOR HIS NAME AND ADDRESS! 


Monotube ciectric RANGE UNITS 


TUTTLE & KIFT, INC., A Subsidiary of FERRO Corporation 
1835 N. Monitor Avenue. . Chicago 39, Illinois 
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Lighter, smaller, more attractive G-E motors designed 
to power the popular-priced WINDOW FANS, EVAP- 
ORATIVE COOLERS, AND ATTIC FANS you sell. 





1/6 hp, split-phase 1/4 hp, split-phase 1/3 hp, split-phase 


Summer Cooling Fans Equipped | 












ALL-ANGLE OPERATION of these sleeve-bearing G-E MOTORS HELP YOU SELL. Your customers BACKED BY LOCAL SERVICE. When you sell a 









motors is assured by their outstanding lubrication recognize the G-E motor as a motor of quality G-E motor equipped product, you are assured 
system. Bearings are supplied with oil from a large ... and the G-E Monogram as a symbol of re- competent motor service from a nearby Authorized 
reservoir . . . motor lubrication unnecessary for liability. Take advantage of this customer ac- General Electric Small Motor Service Station. 
summer cooling use. This is important where attic ceptance and make sure that the cooling fans If an inoperative motor is returned to you, take it 
fan motors are mounted vertically —eliminates you sell are G-E powered. And prominently directly to the Service Station . . . for prompt 


extra cost for extended oilers and ball bearings. display these tags available from your supplier. repair with genuine General Electric renewal parts. 


1/2 hp, split-phase 


1/2 hp, capacitor 


3/4 hp, capacitor 


with G-E Motors Sell Faster 


When your manufacturers of evaporative coolers, 
window fans and attic fans equip their products with G-E 
fhp motors, your selling job is simplified. 

For instance, your customers will like the 40°, 
lighter weight and 40% smaller size of these G-E fan 
motors. Users of portable window fans especially ap- 
preciate light motor weight and streamlined motor design. 
And on all fans these features mean more versatile, at- 
tractive products . . . increasing your sales. 

Longer motor life results from General Electric’s 


advanced moisture-resistant insulation system and vastly 


improved lubrication method. No relubrication of these 
motors is necessary for summer cooling use. 


Here’s how to make these outstanding motor fea- 
tures work for you when selling cooling fans equipped 
with G-E motors. First, point out just how important a 
part the motor plays in satisfactory fan performance, 
then, tell your customer about the many outstanding 
features of the General Electric motor. 

The next time you place an order with your supplier 
of window fans, evaporative coolers, and attic fans, 
suggest they be .. . “Equipped with General Electric 
motors.’’ General Electric Company, Schenectady 5, N.Y. 

a 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 








Cut Down on Those 


Wasted 
Advertising 


Dollars 


ing ., . we're going to have to 
cut down next year!” 

Many an appliance dealer makes this 
statement as he checks over the cur 
rent or past year’s expenditures under 
the advertising column. In very few 
cases is the statement an accurate one 
Survey after survey has shown that the 
average appliance dealer spends far too 
little on advertising 

Biggest leak in the dealer's adver 
tising budget is in the expenditure of 
money for “advertising” that has no 
real value at all to the business. In 
many instances the expenditures 
should be listed as contributions 
rather than advertising and in others 
they represent dollars thrown away 
for no results could be expected from 
the “gyp” advertising which they were 
used to purchase. 

A true picture of expenditures comes 
only from item for item analysis of 
how the money was spent. Where 
large sums are wasted on worthless or 
“gyp” advertising the dealer obtains a 
false picture. Dragging down the ef 
fective quotient of good advertising 
dollars by loading the totals with con- 
tributions and “gyp” advertising ex 
penditures presents nothing but a false 
picture of results 

Making certain that advertising dol 

lars do produce results begins with a 
determination to see that they are ex 
vended only in those media proven to 
¢ effective as business getters for our 
firm. It calls for placing contributions 
in their proper allocation and avoiding 
waste of advertising dollars on 
promotion schemes 


OT ite too much on advertis 


“gyp”’ 


Current “Gyps” 


Indications of the last few months 
are that these will become more and 
more prevalent during the year ahead 
We've made an analysis of those 
during the current year others 
most likely to appear 1955 
Here are the advertising “gyps” the 
appliance dealer can well avoid 

Political publications have sprung 
up during the current year and ar 
likely to increase in number next vear 
The value of their advertising columns 
to the appliance dealer is very, very 
low. In many instances such publica 
tions have no worthwhile circulation 
of any kind and are private promotion 
propositions. They have very little in 
fluence anywhere and as experienced 
appliance men can testify, even have 
minute value insofar as obtaining pub 
lic institutional business 


used 
and 
during 





Ihe dealer will note that few of 
the salesmen for this type of publi- 
cation talk about guaranteed reader- 
ship or offer any proof thereof; their 
selling is mostly based on threats of 
political retaliation or hope for public 
business. Both can be ignored. 

Labor newspapers and magazjnes 
are chiefly fund raising devices of 
either local unions or of segments of 
the union leadership therein. Adver- 
tising in these publications always has 
questionable value. These should not, 
of course, be confused with a few such 
publications which do have loyal 
readership. In handling the latter our 
best procedure is to use a small test 
campaign. If no results ensue then 
we can be sure these publications 
cither have little readership or circu- 
lation, 

Some types of labor publications are 
sold by strong arm methods or threats 
When these occur turn a deaf ear to 
the salesman’s efforts; just call an offi 
cial of the union involved or the local 
district attorney's office. Chances are 
the union has no actual connection 
with the publication and is merely 
being used by the promoters. 

Novelty advertising has a definite 
business building place in the schedule 
of many appliance dealers. But there 
are more and more salesmen ringing 
our doorbells who are peddling adver 
tising novelties that are utterly useless 
as business builders. Money spent for 
such “gimmicks” had as well be 
dumped into the nearest manhole. 

Make certain that any novelty used 
is low in cost, that it reaches the cus 
group we are after and that it 
is the type of item which will be re 
tained by the person to whom it is 
given; not immediately discarded 

Church publications every 
where and are a source of 
leakage in our advertising budget 
Many such newspapers and magazines 
are nothing more than private promo 
tional operations; have only the re 
motest connection with the church 
group they claim to represent. Adver 
tising in such publications has a very 
questionable value for the appliance 
dealer 

On the other hand all church publi 
cations should not be lumped into 
such a group. There are a few worthy 
of consideration as possible advertis 
ing mediums. Here again we must 
apply the yardstick . . . if a test cam- 
paign shows that our advertising 
therein can produce results then it is 
a good medium for our schedule. If 


tomer 


exist 
constant 


Few appliance dealers spend too much on 


advertising, but many spend some of it in 


the wrong place. 


Look out for those worth- 


less media—alleged political, church and 


labor papers, for example—in which you'll 


be asked to advertise 


By ERNEST 


no worthwhile results ensue it is not. 

Every dealer is called on to make 
many such advertising purchases each 
year. Usually he expects no return 
and is actually making a contribution 
to the work of that particular church. 
In every such case the expenditure 
should be so listed in the store books; 
to call it advertising will warp the true 
picture of our advertising expendi- 
tures at the end of the year. 

Programs presented to us for adver- 
tising are in many cases out and out 
“gyps.”’ A promised 10,000 run, for 
example, usually results in 9,000 being 
left over for the incinerator. And in 
many more cases the few people who 
actually do use such a program pay 
little if any attention to the advertising 
therein. 

If the dealer wishes to help finan- 
cially with a project involved he can 
make an out and out contribution 
whether it be in the form of advertis 
ing in a program or not. BUT it 
should be listed as a contribution; not 
advertising. 

Special pages in local newspapers 
represent wasted advertising dollars 
for every one but the newspaper in 
nine cases out of ten. Any dealer who 
could eavesdrop on a conference of 
the advertising salesmen working such 
a project would realize how little value 
these have for his business. 

Many small newspapers keep one 
man at work doing nothing but work- 
ing up such special pages and selling 
them to local business men. If the 
dealer wishes to make a contribution 
to the idea being featured therein well 
ind good; but he should never count 
it against his advertising budget. 

Every dollar we set up for expendi- 
ture in advertising should be placed to 
get positive business results; chipping 
away at the advertising budget for 
any sum spent otherwise wastes that 
budget. 

Coupon deals pop up every few 
years. Indications are that 1955 will 
be the year for their return. These 
are the advertising stunts whereby a 
book of coupons, each good for a 
premium or service, are sold at low 
cost to consumers. The production 
cost of the project (and a whopping 
big profit for its promoters) are carried 
by the business firms included therein. 

Every dollar of business obtained 
from such a promotion has to be a 
profitless dollar; sometimes a costly 
one. In 99 out of 100 cases the type 
of customer attracted will be of ques- 
tionable value to us anyway. 


W. FAIR 


Discount clubs and credit card pro 
motions are something new on the 
advertising front and most of them 
are out and out gyps insofar as the 
appliance dealer is concerned. They 
are designed solely to provide easy 
money for the business firm participat 
ing. 

This is another instance where it 
pays to turn a deaf ear to the salesman 
presenting such a proposition. Worth- 
while business comes from advertising 
mediums which bring us profitable cus 
tomers; not those looking for a “big 
deal” or wholesale buying at the retail 
level. 

Local trade and class publications 
are also increasing in number today. 
Some have merit and reach a good 
audience worthy of our advertising 
dollars. Most are strictly printing pro- 
motion stunts. Their value as an ad- 
vertising medium for the appliance 
dealer is very small. 

It pays to do a lot of investigating 
before spending even a thin dime in 
such publications. The yardstick of 
their readership is best to use. Such 
publications prepared to prove loyal 
readership can be given our attention. 
Those with grandiose claims and no 
hard facts to back them up are usually 
nothing but advertising “gyps.” 

Directories of various sorts have also 
been increasing in number. Some are 
out and out gyps; others have value. 
Usually rates are much higher than in 
other media. 


Check Effectiveness 


Projected advertising in such publi 
cations should be judged not on their 
promised circulation but on the effec- 
tiveness of that circulation. A direc- 
tory which will be used often by a 
select group of people we want to 
reach has value as an advertising 
medium. One which will be only 
glanced at and then thrown into a 
corer somewhere has no value at all 
to us 

There are, of course, many other 
forms of questionable advertising 
which will be presented to every appli 
ance dealer during the year ahead. 
Each should be examined most care- 
fully; seldom bought on salesmen’s 
claims or threats. 

Good advertising is the life blood of 
any appliance business; without it we 
cannot survive. Every dollar we can 
spare for such advertising should be 
put to that business building use; none 
should be wasted on “gyps” which 
benefit no one but the promoter. End 




















5 MILLION DOLLAR 
GOLDEN ANNIVERSARY 


PROMOTION! 


. + An Unlimited Profit And Promotional Opportunity 





For Every Hotpoint Dealer In The Country! 
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In Magazines 


with big, colorful announcemen 
e@ READERS’ DIGEST ° SATURDAY EVENING 
FOR YOUNG HOMEMAKERS . 
GARDENS * AMERICAN HOME ¢ 
KEEPING ° PARENTS’ * TIME © 
ELECTRICITY ON THE FARM 
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With a power 
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Homemakers Magazine 
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with Hotpoint Living-Conditioned 
Golden Anniversary Model Homes 


That Promote For You! 


Plus Intense LOCAL Tie-In Advertising, Merchandising & 
Publicity by BUILDERS, ELECTRIC UTILITY COMPANIES, and 
DEPARTMENT & HOME FURNISHINGS STORES! 
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nd Department 
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country, 


Throughout the 
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Hotpoint Living- 
during this prom 
Home Furnishings 
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| RIZES! a HOTPOINT “IVING-CONDITIONED 





Disposal|’ 


Dish washer 


Clothes Washer & Dryer 


Plus installation 
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THE WESTERN HOME — THE SOUTHERN HOME 





Architect — Donn 
San Francis 





OVER 5,00 





Emmons, A.1LA,, Architect— Bruce McCarty, A.LA,, 
co, Calif. Knoxville, Tenn, 


Plus Special Contest 
“Buy Now” Sales Closers! 





0 HOTPOINT GOLDEN ANNIVERSARY APPLIANCES! 


The contest is the easy “essay” type. 
Entrants complete in 25 words or less: 
“Il would like to own a Hotpoint (name 
°Ppliance) because . --" FREE Entry 
Blanks will be distributed by Participating 
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With All The Local Helps 
You Need To Pull In A 
Steady Stream Of Prospects! 













Hard-hitting, ready- 
to-run newspaper ads, 
radio and TV spots, 

movie shorts! 





Booming, low cost, 





WIN full color Contest 
VALUABLE] Broadside, plus 
PRIZES special prospect 
Gs =j letter ideas! 











Colorful, exciting 
window and in-store 
display materials 
| to identify your store 
as CONTEST 


| Speen 





Low cost, full color 
3-D scale model 
Grand Prize Home 
handouts—Free 
Cash Allowance 
Certificates—sales- 
tested self-liquidating 
premiums! 


















Specially prepared 
local publicity material 
to spread the news 
about your contest 
promotion! 


Red-hot ideas to help 
you get the most out 
of every phase 
of your local contest. 





Special Hotpoint 
Retail Sales and 
Training Aids to 
help you carry out 
an effective selling 
program! 


YOUR STORE and your Hotpoint appliances will be 
the focal point of this tremendous contest-pro- 
motion. With your store as LOCAL CONTEST 
HEADQUARTERS ...hundreds of prospects will 
be coming in to validate their entries —hundreds 
of new opportunities for you to make friends — 
to get more of the profitable replacement busi- 
ness—to move more low saturation appliances -- 
to set new sales records! 












CALL YOUR HOTPOINT 
DISTRIBUTOR RIGHT NOW 








FOR THE PROMOTION THAT’S 


GOING TO MAKE 1955 
YOUR TOP PROFIT YEAR! 


Never before have appliance dealers been able to cash in on a promotion 








of this magnitude. Never before such a GOLDEN SELLING OPPORTUNITY 
—such a sound, aggressive, sales-clinching plan of action! You can’t miss! 
So hurry! Get set for record bustin’ sales by getting lined up for this terrific 


promotion, right away! It starts May 1! Read What Hotpoint Distributors 


Have To Say On The Following Pages! 


Rev / . 


7995 44° 


Hotpoint Gh Gobir (vuivouary--\ur olen Onpitinty 


Ramets + 


REFRIGERATORS + DISHWASHERS + DISPOSALLS™ + WATER HEATERS + FOOD FREEZERS + AUTOMATIC WASHERS + CLOTHES DRYERS + AIR CONDITIONERS 


HOTPOINT CO. (A Division of General Electric Compony) 5600 West Taylor Street, Chicago 44, Illinois 








To 


Al] APPliance Dealers 
EVverywher. 
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Hotpoint '< 70lden Anniy “ary Liy "8~Condj ¢ 
10mMes Contest This is 
BIg °E Ss Cons , ; 
“PPliance business 1S your 7OLD EN P 
T U Make 1955 the EvTe@atest Sales and Profit 
you have eve, Known. 
Ope you have 


to 
Producing year 


to add NY own Persona) 
Or "“NPrecede SUCCess to 
c Uring the 
ersary Ce] @brat lon, 


~ Danner 
Olden Annj V 


Yours MOSt -« 


/ "@er ‘the A 
RAN JES . WATER HEATERS 


Cle THES WASHERS 
SQHY. 
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“The most dynamic pro- 
motion in appliance his 
tory — Hotpointers in 
GESCO Boston, Worces- 
ter and Providence area 
urged to join up and 


cash-in! 


Ww A. £ Karsev 


District Mgr 


owrenesy 


Lyin ester 


GENERAL ELECTRIC %./ 
SUPPLY COMPANY 


145 N. Beacon St. 
Boston 35, Mass. 





‘Promises to be the most 
sensational sales drive 
ever to hit the retail appli- 
ance business—you can't 
miss!" 


P A UVele 


Sales Manager 


VERMONT ie ix 
HARDWARE €O., INC, |) 2-fo Sn 
7 ° H a" bm 
am, 


180 Flynn Ave. 
Burlington, Vt. 













“Looks like the perfect 
set-up for top sales for 
me and my dealers. We're 
going all out!’ 


OC. BR. Cole 


President 


C. B. COLE CO. 


Appliance Distributors 
94-96 Commercial St. Phone 3-6787 


Portiand, Maine 





“Ie's terrific! Powerful! 
Sensational! The biggest 
sales-promotion we've 
ever been able to offer 
dealers!" 


Af. Brock 


District Manager 


Torrington Cuan troRo 
Hartford¢ 


ONNE 
Wa ONS [= 


NEW HA 
7 VEN 


FAIRFIELD 
ah Pier 


GENERAL ELECTRIC SUPPLY COMPANY 


1899 Seaview Ave. 
Bridgeport 1, Conn. 















“Dealers — don't be an 
outsider on this one— 
join up now and start 


cashing in!” 


Of. Schlaick 


Regional Manager 


SUFFOLK 


GENERAL ELECTRIC 
SUPPLY COMPANY 


585 Hudson St. Phone Algonquin 5-3300 
New York 14, N. Y. 





“Hotpoint has done it 
again! Have geared our 
whole organization to 
give itall we've got! Deal- 
ers—let's go!" 


. Bil § $a lomo a” 


President 






PAUL-JEFFERY CO., INC. 


112 Baker St. 
Industrial Park 
East Syracuse, N. Y. 



















“Beats anything I can re- 
member for real profit po- 
tential. Come on, dealers 


—it’s all yours!” 


A. . A ‘Long 


President 


DLLAWARE 


Yo 


aq ~ 
ay ] 
Povg 
- > 
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SUSQUEHANNA 


vOmING Newburg! 


Middletown & 


LONG’S DISTRIBUTORS, INC. 


70 State Street Phone 3-5448 
Binghamton, N. Y. 

















“If you're not already set 
to run with this one 

write, wire or phone us 
today! It’s tremendous!”’ 


JfH Kelly 


District Mgr 


GENERAL ELECTRIC 
SUPPLY COMPANY 


254 Elizabeth Ave. 
Newark 5, N. J. 


OCLAN 















GRAYBAR ELECTRIC 
COMPANY, INC. 


910 Cherry St. 
Philadelphia 7, Pa. 





“The excitement already 


created by previous word 
about this giant promo 
tion is amazing. Dealers 


are tying in like crazy! 


Pe A. Mayer 


District Mgr 










“Here's a promotion that 
will help us all hit the 
jackpot in May and June 


Dealers —don’'t miss it! 


J A Siinon 


President 


SIMON DISTRIBUTING CORPORATION 


615 Pennsylvania Ave., N.W. 


Phone Republic 7-2180 


Washington 4, D. C. 


































“It's the most exciting 
consumer promotion ever 
put behind your Hotpoint 
appliances. Make sure 


you re in on it!” 


Wavven . Ff? Shreve 


District Mgr 


w Castle 


Oo 
meat Butler saw 


L crib 
c  oratts urgh 
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GENERAL ELECTRIC 
SUPPLY COMPANY 


qunemews 200 West River Ave. 
GREENE Faverre 


am Pittsburgh 12, Pa. 


“Everything about it 
points to the most out 
standing Hotpoint selling 
success on our dealers 


books to date!” 


y e "4 . Ratness 


General Manager 
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D & H DISTRIBUTING COMPANY, INC. 


25 S. Liberty St. Phone Saratoga 5100 
Baltimore 1, Maryland 

















“Fromallindications, this 
is going to be the most 
stimulating, most profit- 
able selling event ever 
presented in our terri 
tory!" 

LC Mild lelon 


General Manager 
ind 


7 
from 
eo! 


4 Youngstown 


‘ y 
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-—~ } 

MeiIANAS 
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WHEELING KITCHEN > = 


EQUIPMENT CO., INC. 22 34 
CN cians 
Wheeling, W. Virginia FN het rl 
36 and McColloch Sts. Ne 


Phone WHG 6464 









“This Golden Anniver- 
sary's gota goldmine built 
right in. Our dealers 
should strike-it-rich with 


this one! 


District Manager 
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‘Looking forward to 
making this the biggest 
sales-building campaign 
in our history with every 
participating dealer get- 
ting a big slice of the 
profit pie! 

$F . Day lor Braver 


Vice President-Gen'!l, Manager 
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BLUEFIELD 
Roa SE SUPPLY CO. 


5 A “ , “i > “f 
eet eevee) «16 Bluefield Ave. Phone 6121 
\\ Bluefield, W. Virginia 


eo. 








‘Estimate this all-out 
event will boost our Hot 
point sales like never be 
fore. No dealer should 


pass it up!” 


€. G Walker 


Appliance Sales Manager 
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GRAYBAR ELECTRIC 
COMPANY, INC. 


CE Ae ay 
i. , 


: Sc nsongd ae 4 
ae ry 709 First Ave., N. 
at 4 Birmingham 4, Ala. 
med Phone 4-1861 


| ampoaue cam 



















Opens the door wide for 


powerful, full-line selling 

profitable merchandis 
ing. I'm sure a// our deal 
ers will be in it with both 


feet! 


‘Larry ‘ Move 
< 


District Manager 


} 


GENERAL ELECTRIC \: 
SUPPLY COMPANY 


530 East Forsyth St. 
Jacksonville, Fla. 


‘You can bet that our 
dealers will swing into 
this one full blast. It's a 
tremendous, gold-plated 


opportunity for all!’ 


HW, Cham £ Lo mgs breed 


District Manager 
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GENERAL ELECTRIC 
SUPPLY COMPANY 


215 W. Third St. 
Cincinnati 2, Ohio 
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‘Never heard a golden 
selling opportunity knock 
louder for dealers in my 


area! 


CE. § Merk pateick 


District Manager 


° oa 
Painesville CRAWFORD 
a onal 
éveland—s 


GRAYBAR 
mai ELECTRIC COMPANY, INC. 


Graybar Building 
1010 Rockwell Ave. Phone CHerry 1-1360 























“Progressive dealers are 
tying in everywhere in 
our area. It's not too late 
to become one of them!’ 


J F SCeeso ” 


Branch Manager 





HOTPOINT 
APPLIANCE CO. 


12600 Southfield Road 
Detroit 23, Mich. 
Phone VErmont 8-8351 











Expectations were never 
greater for all-out selling 

-looking forward to top 
profit results for all deal- 
ers who participate!” 


P “wl Mright 
. RK. Broucekh 


























YGO] MECOSTA 





Mount Pi 


B&W 
DISTRIBUTING CO. ~~ 


212 Grandville Ave., $.W. 
Grand Rapids 2, Mich. 


Phone 9-4452 


MONTCALM 























Dealers in our area know 
a good thing when they 
see it. Hotpoint’s Golden 
Anniversary Celebration 
is just what the doctor 
ordered.” 


HK. A Vou ty 


Appliance Sales Mgr 


wernt 


ht panv4r? 
GRAYBAR ELECTRIC COMPANY, INC. 


624-628 Myrtle St. Phone Calhoun 5411! 
Louisville 8, Ky. 





“Dealers are going for 
this promotion at a rate 
beyond all past experience 
—this promotion has 
really got it!” 































KB Slut 
District Manager 
Appliances & Electronics 
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GENERAL ELECTRIC 
SUPPLY COMPANY 


1250 Stadium Drive 
indianapolis 2, Ind. 
























“We are really enthusias 
tic about this Golden An- 
niversary promotion 
getting 100% Cooperation 
from dealers already 
joined up!” 


. Clward Phlevseon 


District Mgr 


tee GENERAL ELECTRIC 
! 3 SUPPLY COMPANY 


540 5S. First St. 
Milwaukee 1, Wis. 











ce entire taciuhites of 
. 

bar Jorthern Dis 

ire ihened solidly 


lealers for thi 


f promotion 


VHA Litoh 


ern District Mgr 








GRAYBAR ELECTRIC 
COMPANY, INC. 


824 S. Fourth St. Phone Geneva 1621 
Minneapolis 15, Minn. 
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Believe che impact ot 
this tremendous promo 
rion will present the great 


est selling Opportunity 


| 


ever ottered our dealers! 


af, é Ht Snell 


President 


Gtetloo 


THE ROCK SMITH "=~ 


COMPANY 


Til] E. River Drive 
Davenport, la. 
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No promotion ever of 
fered dealers more local 
selling impact. Get your 


ore into it now for toy 


' 
profit results 


be yt . We nch 


District Sales Mgr 


GENERAL ELECTRIC 
SUPPLY COMPANY 


845 S. Clinton St. 
Chicago 7, Ill. 


Peoria | 
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Here's a promotion that 
really means business 
big business for every 
dealer who puts it to work 


for all it's worth! 


Y J Cossaarl 


District Mgr 
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. GENERAL ELECTRIC 


SUPPLY COMPANY 


2653 Locust St. 
St. Louis 3, Mo. 














“This 5 million dollar 





1644 Baltimore Ave. 
Kansas City 8, Mo. 








GRAYBAR ELECTRIC 
COMPANY, INC. 


Graybar Building 
717 Latimer St. Dallas 1, Texas 


Phone Randolph 6452 





who gets behind it!” 


promotion has all the 
makings of a howling 


success for every dealer 


Waller Brauer 


Midwestern District Mgr 


CEEET 
ed, Fa 


Phone Baltimore 1644 //// 


thing as big as this 


me in right now! 


ior ; 


“As one dealer put it 


how can you pass up any 


deal 


4! ° Cf, 7 lon Chal 


Southwestern District Mgr 


Tin! 


‘Pallas’ 


Fell a 
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“This is real Texas-size 
Big pot : 
Big stakes for every dealer 


merchandising 


who ues-in!”’ 


pothn Banlucne 
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Gulf Coast District Mgr 


1 ‘ 





eHovsiao., 
yy “SA GRAYBAR ELECTRIC 


*” COMPANY, INC. 


Graybar Building 
1702 Cullen Bivd. Phone Atwood 4571 
Houston 3, Texas 








“Ie's the biggese craft 
builder promotion I ever 
got into! Every dealer in 
our area should exploit it 


to the hilt! 


RY West 


District Mgr 





4 GENERAL ELECTRIC 
SUPPLY COMPANY 


5 a Vpovede 
en Noe Los Angeles 54, Calif. 


"Tone Shel, me? Box 2859, 700 Turner St. 
Phone Madison 7141 
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“Never looked forward to a sales event with greater 
anticipation— personally know our dealers will go 
to town with this one.” 

RW. Kimbervtin 


District Mgr 


GRAYBAR ELECTRIC COMPANY, INC. 2 — 


Rs tps 


1750 Alameda Ave. 
San Francisco 3, Calif. 











“It's loaded with dyna- 
mite for increased store 






traffic...sound sales pros- 
pects—the kind you can 
really make hay with!” 


&. £ Y “gyer 


District Appliance Sales Mgr 


. folk 


GENERAL ELECTRIC SUPPLY COMPANY 


1505 Sherwood Ave. 
Richmond 20, Va. 













“Our dealers know a pro- 
motion when they see 
one. They're getting all 








lined up to cash in on 






this bonanza, but good!”’ 


pehn ‘ Lf Lawton 
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Northwestern District Mgr. 










GRAYBAR ELECTRIC 
«m,) COMPANY, INC. 


aTTTAS Graybar Building 
King & Occidental Sts. 
Seattle 4, Wash. 


Phone Mutual 0123 








“For a bigger share of 
the market...more profits 
all down the line—tie into 
this one all-out!”’ 


BR. P Gubbins 


Branch Mgr 
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HOTPOINT APPLIANCE CO. 


217 Central Ave. 1210 Main St. 
Rochester 5, N. Y. Buffalo 9, N. Y. 
HAmilton 4532 SUmner 7150 











CLARO VIEW 
“OMMUNITY TELEVISION | 





Small Town TV Syste 


With only 300 customers the Bangor, Pa., community 


TV system is one of the nation’s smallest and it isn’t 


even making much money, but it has sold over 200 TV 


sets—which is why it exists 


NOR the 6,000 people who live 
| in mountainous Bangor, Pa., 
there are three ways to get re- 
ception on a_ television live in 
of the east-west valleys where 
signals come in without mountain 
interference, put up an expensive ‘T'V 
tower, or subscribe to the cable sys 
tem operated by Clar-O-View Com- 
munity ‘Television, Inc 
Although some 300 families have 
picked Clar-O-View as their choice 


set 


one 


100 of them had already invested 
in average of $150 each in antennas 
Bangor s community antenna system 


is one of the smallest in the country. 
It is also unusual in that its original 
purpose was to sell TV sets, not 
to killing for entre 


make a some 


pr neu! 


It has sold television—as_ witness 
the fact that nearly all the sets sold 
in the last two years have been con 
nected to the system And, so far 
it least, it hasn’t made any killing in 
profit The original investment in 


Jerrold Electronics Corp. equipment 
ind subsequent improvements amount 
he 
connection cost is $125 
a month. Obviously, with only 
subscribers nobody is getting rich. 
As might b« expected, the origi 


to some $35,000 subscriber's 


plus $3.78 
300 


ELECTRICAL MERCHANDISING—FEBRUARY, 


nator of Clar-O-View was an appli 
ance dealer, John W. Arts, now the 
general manager of the system. He 
became interested for the very good 
reason that his store lies in one of 
the signal-blocked north-south valleys 
where even with the very best roof 
top antenna he can get satisfactory 
reception on only one channel—which 
is not very conducive to sales-making 
demonstrations. 

Now, with a cable connection into 
his store he shows prospective cus 
tomers a good picture on channels 
three, six and ten from Philadelphia, 
channels nine and eleven from New 
York. And other dealers in the town 
benefit as well, because nearly all 
of their current sales in the area 
covered by the system are hooked 
into it. 


New Sales Are Easy 


Selling to new set owners is rela- 
tively simple. They get a free two 
week connection If thes not 
satished the connection is removed 
ind they can put up their own an 
tenna which Arnts or whichever dealer 
made the sale will install for them 
for the usual price. However, only 
two percent of the more than one 

(Continued on page 114) 


are 


1955 






——New Connections Go UP 


Servicemen for Clar-O-View Community Television con- 
nect a lead-in line to the community cable for one of the 
200 people who have bought TV sets since the system 
began operations. 


Old Antennas Come DOWN 


As people who already owned TV and had their own 
expensive antennas discover the improved reception 


through the cable system Clar-O-View sells more and 
more of them 





and More Sets Are SOLD ; 


If map shows their home is in a poor reception area, 
these prospects of dealer Albert Dally will be able to get 
a good picture through the cable system, will probably 
buy a higher-priced set 
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Slim (Micro) Tube says: 


They’ve got 
to be slim 
to be fast 





on the heat-up 


You know your customers want speed 
~+. and a slim tube gets hot faster 
than a thick tube. So you have a 
definite sales advantage when you 
sell ranges equipped with slim... 


CHROMALOX 








Lf }), te 
(To? sie 


Surface 
Units 


You'll find Microtubes on more lead- 
ing makes of electric ranges than 
any other unit. And here's why... 


FASTER HEAT-UP . . . slim tube is hot 


in seconds. 


QUICKER RESPONSE .. . thin, sturdy 
tube has only “ the mass to heat 
up or cool down, in response to any 
change in switch position. 


MORE HEATING SURFACE .. . flat- 
top, close spaced coils provide max- 
imum contact with cooking utensils, 
in uniform allover heat pattern. 


Ask for Microtube-equipped ranges. 
They give you the extra selling edge 
on competition. And that means 
quicker turnover, more profits. 


For complete information on 
Chromalox Microtube Surface Units 
write us direct. 


Edwin L. Wiegand Company 
7525 Thomas Boulevard 
Pittsburgh 8, Pa, 


The trend is toward 
slim, flat-top 


Gy, 
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CHROMALOX 
Elechiic Cooking 
Bat” 


1955—ELECTRICAL 


MERCHANDISING 





Fm) i) 


4 Adaptors plus 2 Microtubes 


service 98% of all range openings. 
Order from a Chromalox Distributor. if 
you don't know a Chromalox Distributor, 
contact one of these... 


CHROMALOX 


DIRECT FACTORY REPRESENTATIVES 


ATLANTA 6, GEORGIA 

C. B. Rogers and Associates 

1000 Peachtree Street, N.€.—Elgin 1733 
BALA-CYNWYD, PENNSYLVANIA 

J. V. Calhoun Company, 349 Montgomery Avenue 

Greenwood 3-4477-78-79-80 (Philadelphia Exchange) 
BALTIMORE 18, MARYLAND 

Paul V. Renoff Company 

333 East 25th Street—Hopkins 7-3280 - 7-3281 
BLOOMFIELD, NEW JERSEY 

M. B. Rosevear Company, Inc 

Two Broad Street— Bloomfield 2-8600-8604 

New York City: Worth 4-4258, 4-4278 
BOSTON 11, MASSACHUSETTS 

Leo C. Pelkus and Company 

683 Atlantic Avenue—Liberty 2-1970 and 2-1946 
BUFFALO 2, NEW YORK 

Niagara Electric Sales Company 

505 Delaware Avenue-—Summer 4000 
CHATTANOOGA 2, TENNESSEE 

Harold Miles and Associates 

424 Georgia Avenue— Phone 5-3862 
CHARLOTTE 2, NORTH CAROLINA 

Ranson, Wallace & Co., 116% East Fourth Street 

Edison 4-4244—Franklin 5-1044 
CHICAGO 6, ILLINOIS 

Fred |. Tourtelot Co., 407 South Dearborn Street 

Harrison 7-5507, 7-5508, 7-5509 

CINCINNATI 8, OHIO 
William F. Smysor Company 
1046 Delta Avenue—Trinity 0605 

CLEVELAND 13, OHIO 
Anderson-Bolds, Inc 

2012 West 25th Street-—Prospect 1-7112 

DALLAS 26, TEXAS 
L. R. Ward Company 
3009-11 Canton Street-—Riverside 6279 

DENVER 11, COLORADO 
Richards & Associates 
2415 15th Street—Glendale 5-3651 

DES MOINES 14, IOWA 
Midwest Equipment Company of lowa 
842 Fifth Avenue —Des Moines 3-1203 

DETROIT 38, MICHIGAN 
Carman Adams, Inc 
15760 James Couzens Highway —University 3-9100 

HOUSTON 3, TEXAS 
L. R. Ward Company 
1814 Texas Avenue— Blackstone 0356 

INDIANAPOLIS 4, INDIANA 
Couchman-Conant, Inc 
627-631 Architects & Builders Bidg. — Melrose 5-5313 

KANSAS CITY 6, MISSOURI 
F. D. Moore Company 
106 East 14th Street—vVictor 3306 

LOS ANGELES 11, CALIFORNIA 
Montgomery Brothers 
2113 South San Pedro Street—Richmond 7-9401 

MIDDLETOWN, CONNECTICUT 
Dittman and Greer, Inc 
33 Pleasant Street—Diamond 6-9606 

MILWAUKEE 3, WISCONSIN 
Gordon Hatch Company 
531 West Wisconsin Avenue—Broadway |-3021 

MINNEAPOLIS 4, MINNESOTA 
Voico Company 
831 South Sixth Street—Geneva 3373 

NEW YORK CITY, NEW YORK 
See Bloomfield, New Jersey 

OMAHA 2, NEBRASKA 
Midwest Equipment Company of Omaha 
1614 \zard Street—Atlantic 7600-760 

PHILADELPHIA, PENNSYLVANIA 
See Bala-Cynwyd, Pennsylvania 
(Suburb of Philadelphia) 

PITTSBURGH 6, PENNSYLVANIA 
Woessner-McKnight Co., 1310 Highland Building 
115 South Highland Avenue—Emerson 1-2900 

PORTLAND 8, OREGON 
Montgomery Brothers 
1815 Northwest Northrup Street—Beacon 4197 

ROCHESTER 4, NEW YORK 
Niagara Electric Sales Company 
133 South Clinton Avenue—Hamilton 5166 

ST. LOUIS 1, MISSOURI 
C. B. Fall Company 
317 North Lith Street—Chestnut 1-2433 

SAN FRANCISCO 3, CALIFORNIA 
Montgomery Brothers 
1122 Howard Street—Underhill 1-3527 

SEATTLE 4, WASHINGTON 
Montgomery Brothers 
911 Western Avenue —Seneca 3270 

SYRACUSE 6, NEW YORK 
Rob-Smith Company 
2507 James Street—Syracuse 73-2748 

WICHITA, KANSAS 

D. Moore Company, Room 211 Derby Building 
352 North Broadway Amherst 2-5647 


ELECTRICAL MERCHANDISING—APRIL, 






















































a 


EDWIN L. WIEGAND COMPANY 


The new Chromalox Microtube surface units 
really heat up fast. They cool down fast 
too, say their makers . . . offer an important 
selling edge to the ranges which carry them, 




















because of their extra responsiveness to switch 








changes in both directions. 








The secret is found in the advanced design, 








where Nichrome makes an important contri- 
bution. Because Microtubes are pencil thin, 
they provide a larger area of cooking surface 
than that of conventional units—despite a 
weight reduction of 30%! These new units bid 
fair to make cooking history—and for you, 
selling history. 



































fications are necessarily extremely exacting. 

We use tons of Nichrome and we like its 

consistently maintained high quality and 
sf . ” 

uniformity from spool to spool. 






And speaking of history, Edwin L. Wiegand 
Company, Pittsburgh, the makers, have been 
using Nichrome, the world-famous alloy, in 
their heating elements for just 28 years! Let 
them tell you why in their own words: 






Yes, you can’t find a stronger sales argument 
with any customer than to tell him your range 
has “heating elements of Nichrome.” It’s the 
standard by which heating performance is 








“Since we are in business to provide the finest 





heating elements money can buy, our speci- measured in fine ranges everywhere. 







Nichrome’j; produced only by 


Driver-Harris Company 


HARRISON, NEW JERSEY 
BRANCHES: Chicago, Detroit, Cleveland, Lovisville, Los Angeles, San Francisco 





Nico 








%, ¢ 
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In Canada: The B. GREENING WIRE COMPANY, Lid., Hamilton, Ontario. *T M. Reg. U. S. Pat. OF 













MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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FLAVOR 


FOR BETTER 











the FULLY AUTO 


MAT 


as 


( Perco! Orator 


\aden The New, Fast-Acting cou WATER PUMP 


These happy 
Selecto-matic 


coffee flavor. 





Wew Cold Water Pump 
distributes hotter water 
faster over coffee for 


speedier perking. 










More delicious, 
with a smaller amount of ground coffee... . 


Ne. 1962 
5 te 8 Cup 


No. 


$1595" 


List 


fuller flavored coffee—faster 


results are assured by the 
adjustment and the newly 


designed Cold Water Pump in this latest model 
“EMPIRE-MATIC” Electric Percolator. 
water is poured over the coffee—faster— 

to speed perking, bringing out all the fine 


Hotter 


“EMPIRE-MATIC” is completely 


automatic—right down to the red signal light 
that shows when coffee is ready to serve. 
And it's so smart in design—so all-round 
beautiful—it sells on sight! 


$11.95 ¥ With Cord 


Electric Sandwich Toaster & Waffler 


A chrome-plated beauty with 130 sq. 
in. of grilling surface—interchangeable 
grids—heat indicator—removable drip- 
ping pan. 


788 


“te METAL WARE Corporation 


Wisconsin 


Two Rivers, 
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been brought about mainly by the 
local expansion of the Italian manu- 
facturers, including a Philips plant at 
Milan, and the German export drive 
in Italy. 

It was Italy that showed the most 
remarkable TV growth last year as the 
number of operating sets, compared 
with the rest of Europe (see chart, 
page 150) shows. That's particularly 
true when you remember Italy’s rela- 
tively backward economic position 
compared to Britain, Germany, France, 
and Scandinavia. 


By ‘57 85% Coverage 


In 1953 Italy had practically no 
TV at all. Today she has a network 
of three stations (Milan, Rome, 
Turin) operated by RAI, the govern- 
ment radio corporation, and another 
five transmitters repeating the national 
program in north and central Italy. 
About 45 percent of Italy’s popula- 
tion is now within range of a trans- 
mitter, and before the end of 1956, 
the national network will extend 
through a new station at Naples and 
repeaters in Sicily and Sardinia to 85 
percent of the nation’s population. It 
will take an estimated $26 million 
dollars to complete these installations 
and the microwave network needed to 
carry it. And that sum has already 
been appropriated by the Italian par- 
liament. (There are almost no coaxial 
cables operating in Europe for TV al 
though there are coaxial telephone 
lines.) 

The early Italian transmission 
equipment was supplied by General 
Electric (two stations), RCA (one 
transmitter), and British Marconi. 
But, along with the movement to- 
ward Italian-built receivers noted 
above, newer transmitters are being 
built by Radio Marelli manufacturing 
under G. E. license. 


“Iron Curtain” on Programs 


The Italians are now getting 34 
hours of programming a week—old 
films, American television film, plays, 
comedies, opera, variety shows, and 
newsreels. However, Catholic Church 
censorship, which grows stricter con- 
stantly, has dampened some of the 
more popular programming, and, for 
example, reviews have almost ceased. 
There is a growing dissatisfaction with 
what's to be seen. 

Italy’s programming difficulties, ex- 
cept for censorship, are not peculiar 
to that country, however. All Europe 
is having its troubles. The main one 
is money. Under strict government 
ownership and supervision, almost all 
radio in Europe has been supported 
either through government grant from 
general taxation to a government cor 
poration or through a special annual 
tax levied on operating sets. It’s al 
ready apparent aeapolions that even 
taxing receivers a great deal more 
heavily isn’t going to supply the kind 
of money needed for expensive TV 
programming 

That's one of 
British telecasting. 
has a fairly 


the problems of 
Today, Britain 
satisfactory network of 
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transmitters: the British Broadcasting 
Corporation (the BBC) has nine trans- 
mutters operating. Nine more are to 
be added within the next two years 
which will bring all but two percent 
of the British public within range 
of a transmitter. 

Up to now, the BBC has held a 
monopoly. It gives a 40-hour weekly 
schedule of programs, woman’s hours, 
talks, discussion, variety shows, press 
conferences, special events, and remote 
broadcasts. 


Experiment with Commercials 


While most recent makes of British 
I'V sets have eight-channel reception, 
some spots in the range of three 
different transmitters have no _pro- 
gram choice since all are telecasting 
the same national program. Last year, 
over heavy objections from the Labor 
Party, many Liberal newspapers and 
magazines, and even some Conser- 
vatives, the Parliament voted to set 
up an alternative service. Since the 
government wasn’t prepared to put 
out the money necessary to build 
another network, it was decided to try 
commercially sponsored telecasting 
something that was never done with 


the BBC radio. 
Under the legislation, an Inde 
pendent ‘Television Authority (ITA) 


has been created. It will open later 
this vear the first of three stations 
in London, Birmingham, and prob 
ably Manchester. ‘They will broad 
cast programs supplied by four “pro 
gram contractors’, one of them a na- 
tional theater chain. 

So far no agreement has been 
signed between the program con 
tractors and the ITA since negotia 
tions are still going forward on ad 
vertising rates, specifications, regula 
tions, etc. One thing that was made 
at least theoretically clear in the ITA 
setup is that advertisers are not to 
have any direct contact with the pro 
grams; they will simply be allotted 
a specific amount of time during and 
between programs to present their 
commercial message. 

The ITA is moving ever so car¢ 
fully because of the tremendous anti 
commercial feeling in Britain, and the 
very bad reputation U. S. TV has 
from exaggerated reports that have 
reached Britain of American “com 
mercialism’”’. Present speculation is 
that advertisers will be given a one 
minute spot, six times per hour of 
broadcast time, for about $2,800. 
rhat’s a pretty steep price by U. § 
standards. 

The success of the ITA in Britain 
may well determine the road all Euro- 
pean TV will take. Since all the Con 
tinental countries are well behind Brit 
ain in their development (Britain’s 44 
million sets as compared with less than 
500,000 for the rest of Europe), they 
will likely draw on her experience. 


Price is a Basic Problem 


Each of them, however, has its own 

problems. Here is a brief summary: 

France adopted the 819-line system, 
(Continued on page 146) 


1955—ELECTRICAL MERCHANDISING 





Bermuda... Hawaii... Europe... Mexico... New Orleans... 
Hollywood . . . you name it, and you and your wife can have the 
most thrilling vacation of your lives... with Ben-Hur picking up 


the tab! Valuable merchandise prizes, too! 


More and More Distributors and 


Dealers ARE GOING PLACES WITH 


There are plenty of reasons why so many new distributors and 
dealers are climbing on the Ben-Hur chariot — the exclusive 
Home Freezer Management Course — advertising and promo- 
tion that pulls prospects into Ben-Hur dealers’ stores — and 


chest and upright models for every size family. 

















NOT A CONTEST — no quotas to beat — 
when you sell America’s Finest Freezer, 
you can’t help but win... all ways! 
)O WIN 
Al IF YOU WANT TO GO PLACES WITH 
: an BEN-HUR, TAKE THIS COUPON TO 





BEN-HUR Manufacturing Co 
634 East Keefe Avenue 
Milwaukee 12, Wisconsin 


| want to go places and see things — particularly 
\ 
profits 


BEN-HUR OGnericas Finest Treezet NOW AMERICA'S FASTEST SELLER 
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: 


An exciting, money-making new era in Webcor selling is here. And 
you are part of it. This is the plan: Today, now, this very minute famous 
personalities like Hoagy Carmichael, Guy Lombardo, Yehudi Menuhin, 
James Melton, Milton Cross, and Sir Cedric Hardwicke are 
putting their personal stamp of approval on ALL Webcor products. 
And you'll find their Verified High Fidelity Seal on every Webcor unit. 
Imagine the selling impact! This is big. And Webcor is spending 
hundreds of thousands of dollars with multicolored ads in Life, 
Saturday Evening Post, Sunday newspaper magazines and billboards... 
telling your customers about it. Yes, right now your customers are being 
sold on Verified Fidelity. And before they buy, they'll be looking for the 
Webcor High Fidelity Seal of Approval. 
Webcor helps you tie right in with this terrific program. Counter and window 
displays, mats and ad reprints are waiting to be shipped to your store. Call your 


Webcor salesman today for details on this big, new Webcor promotion. 
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Milton Cross 





Webcor Concerto: This superb, hand-finished cabinet houses 
high fidelity. Includes three speckers, wide-range amplifier, 
and 3-speed automatic play. Available in stylish mahogany 
or limed oak. From $11995 


This is the Webcor Verified High Fidelity Seal of Approval that identifies Webcor quality 






















WEB C 


Oo 
| 4 

Excellent automatic 3-speed portable 
fonograf with thrilling new coloring and 
design. Plays to four hours without stop- 
ping. With or without powerful AM radio, 
Choice of ebony-beige or brown-tan. 
Radio Fono $9950 

Fono $7950 


have 10 brilliantly styled tape recorders... all with 








New Higher Fidelity 
New Typically Tomorrow design 
@ New, vibrant customer compelling colors 


@ New complete price range from 
$2995 to $2495 














Se 


Hoagy Carmichael 
Guy Lombardo 


Sir Cedric Hardwicke 





Webcor Musicale: True high fidelity plus stereofonic sound. Webcor 2130 Tape Recorder: TRUE High Fidelity from three New Webcor 2020 Tape Recorder. High Fidelity response 
Frequency response from 50 to 15,000 cycles. With G.E. speakers, 5-watt amplifier. Frequency response from 50 to Easy Touch-Button record and playback. Two speeds 3% 
magnetic cartridge, 5-watt amplifier, three wide-range 12,500 cyces, Offers two hours of recording without reel and 7 1 ips. New editing and monitor switches, Ali-weather 
speakers. in wood or portable models. From $14950 turnover. Two speeds. Portable or table models, From $23950 microphone. Table models and portables, From $169.50 





WEBCO rR 


Cc H ! Cc A G Oo 3 9 ’ | L L ! N ©) ! Ss Prices slightly higher west and subject to change © Webcor 1955 
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No need to tell you about the new buyers’ market .. . 
increased competition ... or the current insistence on 
top quality appliances, you have seen it already. 


When your customer has her choice between several 
appliances, she will choose the one with top quality 


€ omponents. 


You are the expert, help her choose wisely! Your future 
business depends on customer satisfaction. Appliances 
built around the advanced features of Redmond Micro- 
Motors guarantee you this vital good will! 


And you have an additional sales advantage. Redmond 
MicroMotors are not strangers to your customers—the 
quality and extensive use of these power units is regu- 
larly advertised in the Saturday Evening Post. 


Sell better quality appliances; sell the Redmond Micro- 


Motors that run them, and be assured of more sales 


and real customer satisfaction! 


The Standard of Dependability 


COMPANY, 


MICHIGAN 


INC 


»wosSsO 





THE BIG NAME IN SMALL MOTORS 
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in no small part, as a device to keep 
out foreign-made sets. It’s worked. 
But the cost of French TV sets were 
pushed up because of it and they 
are now equal to an average worker's 
three-months salary. ‘The French gov- 
ernment network Radio-Television 
l'rancaise—has a nationwide network 
with transmitters in Lille, Metz, Mar- 
seilles, Strasbourg, Lyon, and Bordeaux 
rebroadcasting programs originating in 
Paris. ‘There is about 40 hours of 
transmission a week. 

But TV remains a luxury few can 
afford. 

Recently, four new stations, pri- 
vately-owned and commercially spon- 
sored, have opened in a woe 
French regions: Luxembourg, Monaco 
(Monte Carlo), and the Saar (two). 
They hope eventually to create a na- 
tional French network as an alterna- 
tive for the RTF, but there is no in- 
dication at present that the French 
government would go along. 

Belgium, half French-speaking and 
half Flemish (Dutch), has tried to 
compromise right down the middle. 
Sets are designed to pick up French 
system programs and the C.C.LR. sys- 
tem. ‘They are, because of this com- 
plication, terribly expensive and few 
Belgian workers can afford them. 


$1200 an Hour for Commercials? 


Stations are operating in the capi- 
tal, Brussels (two), Liege, and Ant- 
werp. ‘The government-owned net- 
work is thinking of advertising to 
solve its economic problems, but has 
a unique problem. The French-speak- 
ing population is by far the best mar- 
ket, but the government must main- 
tain an equality in programming. Ad- 
vertisers would be reluctant to pay for 
service to the poorer Flemish market, 
and furthermore, it isn’t clear if Bel- 
gian firms could stand the gaff of 
$1200 an hour that government ex- 
perts think commercial programming 
should cost. 

The Netherlands, not plagued with 
a language problem, has another: The 
government-owned radio is now op- 
erated by five separate broadcasting 
companies, organized along religious- 
political lines. To expand the apes 
64 hours of TV a weck would take 
a trickly political decision on which 
company get more time, and how 
much, It’s not a problem the govern- 
ment relishes solving. 

Germany now has three to four 
hours of programming a day: news, 
dramas, concerts, opera, light enter- 
tainment. They have improved con- 
siderably in recent months, as a result 
of enthusiasm for the 1953 British 
coronation which was transmitted to 
Germany and which was a big hit. 

The programs are carried to the 
country over 13 transmission points, 
including West Berlin. Another six 
outlets are planned before the end 
of the year and the government aims 
eventually at 30 transmitters in West 
Germany. Owned by semi-private 
government corporations, they all 
transmit one national program. So 
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far no thought has been given to com- 
mercial telecasting. 


Too Many Tongues in Switzerland 


Switzerland has Belgium’s language 
problem, three instead of two, and 
complicated by the mountainous ter- 
rain which makes difficult technical 
operations. ‘There are now two sta- 
tions operating at Zurich and Geneva, 
one transmitter being built on the 
Dole Mountain between Geneva and 
Lausanne, and one each at Berne and 
Basle. When these station are com- 
pleted about half of the Swiss popu- 


‘lation will be within range of a trans- 


mitter. ‘There are plans to build still 
another at Lugano or Locarno for 
Italian-speaking Switzerland. The 
Swiss are also operating one mobile 
transmitter. 

The Swiss are now running on what 
they call an experimental basis in 
their typical ultra-conservative man- 
ner. The problem that worries the 
government's broadcasting corporation 
right now is how to finance future 
telecasting; it’s estimated that a mod- 
est national program could cost more 
than $2 million a year. Commercially- 
sponsored telecasting will meet with 
stiff opposition and probably will re 
main a last resort. 


Politics Make Haste 


In Scandinavia, experimental sta- 
tions are operating in Copenhagen, 
Stockholm, and Oslo. The Danes are 
about ready to launch a national net 
work, hoping to build about six sta- 
tions. ‘There are politics involved 
here, too, since there is some urgency 
to get southern Denmark within the 
range of Danish stations before Ger- 
man transmitters take over that audi- 
ence. The Danes also are annoyed 
that they can’t collect TV license 
fees from listeners in southern Sweden 
who are within range of the Copen 
hagen station. 

Vienna is building a TV station 
this year, perhaps ready for operation 
next year. The Austrian government 
has elaborate plans for a national net- 
work, but they are now only in the 
planning stage. 

Spain has one transmitter operat- 
ing in Madrid with plans to build an 
other in Barcelona and link them. 


National Networks Coming 


As this roundup indicates, the Con 
tinent is well on its way toward na 
tional networks in each country. How 
long it will be before they provide 
a full range of programming, and 
there are enough listeners to make it 
a full-fledged operation in American 
terms remains to be seen. 

The question of sets versus pro- 
gramming is much like the color prob- 
lem in the U. S., a chicken and egg 
puzzler. The government-run TV cor- 
porations are heavily dominated by 
intellectuals in Europe, whose aim is 
a TV schedule for as much education 
as entertainment. It’s not likely that 
this appeals to European workers 


(Continued on page 150 
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y, of new products and proven money-makers to capture the fancy of 


¢ 
¢ 
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NEW Re a 
Nesco COOKRYTE Electric 
SAUCE PAN 


Your store will “buzz” with excitement when 
you Introduce this New Nesco Electric Sauce 
Pan in the 2-quort size! Built just like the 
bie Nesco Sauce Pan .. . this little “honey” 
has all the de-luxe features such as CookRyte 
temperature guide on handle, Nescontrol 
dial for exact temperature settings, Silicone 
treated so food won't stick or burn, and 
woter-sealed heating element. May be im- 
mersed up to the electric socket in tip of 
hondle. Complete with cord, cover and 
recipe book - - - Suggested Retail 


$79% 


vm 


MEW 
Nesco FRYRYTE Electric 
DEEP FRYER 


For customers who are quality-wise and 
budget-conscious! Here's the new NESCO 
Deep Fryer . . . in 4-pint capacity . . . hand- 
somely crafted in hammerloid finish with 
complementary trim. Self-draining deep-fry 
food bosket is complete with safety-tool han- 
dle. Built-in thermostat dial keps tempera- 
tures proper. Complete with cord, cover and 
recipe book - - - + Suggested Retail 


$419 


a 
Nesco COOKRYTE Electric 


DOUBLE BOILER 


There's nothing like it on the market! Same 
unit as the 2-quart Nesco Electric Sauce Pan 
.. . BUT... with the added feature of the 
polished aluminum inset. It, too, is Silicone 
treated. This unit is double stacked . . . with 
buying appeal for customers. Complete with 
cord, cover and recipes Suggested Retail 


$32°5 


SEE, STOCK 
and SELL 


Customer 
Approved Electric 


© 1955 NESCO, EXECUTIVE OFFICES, MILWAUKEE 1, WIS. 


You Are Always RYTE...with Nesco 
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Here's plenty of hone 
' pom ft 


oe Here's proof of Nesco’s leadership . . . an outstanding array" 
America’s homemakers! They're all beauties! They're priced 


~ competitively! They’re the RYTE line to sales and profits. 


» Yes, at Nesco.. . there’s plenty of honey to make you money! 
~ 


Appliances by Nesco. 
Order from your 
Nesco Distributor. 
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Electric Fry Pan 

New and completely 
automatic, King-size, 
Chrome finish. Complete 
with cord and recipe 
book $24.95 retail. 
With Cover, $27.95. 





Super Deluxe 
Electric Roast Ryte 
For those who want 
the best. . . this big 
20-qt. fully automatic 
Roast Ryte cooks 
everything. Complete 
with all the finest 
features, With 5-pc 
cook set, cord and 
recipes. . . $79.95. 


/ 
1 ae 
.¢ 
o* 
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Nesco is doubling its sched- 
vle of national advertising 
... week-after-week in Sun- 
doy newspaper magozine 
sections, ‘‘Parade'’ and 
“American Weekly’... plus 
“Good Housekeeping” to 
help you sell the complete 
line. 


PROFITABLE PROMOTIONS 


New profitable promotions 
to stimulate sales of Nesco 
appliances in your store are 
being introduced regularly. 
These ideas ore “honeys! Be 
sure you get the money-making 
details from your Nesco dis. 
tributor. 


NEW RETAIL SALES HELPS 


Even Nesco cartons are ‘'Si- 
lent Salesmen”. What's more 
there's a completely new 
line-up of direct mail, cata. 
log pages, envelope stuffers 
and newspaper mats to help 
you sell the complete line. 


NESCO 


LEADING QUALITY LINE 


Nesco is outstanding in the 
manufacture of best quality 
merchandise. First to produce 
on Electric Roaster... first in 
style and design of decor- 
ated and galvanized ware 

..and first in the hearts 
of America’s homemokers! 











Electric Sauce Pan Electric Tea Ryte 


New, big holds 10-cup capacity for all 


4-qts, Completely hot beverages, 
automatic, Finished in Gleaming chrome 
polished mirror 


ot only $34.95 retail, With matching tray, 
sugar and creamer 


$39.95. 


finish, Complete with 
aluminum. Cord and cord, tea basket and 
recipe book included recipes $29.95. 


Electric Deep Fryer 
The “original” 
with exclusive Netco 
features such as 
automatic dial control, 
Drain-Lok'’, filter well 
4 or 6-pt. capacity 
Priced from $29.95. 





Deluxe Electric 
Roast Ryte 
Automatic with all the Just right for parties 
features of the Super and buffet service. 


Super Deluxe 
Round Cook Ryte 


Deluxe Roost Ryte 
except clock timer, 
18-qt. copacity 
Complete with 5-pc. cord, cover ond 
cook set, recipes and = recipes. Suggested 


finish, thermostat 


cord. Suggested retail retail price $20.95. 


price $44.95. 


2%-q). size. Chrome 


control, Complete with 


Super Deluxe 

Oval Cook Ryte 

Big 6-q!. size with 
thermostat control and 
automatic signal light. 
Titanium enamel with 
aluminum cover, 
Complete with boke 
rack, cord and recipe 
book. Suggested 
price $29.95. 
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How you can put 


PUNCH 


in your selling 





Start 
with 


sales 
people 


fully trained 
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Demonstrate SPEED and ECONOMY 
of gas ranges 








i a lg = EI 


1955—ELECTRICAL 


MERCHANDISING 

















-TWO TO PUT 


RANGE SELLING” 





























Demonstrate QUICK CLEANING 
and all the other advantages ° 
modern automatic GAS cooking 





says DON GABBERT, Vice President, NARDA; 
President, Gabberts, Minneapolis 


KEEP your sales staff in training with the tested 
e film ‘New Ways To Sell Modern Gas Ranges.’ 


9 DEMONSTRATE right on your sales floor the many 


e outstanding improvements in modern gas ranges. 
FREE BOOK shows 15 tested ‘Quickie Demos’ 
that build sales. 


“If your gas range prospects knew today’s modern, 
automatic ranges as well as you do, selling would be 
no problem. But they don’t. With hard, two-fisted selling 
methods you can take fullest advantage of the multi- 
million dollar sales opportunity today’s automatic gas 
ranges offer you. 
“You need fully trained sales people that know ranges 
as well as you do yourself. Best way to get them is to 
use the tested sales training film ‘New Ways To Sell 
Modern Gas Ranges.’ 
“You need to show the difference between today's ranges 
and the OUT-DATED UNITS STILL IN USE BY 
ONE IN THREE HOMES. How? By taking three 
simple steps: 
connect up a live range on your sales floor 
use the 15 tested ‘Quickie Demos’ that 
make sales for you 
use the helps the AGA and your range man- 
ufacturers have ready to work for you.” 
xk * 
You can get full information about these selling aids 
that put the knockout punch into gas range sales by 
talking to your local Gas Company or your Range Manu- 
facturer or mailing the coupon below to: 


GAS APPLIANCE 


Range Division, 60 E. 42nd St., New York 


"SHOW the difference 
SELL the difference 


in modern automatic gas ranges” 














Demonstrate COOL kitchens 
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: GAS APPLIANCE MANUFACTURERS ASSOCIATION, INC. 
1 Domestic Gas Range Division 
} 60 East 42nd Street 
| New York City 
: i want to doa two-fisted selling job. Please eon a 
J your FREE BOOKLET “Quickie Demos thot SELL” an 
{1 information about the training film. 
i 
{ Nome 
| Address 
' City ssianie Zone..... State 
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= INSTALL VENT HOOD 
THROUGH WIMOOW, 
WAAL, O8 HOUSE SHi 


it's NEW! 


tHE SUPERIOR . 


MLASURT OS TANCE 
(20M VENT HOOD 
TO oevER 






































Tested and approved by leading dryer manufacturers 


Provides simpler, faster, more economical outdoor venting 
EACH FLEX-VENT KIT CONTAINS: 


> A tailored length of gleaming white flexible 
ducting .. . washable and flameproof 
" A weatherproof all-aluminum vent hood with 


’ 


built-in automatic damper 


> - _ 


Clamps, screws and easy-to-follow instructions 


INSTALLATION OF 
OuTDOOR VENT 
COMPLETE 


. ’ y i cmen 
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any more than it would to the average 
U. S. citizen. 

Last June, a new element entered 
this picture: Eurovision. Largely the 
idea of French RTF officials, it is a 
network linking eight countries 
Britain, France, Belgium, Netherlads, 
Germany, Denmark, Switzerland, and 
Italy. Programs originate in one of 
the eight countries and are transmitted 
to all the others. Now the network 
is lined up two or three times a week, 
no small technical assignment, since 
the signals have to be “translated” 
at Lille for the three types of stand- 
ards. 


From Spectaculars, More Interest 


Eurovision has presented some real 
spectaculars: Christmas Fve Mass at 
Notre Dame in Paris, the opening of 
the British Parliament, an Easter mes- 
sage from the Vatican, and the Dutch 





By Comparison with the U. S. 
European Set Ownership 
is Still Small 


Operating 








Country TV Receivers 
Britain 4,500,000 
Italy 155,000 
Germany 99,634 
France 100,000 (est.) 
Sweden 5,000 
Switzerland 4,457 
Netherlands 4,000 
Belgium 4,000 
Denmark 3,000 
Spain 700 
Norway 300 
Austria 100 
TOTAL 4,876,191 


TOTAL U. S. 33,200,000 


(from Business Week) 





Queen Juliana and her children at a 
garden party Probably more im 
portant to the mass audience, it has 
transmitted international soccer 
games, ski-jumping meets, horse 
jumping, and other sporting events 

This kind of programming rela 
tively inexpensive, has fired the im 
agination of many a European worker. 
And it may be that Eurovision will do 
what the government TV officials 
haven't been able to do. There’s not 
much chance of the European work- 
ers’ standard of living rising so rapidly 
in the next few years that TV in his 
budget will occupy no greater place 
than a set does in a U. S. worker's 
pay. But there is the chance that, 
fired by a keen interest, he may be 
willing to put a greater share of his 
income imto a receiving set—appar 
ently that’s what’s happening in 
Britain 

There’s also another angle to Euro 
vision. No one expects it to wipe out 
West Europe’s boundaries, but a 
mass TV audience in the whole con- 
tinent watching the same program 
could become a real cultural bond 
between the nations, perhaps do more 
for Western European unity than all 
Europe's statesmen End 
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for ‘5S! 


SUPER-COOLING .. . reserve capacity setting gives 
25% more cooling when needed . . . more comfort faster. 


SUPER-QUIET . . . normal operation is unbelievably 
quiet... you can keep wonderfully cool and sleep. 


SUPER-EASY TO INSTALL. . . anyone can install the 
Deering in minutes . . . meets all requirements from flush 
inside to flush outside. 


QUAD-GRILLE . . . new outlet grille is four times as 
large . . . distributes cool air quickly and evenly . . . 
“double deflection’ eliminates drafts even 24 inches 
away from unit. 


NEW COMPACTNESS .. . overall size reduced near- 
ly 50%. 


COOLS IN 4 MINUTES... fills average room with cool 
air in just four minutes. 


THERMOSTATICALLY CONTROLLED .. . to maintain se- 
lected temperatures . . . now included at no extra charge. 


COLOR HARMONY .. . soft swan gray with contrasting 
grille and trimmed with a touch of gold, blends with 
both modern and traditional furnishi 





NEW LOW PRICES . . . Deering prices are $40 to $80 
lower. High dealer margins maintained. 


5-YEAR WARRANTY on refrigerant system. 


STOCKED BY LEADING 
DISTRIBUTORS 
EVERYWHERE 
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Less Inventory... 
No Lost Sales... 
Maximum Profits! 


SS INVENTORY .. . one model serves either 
casement or conventional window applications. No need 
to carry more than one line or more than one model, 

REATER Si VOLUME... the only practical, all 
purpose unit for installation in any window without modi- 
fication or mutilation of window frames, Fits ALL windows! 


MEATER PROFITS .. . DEERING protects its dealers 
with full trade discounts. You save on easy installation too 
..» far more profit. 


DEALER-DESIGNED PROMOTION .. . powerful selling 
and merchandising aids supported by dominant local 
newspaper advertising. 


BIG PRICE ADVANTAGE .. . high quality, low price 
made possible by DEERING pioneering. 


\| 
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For the action you want on 


THE CHICAGO 
SALES POWER NO 


CAN EQUAL! 


YOUR advertising starts maximum sales action on both sides of appliance 











store counters when you place it in the Chicago Tribune. 


The ‘Tribune is the primary source of buying information in the multi-billion 









a aealintic al dollar Chicago market. It is Chicago’s top hard lines medium with consumers, 


Gupenctiores OF genera: retailers and manufacturers. 


advertisers of housing 


oquipmend & eupptes The chart shows how general advertisers of appliance store products recog- 


and radio & television 


sets placed in each nize the greater selling power of the Tribune. They place more of their promo- 


Chicago newspaper 


bi sets tion funds in the Tribune than in all other Chicago newspapers combined. 

Advertising in the Tribune pays off most effectively for you when you de- 
velop it with the help of a Tribune consumer-franchise plan. With our intensive 
knowledge of the Chicago market we can make every promotion dollar you 
invest in Chicago more productive. 

By making use of a Tribune consumer-franchise plan, hand-tailored to their 
situations, dozens of advertisers have increased sales and achieved stronger 
market positions in Chicago. Why not ask a Tribune representative to tell you 


the complete story? 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


60.8% 18.4% 1 1% 9.7% Chicago New York City Detroit San Francisco los Angeles 

A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 
CHICAGO CHICAGO CHICAGO CHICAGO 1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg 155 Montgomery St. 3460 Wilshire Bivd. 
TRIBUNE DAILY NEWS AMERICAN SUN-TIMES SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 Garfield 1-7946 DUnkirk 5-3557 








MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 





YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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both sides of the counter... 


TRIBUNE DELIVERS 
THER MEDIUM 


You get more action these four ways! 














Your biggest 
audience! 


Your advertising in 
the Tribune reaches 
hundreds of thou- 
sands more families 
than are reached by 
any other Chicago 
newspaper. Tribune 
readers buy the bulk 
of the appliance store 
products sold in Chi- 
cago. 


3. 


First with the 
trade! 


When you use the 
Tribune you give 
your salesmen a 
prime sales point to 
use with Chicago 
dealers who know 
the Tribune is the 
best medium for pro- 
ducing cash register 
results. 











2. 


Your best 
prospects! 


Chicagoland families 
depend on the Trib- 
une for the shopping 
information they 
want when they are 
ready to buy. They 
know it contains Chi- 
cago’s largest selec- 
tion of home mer- 
chandise offers. 


4. 


More dealer 
support! 


Dealers step up mer- 
chandising activity 
for your line by using 
your Tribune adver- 
tising in their win- 
dow and store dis- 
plays. They know 
such tie-ins pay off 
with more traffic and 
more pre-sold pros- 
pects. 




















WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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fits f NOW! 
rotits for you. .’ 
Quality, utility, price - and not competitive 
with anything on your shelves. That’s why 
by Tole d y hy ot Handyhot - Silex appliances sell wherever shown. 
Profits for you the year ’round 
- with year ’round sellers! 









| 


—~ 
/O Hy 
the appliance that Ww 


millions of women want 
and now can afford 


Blendette 


Versatile, practical kitchen tool! Blends, 
beats, mixes, purees and whips. A per- 
fect gift - priced right for fast turnover! 
Packed with brilliant self-display carton. 
Ac. UL. Cat. No. 2001. 


$14.95 us: 


delicious ice cream 
made in your refrigerator 


Freeze-0:-Tray 


\ ee 
Ice cream the modern way, electrically - and alte 
automatic! No stirring, no beating - shuts off rs 
when mixture is soft-frozen. Fits into any \ 
modern refrigerator. Ideal for frozen des- 


serts. AC. UL. Cat. No. FT-1. s “ oh | 
18.95 List " | 










ae, 














HANOYBREEZE FANS ELECTRIC COFFEEMAKER ICE CREAM FREEZER PORTABLE ELECTRIC WASHER 
A full line of quality fans Deluxe features at low cost! Real old-fashioned ice Over a Million sold! Big 
at modest prices! Window B-cup “Aiken” model with cream! Electricity does the washer performance. Auto- 
and table models from 8” semi-automatic stove. Gift work. Makes from 1 to 4 matic timer. Handles all 
to 20” size. ac. UL. Prices from packaged. ac. ut, Cat. No qts. in minutes. Cat. No. baby’s needs. Self Display. 
$6.95 to $69.95 List EAI-8B $13.95 list 2204. ac. UL. $26.95 list AC, UL, No, 2602 $39.95 list. 





Handyhot 


See these and many more Handyhot-Silex appliances 
at the Chicago Housewares Show ~- Booths 145-155. of the MELE X compory 





also: The Silex Co., Hartford 2, Conn.; The Silex Co, Ltd., St. John’s, Quebec. ricage S88. Uline 





Used Refrigerators 








CONTINUED FROM PAGE 92 


replacing old models with new. 

By the next year, Sussman was 
forced to convert a second-floor sales- 
room into a warchouse for second- 
hand refrigerators. That year, he sold 
$30,000 worth of them. The next 
year, his sales rose to $50,000, climbed 
again in 1952 to $70,000, to $85,000 
in 1953. 


Full Time Service Staff 


l'oday, Sussman maintains a regular 
staff of five full-time servicemen who 
do nothing but recondition and _ re- 
paint used refrigerators. His service 
department at the rear of the store 
contains a complete line of parts, even 
an “oven’’ where newly-repainted 
boxes are baked. 

Every one of National’s used boxes 
are sold with at least a 90-day guar 
antee. “We rarely have to “service 
them again before a full year is up,” 
says Sussman, “and the guarantec 
makes a fine sales point. Each ma 
chine is tested for three days under 
full operation before we put it on the 
floor.” 

Sussman likes to boast it’s a rare cus 
tomer who can tell the difference be 
tween a new model refrigerator and 
one of his later model rebuilts. ‘To 
prove his point, he intermixes new and 
older models on the floor, defies cus 
tomers to tell which is which. Few 
can 


No Halt-Breeds 


Sussman also finds that pushing 
used box sales on his floor doesn’t 
hurt business in new models. “The 
two are an entirely different breed,” 
he claims. “A customer who wants a 
new box rarely can be traded down to 
a used box. More often than not, it’s 
the one shopping for a used box who 
can be steered to a new one.” 

A favorite trick of Sussman’s is to 
demonstrate a new and used box side 
by side. Both are stocked with foods 
since he believes a refrigerator looks 
unnatural without food. Customers 
invariably exclaim upon how favorably 
the old model compares with the new 


Profit Margin High 


Profit margins on used refrigerators 
are usually high. ‘Trade-ins are no 
problem with Sussman since he knows 
immediately what they will bring 
when reconditioned. National's used 
boxes are priced all the way from $30 
to $125, depending upon year, condi- 
tion, and parts and servicing required 
So careful is Sussman of his reputation 
in used boxes that he will often dis 
mantle one completely or discard it if 
he feels it can’t be rebuilt satisfactorily 

Most sales are in the $50-$75 
bracket except for South American 
business. Home bars, especially in 
newer homes, often bring in $100. 
Promotion and advertising generally 
run somewhat below the accepted five 
percent of sales. In 1954, Sussman 
spent $3500 in a his used 
boxes. This year he expects to spend 
$5000—because he feels his sales will 
warrant it. End 
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More Maytags have been sold than any other 


washer made! (that’s more than 9 million—and they're selling 
3 faster than ever) 





More Tide is used in automatic washers than any 


other washing product! (and it’s selling faster \) 
& than ever, too!) 








Offer a woman two things she likes and you've 
got a business-building wonder! And that's 
just the word for the Maytag Spring Party! 


Watch this Maytag celebration swing way out and 
bring in the biggest profits you’ve see yet! 


SPECTACULAR TELEVISION! We mean it! We’re 
making May a real Maytag month on TV. It’s Martha 
Raye for Maytag, May 10! And a stupendous NBC 
Color Spectacular with top stars like Kay Starr, Judy 
Holliday, Herb Shriner on May 22. Plus 13 Maytag 
commercials on Loretta Young and other Tide TV 
and Radio Shows. 


OUTDOOR! In 180 top markets! Big effective posters 
to bring the women in. More posters you can use for 
your own imprint, too. 


LIFE! Watch for our big announcement 4-color 
spread! And we'll have ads in Farm Journal, House- 
hold and Progressive Farmer, too. 


NEWSPAPERS! Find out now how you can tie in! 
Here’s a chance you won’t want to miss! And a riot of 
colorful point of sale materials to make more sales 
at your store. 


Come! Wade through the “long green” with 
Maytag in Maytime! If you'd like to make 
more money with Maytag, ask about a 
dealer franchise. Write to The Maytag 
Company, Newton, Iowa. 











extra good sales. The distributor sends 
over demonstrators and repre- 
sentatives to help out during the pro- 
motion 


sales 


Sometimes we give away a valuable 


prize, such as a vacuum cleaner, dur- 
ing the promotion. Shoppers are 
isked to register and are given a 


demonstration, with appropriate liter- 


ature, during the registration. The 
registration list is, of course, a tailor 
mad ter of prospects for future 


No Let-up Allowed 


that his 
( Campaign 1S successful, Miller 
consistently checks on its progress. He 
talks with his sales force to determine 
the reaction of buyers, the drawing 
power and effectiveness of his advertis 
ing and to check on his inventory. He 
also evaluates the enthusiasm and sell- 
ing ability of his clerks and, by check 
ing on the demonstrations, is able to 
suggest ideas and innovations which 
improve them or make them 
mor impressive to the customer. 
We can’t let up in any way,” de- 
Miller. “If a demonstrator, for 
iny reason, must leave her post for a 
while, another immediately takes her 
No potential buver is ever left 
cooling her heels to be waited on or 
given a demonstration, if it can be 
helped. We believe it is careful atten 
tion to such details that help make our 


ln order to make certain 


; 


will 


clare 


place 


promotions go over as well as they 
do 

One of Miller’s best results with 
the ‘‘try-it-and-buy-it” plan came last 
year during the first two weeks of June 
when he used it on 12-inch circulat 
ing fans. He staged a “Fan Fair’ right 
it the time the weather had begun to 
get hot and sultry in Mobile. He 
made a special buy in fans which re 
tailed for $10.95 and advertised them 
on 15-day free trial. Easy terms were 
ff ind featured in all of the firm’ 

Free Prize Fan Offered 

Ihe “lan Fair’ was launched with 
fanf of publicity and advertising; 
if prize of a fan was offered to 
registrants and General Electric had 
extra sales representatives and demon 
trato on hand to assist the cam- 
paign At the end of ten days, Miller 
found he had sold a total of 193 fans 


ind that the customers were asking for 
a 

Display of electric housewares is an 
important factor in making Miller's 
promotions a success. A special dem 


onstration counter, manned by a dis 


tributor representative, is set up Oppo 
ite th levator on the fourth floor 
of the store, where the electric house- 


wares department is located. Anyone 
who enters o1 the elevator is 


bound to be exposed to the demon 


ke aves 


strator in action. Other counters and 
shel present studied arrangements 
ind groupings of all types of small ap 
plian cs 

Miller’s ability to sell $20,000 


ELECTRICAL 
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$20,000 a Year in Housewares 





worth of electric housewares in Mo 
bile (pop. 165,000) from an 
expert knowledge of appliance met 
chandising gained in his 30 
of experience in the field. 

Mr. Miller has been 
with Hammel all of his business career 
and has headed the housewares de 
partment since 1939. He therefore 
is in a position to know his potential 
buyer very well. 


comes 
years 


associate d 


Better Sales From Fewer Lines 


“T have found that by sticking to a 
few lines and not trying to handle 
everything in the book, you get better 
results in selling, buying, demonstra 
tion and every other phase of mer- 
chandising electric housewares—as well 
as better cooperation from the distrib 
utor and the manufacturer,” he de 
clares. “You've also got to have 
adequate space in which to present 
your wares. Any electric housewares 
department which is sandwiched away 
between the furniture and the girdles 
is doomed to failure. A department 
store should devote at least one-tenth 
of its general housewares department 
to electric housewares. Here at Ham 
mel’s our space is about one-eighth of 
the general space. Also necessary to a 
goods department is a trained and ade 
quate sales force which attends regu 
lar sales meetings, studies the product 
it sells and is compensated adequately 
for its selling efforts.”’ 

Miller has found that there are few 
types of electric housewares that can 
not be sold on the ‘“‘try-it-and-buy-it”’ 
plan 

He declares that his percentag: 
of returns has been very small on ap 
pliances taken out on approval—so 
small, in fact, that he writes it off as 
negligible. During the fan promotion 
last year, for instance, he had to pick 
up and return only one fan out of the 
cores taken out on approval by po 


tential buyers 


New Ideas wet a Chance 


Miller maintains a carefully trained 
and experienced sales force of ten peo 
ple in the housewares department, 
with additional personnel when 
needed during promotional periods 
Officials of Hammel’s allow him a 
free hand in running the department 
and he is thus able to execute new 
ideas and innovations in selling elec 
tric housewares when he feels they 
will produce good results. He is al 
lowed a generous budget for his adver 
tising from both the store and his 
participating distributors. All of these 
factors contribute to his excellent sales 
record of $20,000 annually in 
ippliances. 

“The department store is the ideal 
igency for selling electric housewares,” 
Miller concludes. “because most of 
the buyers already have their credit 
established and are familiar with our 
housewares line. On the customer's 
side, he trusts the established name of 
the store as well as the name brand 
of the appliance he buys.’ End 
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PRESENTS. 


“perking”™ 


only. 
approved 


hot. Exquisitely styled 


quality aluminum 


Underwriters’ 


“A e Bea a“ tifu [ 


“EASY-FLO” 
ALL-AUTOMATIC 
ELECTRIC PERCOLATOR 


Completely avtomatic! 


Brews 4 


to 8 cups of perfect coffee. Stops 
when coffee is done 


then keeps coffee drinking 


in finest 


Cool, non-slip 


bakelite handle. Operates on A.C 


Laboratories 


and these Outstanding 
RANGE ACCESSORIES 





“POPPIT'’ CORN POPPER 
WITH AGITATOR 
Pop's corn in a jiffy. Fun to 
use — just turn handle to 
operate agitator so that 
every kernel pops. Polished 


aluminum; bokelite handle; 
capacity 3% qts. 





The perfect partners for the modern range! 
signed to prepare foods the waterless way — healthier and 
better tasting. Perfect cooking results ——- makes meal prepara 


tion easier. 





JIFFY -SERV 


Heats foods on top of range 
— keeps them hot at the 
table. Wonderful for buns, 
muffins, etc. Marvelous for 
crisping Or freshening. Pol 
ished ‘Gluminum; bakelite 
handles 


i 
a 


Chrome 
Ploted 
Solid Copper 





PUSH-BUTTON 
SINGING 
TEA KETTLE 


Superbly styled in 
CHROME-PLATED SOLID 
COPPER. Heats fost 
cleans easily. Push-button 
lifts spout cop — to fill 
or pour. Sings when 
water boils. Capacity, 
2% qis 


1). ncn 
CHicnen fevee 


Scientifically de 


Extra heavy-weight aluminum; bakelite handles 


with hang-up rings for easy, space-saving storage. 
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They're here—the most modern trucks on the road— 
ready to tackle your toughest hauling and delivery jobs! 
Ready to perform faster, better and with new cost- 
cutting economy! Look at the many new light- and 
medium-duty advances ready to work for you right now! 


New Work Styling—a new approach to truck design! Here 
are the first light- and medium-duty trucks with their own 
individual styling to fit the job. New panel truck design is 
especially fresh and functional! 


New “high-voltage” engines —with a new 12-volt electrical 
system and many more advances. Count on quicker, surer 
cold-weather starting —and finer going. 


New Flite-Ride Cabs —with a new Sweep-Sight windshield 
(a wider, safer view!) . . . new concealed Safety Step running 
board . . . New High Level ventilation . . . and broader, 
softer seats in a more durably constructed cab. 
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New frames— many times more durable, and of 34-inch 
standard width to accommodate special body installations. 
These new frames have completely parallel side members 
and greater strength and rigidity. 


New suspension —both front and rear, provides a smoother, 
more stable ride—a ride that’s more comfortable for the 
driver and far easier on the load. 


New Power Steering, Power Brakes— Make driving easier 
—reduce driver fatigue! Power Steering is available as an 
extra-cost option on all models— Power Brakes are standard 
on 2-ton models, optional at extra cost on all others. 


EVER ANNOUNCED $ 
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New Overdrive, Truck Hydra-Matic — Overdrive now avail- 


able as an extra-cost option on '4-ton models! Truck Hydra- 
Matic on \4-, *4- and 1-ton jobs! 


Tubeless tires—at no extra cost on 14-ton models! New 
tubeless tires give you greater protection against a blowout 
.. . deflate more slowly when punctured. 


And announcing the new Cameo Carrier — the first really 
beautiful truck ever built. You’ve never seen anything like 
it before! Your Chevrolet dealer will be proud to show it to 
you along with the complete new Task-Force line... . 
Chevrolet Division of General Motors, Detroit 2, Michigan. 











WESTCLOX 


introduces G new electric clocks 


and 2 new ways to sell ’em! 


1. SPICE ELECTRIC WALL CLOCK 
Bright and modern, 514" dial 
Polished aluminum two-toned 
metal case in red, white and 
yellow colors, retaile at $4.95. 
Gleaming copper-finished case 
to meet currently-popular 
decorating trend. $5.95. 


= ZEST ELECTRIC WALL CLOCK 
Dashing in design and color. 
5%" high. Non-breakable 
crystal, Surplus cord cleverly 
concealed in back. Gleaming 
white plastic case sets off 
unique dial in red, charcoal 
or yellow. Retails at $6.95. 


3. PIPER ELECTRIC ALARM CLOCK 
Only 314" high. Tiny brass- 
finiah “‘legs’’ support stream- 
lined metal case. Single knob 
sets both alarm and time. Ivory 
or saddle brown finish, Plain 
dial retails at $3.98, luminous 
dial $4.98. 














LucKY "7" 
WALL CLOCK ASSORTMENT #711 
Weatclox newest wall clocks. 
Includes Prim (green), Prim 


(chrome), Spice (yellow), two 
Spice (copper), Zest (red) and 
Zest (charcoal). Eye-catching 
FREE masonite panel (24" x 32") 
may be used on counter or mounted 
on wall. Brackets furnished. 


Dealer cost $25.30 


For your protection Westclox products are Fair Traded in all 


PIPER ASSORTMENT #900 

A complete sampling of Westclox’s 
newest electric alarm, the Piper. 
Two Ivory finish plain, and one 
luminous, Two Saddle Brown fin 
ish plain, and one luminous. Attrac- 
tive FREE merchandiser makes 
colorful display of four Pipers on 
counter or in window. 


Dealer cost $17.10 


states having Fair Trade laws 


WESTCLOX 


made by the makers of BIG BEN  propucts or a CORPORATION 


LA SALLE-PERU, ILLINOIS 
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How G & G Appliance 





they are carmming mor 
of increased volume. Kach man is now 
earning at a rate of $5-$10,000 a year, 
and both are pitching in to he Ip sell 
the added volume G & G is deve lop 
ing 

ven with 
men now have 


money because 


lower prices, the sales 
to work harder and do 
a more alert selling job. ‘They need an 
up-to-date knowledge of the cost 
price of every item in stock, and must 
be prepared with alternative models o1 
brands for customers who cannot be 
sold at the G & G price for the item 
they want 


How Selling Works 


How prices are arrived at can be 
seen through the example of a typical 
top brand washer which lists at 
$339.95. This list price is the “‘start- 
ing price” from which deals are de- 
veloped. 

With customers who are “looking 
for a washer,” the salesmen makes an 
honest effort to sell this machine on 
its merits, not its price. If price re 
sistance develops, the salesmen offers 
another model, another brand, or, if 
necessary, a discontinued model which 
can be offered at a really attractive 
price. But in many cases they are abl 
to sell the original $339.95 washer at 
a price above $300 

For the customer whose primary in 
terest is price, th 
price approach. The customer usually 
asks, “What kind of a deal can you 
make me on this washer?” 

The salesman’s answer is a direct 
question: “How much do you want to 
buy it for?” 

Many prospects quote a price at this 
point and, although the salesmen ar 
continually surprised, often this price 
is ac ceptable toG & G. When it isn’t 
the salesman price, 
points out that the difference is only a 
few dollars, and stresses the value of 
the brand, of G & G’s reliable service 
of the convenient terms, and so forth 

“The doesn’t 
really want to buy in a discount 
house,” explains Goldstein, “but he 


salesman uses a 


mentions a fain 


average customer 
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Cut Cost 





wants to use the prices being offered 
by discount houses as a wedge to mak« 
a more favorable deal with the appli 
ance dealer. We know that the cus 
tomer prefers to buy from us, and that 
enables us to sell at a fairly 
iverage margin.’ 

Although the store’s location at 6] 
Orange St. is on New Haven’s “‘appli- 
and most customers shop 
from store to store, more than 25 per- 
cent of the G & G floor traffi 
results in sales. This is a considerably 
higher average than the firm had in 
1953 

“We're at the end of the block,” 
ays Goldstein. “When they get here 
they're anxious to make a deal if they 


good 
» 


ance TOW 


now 


can settle on a price. Of course, we 
sales without too much 
price concession by suggesting other 
brands or models when the customer 
argues for a low figure. Naturally we 
retained the best known lines when we 
cut down, so the switch is made easy 
by the fact that we're still offering a 
reliable make. In the end, we make 
most sales at a fair profit whether they 


buy their first-choice not.” 


try to close 


model Or 
Complete Home Sales 


One exception to this has been an 
increasing business in complete home 
sales, involving several appliances and 
one or more rooms of furniture 
deal 
sarily at a minimum margin 

“While our reputation and finan 
ing help us get that business,” says 
Goldstein, 


in one 
This business is handled neces 


“price 1 in important 


factor, as it is in almost every sale we 
make today. ‘To offer competitive 
prices we've cut overhead not only in 
major economy mov but by re 


examining every type of expense w 


have lor example we put our offices 


ind shipping department heads on a 


ary rather than hourly pay basi: 

they're more secure and do a better 
job with less overtime and less extra 
help We have our expenses down 


from 29 percent to 17 percent now, 
ind the percentage | still going down 


is volume ris Iend 
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the 


EAUTIFUL BUY 


in automatic home laundries 
oe 





All set? .. . You bet! Here’s 
the bright line, the tight 

| line, the right line for you! 
ee | . ") Backed by the strongest 
ee E . promotion in Hamilton 


history ... headed straight 





for an encore on ’54’s 

ia “sell up” performance... 
and beautifully dressed for 
the party! Best of all, there’s 


a feature role ready for you! 














Top of the line—the beautiful, big 
Hamilton ‘300’ Mighty hard to walk 
past, with its Caribbean Blue control 
panel, set off against polished silver, 


e and accented with gold! The Hamilton 

Ae *300’ offers a choice of electric or auto- 
matic-ignition gas clothes dryers, and 

a line-up of “show ‘em and sell 'em"’ 


h as th e feat ures features unmatched anywhere. 
others can't have! 





in automatic washers— in automatic dryers— 





Soil-Seeking Water Action Carrier-Current Drying 

















Gentle, thorough, reliable agitator-action Hamilton's own air circulation system 
that gets every item in every load 80 gentle, so speedy, so different it’s 
spotlessly clean! actually protected by U. 5, Patents! 
Best buy for budget-shoppers—new 
Fresh-Fio Deep Rinse Fabri-Dial Temperature Control Hamilton ‘200° There's a bright new 
Constantly changing rinse water flushes No dangerous temperature guesswork look to the budget-priced Hamilton 
soil up and out, never back through the with magic Fabri-Dial, which shows the 200’ —all dressed up in polished silver 
freshly washed clothes! exact setting for each fabric! and Caribbean Blue for another 
record-breaking sales year! The new 
Spinaway Water Extraction Sun-&-Day Lamp "200° lets you pair either of two auto 
No stretch, no strain, no button-popping Clothes have the sweet, fresh smell of _— washers with slectric, aute 
clothes remain motionless, while summer sunshine all year long, thanks matic ignition gas or standard-pilot 
rinse water quickly spins away! to Hamilton’s own Sun-E-Day Lamp! gas dryers. 


& 
sell the name women know and trust Hamilton. 
the BEAUTIFUL BUY in automatic home laundries 


1955 
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OST COMPLETE NEW 
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Only Fresh'nd-Aire gives you positive 

push-button performance. Electromag 

netic solenoids open and close all vents 
and baffles automatically. No dials 


irom (tA -1e PetaloMaelulsliiaeli-teMeloll litt tilt 








CAPACITIES 
te a eo) 2) 4 TO CHOOSE FROM 





Heie's the most advanced, scientifically en 

gineered au .conditioner in the world. Just DELUXE MODELS. Eight automatic push-button 
controls. Gives you Hi-Cool, Dehumidfy/Cool- 
Fresh-Air Mix /Heater/Low-Vent, Night Air/Hi- 
caacaccaa Vent/Exhaust/Lo-Cool/Off. Automatic ther- 
mostat, factory-installed, is standard equip- 
ment. Available in “2, %, 1 and 12 TON 
CAPACITIES 


select the weather you want—push a button 
and get instant automatic control of room 


te mpe rature and air fataavilelitela, 





Here's perfect flush mounting actually 


hides behind draperies, does not extend 


CUSTOM MODELS. Offer deluxe features in 
heyond even the narrowest window sill: both appearance and performance. Have four 


Another exclusive Fresh nd-Aire feature @ @ oq automatic push-button controls. Give Cool- 
; Dehumidfy/Cool-Fresh-Air Mix /Ventilate/Off. 








Here s the most beautiful air conditioner in Available in 2, % and 1 TON CAPACITIES 


the world today 


STANDARD MODELS. Ideal where low cost 
cooling is desired. Have three push-button 
controls. Give Cool-Dehumidify / Filtered Room 
Air/Off. Available in %, 1 and 1% TON 
CAPACITIES 


Custom designed in colors of neutral pastels 
and polished gold. Complements the decor 


of the most luxurious home or office 


FRESH'ND-AIRE, OF AIR TREATMENT APPLIANCES 
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IN-THE-WALL PUSH-BUTTON AIR CONDITIONERS 


perfect for the growing new con- 
struction market . . . ideal for 
apartments, buildings, homes, 
motels . . . wherever in-the-wall 
installations are specified. 


FLUSH MOUNTED 
inside 
neutral sand-beige color blends 
perfectly with any room decor. 
Hinged upper panel allows for 


easy accessibility to remove and 
clean filter. 


FLUSH MOUNTED 


outside 


reduction of area exposed to sun- 
light and outside heat enables 
maximum cooling efficiency from 
unit, 


available in both %Ton and1Ton models 


NEW. .. tor use 


INSIDE THE WINDOW LINE! 


An accessory kit for use with any 
Fresh'nd-Aire window air conditioner. 
Solves installation problems where 
outside overhang is prohibited or 
undesirable. Window closes behind 
unit, Air conditioner stays inside 

the glass line. 


Write today for Fresh'nd-Aire’s tabulous new profit deais! 
FRESH'ND-AIRE Company, div. of 


COR 
221 North LaSalle Street Chicago 1, Illinois 
Toronto 10, Canada 








APPLIANCES 





mh: pe 
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Other famous Fresh’nd-Aire 
fans as low as *19°° 















el. A Disposer a Day 
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a No. 4F250 
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Vn (enero! ural. “It’s a coming thing and we like 
: {HH i to spend money on promoting volume 
‘ potentials,” they point out. 

‘Ur Although they had been operating 
on an entirely different basis up to 
this time, the Gustafsons immediately 
allocated funds to a large advertising 
budget: (a) A weekly advertisement in 
the Minneapolis daily paper, tvpified 
by the ad headed “Who Empties the 
Garbage at Your Home?” and show 
ing the unhappy housewife dumping 
the usual assortment of potato peeling 
and coffee grounds into a garbage can, 
while, for contrast, there was pictured 
a neat, cleanly automatic disposer; 
(b) radio tie-ups with high school 
basketball tournaments and other such 
generally popular events and, an an 
ticipated sponsorship of news broad 
casts; (c) stuffers used with ever 


They saw garbage disposers as a nat- 


Seer ee Oe 
“An average of six additional appli- 

ances will be sold to every home in 

America in the next 10 years . . .” 
George Meilinger, Appliance Sales 
Manager, Westinghouse 

SLOPE BDO DFID II I ID DO 


billing and to some 2,500 customers 
in between times (these are brochures 
and leaflets furnished by manufactur 
ers); (d) two salesmen out constantly) 
developing leads and contacting poten 
tial customers; (e) a standing offer of 
$3 to any employee who furnishes a 
successful disposer customer lead and 
full salesman’s commission if he or she 
succeeds personally in making the sale; 
(f) exhibits and displays at shows like 
the Home Builders Show. 

Use of television as an advertising 
medium is definitely planned. Other 
future plans include a new building 
with more generous showroom space; 
setting up of two complete kitchens 
where clinics and demonstrations will 
be held frequently, of course, demon 
strations of the advantages of auto- 
matic electric garbage disposal End 











And Nothing Can Be 
Done About It? 


It used to be that you couldn't 
get anybody excited about wiring. 
People were against inadequate wir 
ing the way they're against sin and 
the man-eating shark. But that was 
all. 

Then came the air conditioning 
boom, skyrocketing sales of big 
load small appliances like broilers 
and fryers. Dryers and freezers 
began to take hold. And all of a 
sudden wiring was a problem—be 
cause it was losing sales. 

So something had to be done about 
it. And something is. Just what 


SELL A LARGER FAN MARKET WITH COMPLETE DAYTON LINE 
- os _— N 






















will be reported next month by 
WRITE FOR E-M’s Chicago editor, Jack Lane, 
YOUR 1955 in a comprehensive article on how 
DAYTON FAN utilities are tearing apart the copper 


CATALOG curtain, 


Watch for it in the May 
MANUFACTURERS of Dayton Fans and Blowers — Dayton Electric Electrical Merchandising 


Motors—Teel Pumps*and Water Systems—Speedaire Air Compressors 
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WASH WITHOUT 


RINSE TUBS 


».. Fright in the kitchen! 


YOU HAVE 
SOMETHING 


Pre. 


It's a two-way “fill 'n drain” hose for your customers .. . 
an exclusive feature that packs real sales appeal. 

Fill the tub right from the kitchen sink faucet . . . no buckets, 
no extra hose. After washing, pump the suds water directly 
down the kitchen drain. It’s as simple as that! Quickly refill 
washer with fresh water for power rinse. 


No rinse tubs, no floor drain, no extra laundry room, 


ALSO EXCLUSIVE: 


Dval-Range, Constant-Pressure 
Lovell Wringer 

Only two settings — “high” and 
“low.” Juste flip the Le from 
one to the other. Sets maximum 


Pie Le beiaand 


the WOMANS FRIEND 


Cuper-Regent 


Washer model 55-SRPT (above) model 55-SKPT (all white) 
TIME — faster wash and rinse 
WATER -— uses 1/3 less 
Cayo SPACE — no rinse tubs needed 
STEPS — right in kitchen 


and better results with activated power rinse! 


There is still a big market for wringer washers in 1955 — 
well over 1,000,000 units will be sold! Don't overlook your 
share! Don’t overlook the better than 40% average profit 
(after freight) than can be yours with the factory-to-you 
Woman's Friend Line of six full-skirted washers! 


WASHERS 
Division of Central Rubber & Steei Corporation 
FINDLAY, OHIO 
More than half-a century building good washers 
New York Display Chicago Display 
Room 1506 3 


Space 175 
206 Lexington Ave. American Furniture Mart 





FENMITA-greatest name in radio—presents this 
ALL-NEW multi-purpose CALENDAR CLOCK RADIO 
...it tells the time, tells the day, tells the date 








->->A PROUD ADDITION TO THE 
QUALITY LINE WITH THE 
GREATEST CUSTOMER DEMAND 


IN THE ENTIRE RADIO INDUSTRY! 





Famous Zenith Long Distance AM, Zenith Quality Alnico 5 speaker, 
Wavemagnet® antenna, superb Zenith tone and performance. Has Sleep 
Switch, Radio Control Switch, Appliance Outlet, and the new calendar 


date feature. It's the T522. In White, Maroon, Green, Red, Grey colors. 
Zenitw’s all-new Calendar Clock Radio (the 


T522) is an all-round wonder of fabulous de- 


sign and beauty . . . but here’s the most impor- the superior features identified with this world- 








tant thing to remember. In any clock-radio, the 
big difference is in the radio. And in radios, 
Zenith is world leader! 

A Zenith clock-radio gives your customers a 


Kenith radio of superb tonal quality, with all 





famous name, backed by 36 years experience in 
radionics exclusively! It’s the big selling differ- 
ence for you to make the most of . . . the most to 
talk about, the most sales and, best of all, the 


most friends for your store. 
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The difference in clock-radios 


is in the RADIO itself. And for 


RADIO leadership the world looks to Zenith. 





NEW! R514. Zenith AM Clock Radio. Super- R519. Super AM Clock Radio. Appliance outlet, 
powered console tone. In colors of Green, Ivory and Sleep Switch and radio alarm. In colors of Maroon, 
Flame. In Swirl Walnut. Green, Grey, Flame and Ivory colors. 





R521. Deluxe AM Clock Radio. Appliance outlet, NEW! 7524. Super Calendar AM Clock Radio. Tells 
dialite, dimmer control, radio alarm. In Ebony, Grey, time, day, date. Sleep Switch, Radio Control Switches. 
lvory, Green, Maroon colors. Appliance outlet. Maroon, Vermilion, White colors. 








R623. Super Deluxe AM Clock Radio. Appliance out- 1733. Zenith FM-AM Clock-Radio. Adds crystal- 
let, dialite, dimmer control, alarm set, timer, radio clear Zenith FM to clock-radio utility. In Scotch Grey, 
alarm. In colors of lvory, Grey, Ebony, Green, Maroon. Maroon, Ebony colors. 


NITH 


) 
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for a record-breaking 
fan season 


x 


RTS WIND-O-VENTS 
22, 26, and 30 inch 


family of sizes, 

all two-speed, 
electrically-rever- 
sible. Belt-drive, 
quiet and powerful. 
Attic fan power, 
window fan 
convenience. 





Reed Wind-O-Vents cover the entire 
home comfort-cooling market from mansion to apartment, 
with sizes and models for every requirement. 
Reed dealers enjoy the advantages of complete line 
coverage, name-brand acceptance, full-profit and 
- complete customer satisfaction. 













RDD WIND-O-VENTS 
20 inch size, two-speed and 


two-speed reversible. 
Direct-drive, compact and 
streamlined. Complete 
with expansion panels and 
grille. Lustrous, baked-on 
enamel finish. 
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Kitchen Sales on the Spot 





pects feel the salesman is making a 
special visit and sales resistance grows. 

Third, he doesn't have to qualify 
his prospects. Although he carries a 
top quality cabinet line and _ sells 
mostly deluxe model appliances, Mas 
simino sells some jobs to families of 
families go be- 
yond their budgets to get extra qual 
ity. Massimino makes these sales be- 
cause he take time with 
prospect. 

Many kinds of prospects are at- 
tracted to his showroom. It faces a 
heavily traveled section of Route 4, a 
maim commuter highway with thou- 
sams of cars passing hourly. Large 
lighted signs atop the store can be 
scen for a distance in either direction. 
‘The main appeal to passing traffic is 
made by the interior displays—com- 
plete kitchens that show out in bright 
colors through the all-glass front. 

Visitors to the showroom all get the 
same reception. Massimino greets the 
prospect and conducts him on a tour 
of the displays. He points out the 
quality features of his cabinet line and 
appliances, gives some idea of the 
price range, demonstrates items the 
visitor is interested in, and asks about 
the prospect’s kitchen. Then Massi- 
mino makes this offer: 

“Tf you'd like to know what sort of 
kitchen we could plan for you and 
what it would cost, why not bring in a 
rough sketch of the room as it stands? 
Just get the overall dimensions approxi 
mately correct, and show the location 
of doors and windows. When you 
bring it in, we'll plan the layout and 
figure the price while you're here.” 

Of the many visitors to his show- 
room each month, Massimino esti 
mates that 100 are possible prospects 
for a quality custom kitchen. Of these 
100, about 75 come back with the 
rough sketch. 

Using this sketch Massimino can 
plan a kitchen, figure its cost, and 
show the customer what will go into 
it—all within the space of half an 
hour. If the customer appears seri 
ously interested, Massimino takes more 
time giving the full product story on 


lunited income. ‘These 


Cali CVCTY 
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cach appliance and going over the de- 
tails of cabinet layout. 

lew customers ate ready to buy on 
the spot. Before deciding, they want 
to check competitors’ prices, consider 
the layout, study their finances further, 
and choose between standard and de- 
luxe models of many items. Massimino 
makes no attempt to hurry the waver 
ing prospect into a deal. He files away 
cach estimate and plan, gets them out 
when customers return. 

In making preliminary estimates, 
Massimino plans the best possible lay- 
out but figures on standard equipment, 
explaining to prospects that “extras” 
will add to the cost. When he writes 
up a final price proposal, he goes 
through the list one item at a time 
telling the customer what options are 
available and what the cost is. Again 
the approach is low-pressure, but at 
this point most customers will spend 
a bit more to get just what they want. 

When sales are made, Massimino has 
to visit the home to take exact meas- 
urements, then do a drawing-board 
layout for his installation crew. Al 
though these jobs cut into his time, 
he says he can still make preliminary 
layouts and estimates for 250 to 300 
prospects per month if that many 
would bring in sketches. 

Up to now, Massimino has been 
estimating on 70 to 80 jobs each 
month in order to sell 10. But recently 
a good number of the prospects he saw 
a few months ago have been coming 
back, and filed-away estimates are turn- 
ing into sales, He expects to sell 15 to 
20 kitchens out of the 100 per month 
he’s currently estimating. 

Although it might appear that the 
lack of aggressive follow-up would lose 
potential sales, Massimino finds that 
most worthwhile prospects do come 
back. While they may eventually de 
cide that the price range is beyond 
their budgets, Massimino feels he is at 
least getting a fair chance to make 
each sale. Sticking to his showroom, 
Massimino says, enables him to present 
his sales storv in the most favorable 
surroundings to the greatest number 


End 


of prospects 








“FIVE HUNDRED DOLLARS WORTH OF RECORDS AND NOT A 
"GOODNIGHT SWEETHEART’ IN THE BUNCH.” 
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NEVER AGAIN A TIME LIKE RIGHT NOW TO GET 


INTO THIS EXCITING NEW FIELD! 


America’s leading manufacturer 
of farm milk coolers’ calls your attention 
to the amazing growth of bulk milk 
cooling —a mushrooming new market 





offering once-in-a-lifetime opportunity! 





Tyler announces 
absorption of the 


line and development of complete 


NEW line of WILSON 
HOME FREEZERS! 


(Niles, Michigan)—Two divisions of Tyler Re- 
frigeration Corporation have joined forces, it 
was announced here by Robert L. Tyler, Pres 
ident of the Tyler firm, and of Wilson Retrigera 
tion, Inc., Smyrna, Delaware 


Old Harder-Freez and Wilson lines have been 
discontinued—and a new Wilson Home Freezer 
line created, which retains exclusive and outstand 
ing features of former Harder-Freez and Wilson 
lines—for both farm and city markets 


Mr. Roy Geary has been appointed to head 
the sales activities of the new freezer line, with 
headquarters in Smyrna, Del. Wherever possible, 
both WILSON and HARDER-FREEZ distrib 


utors and dealers will be retained 


Get in touch with Wilson—some territories are 
available. Here is a fine freezer line, covering 
best-selling sizes and types, by an experienced 
independent manufacturer. The freezer market 
is coming back fast! You can go places with 
Wilson finest freezer values available backed 
by strong national advertising and promouon 
campaign! Get all the facts! 




















WIRE, PHONE (Smyrna 5651) 
OR WRITE TODAY FOR THE 
GREAT NEW WILSON STORY! 
Ask for Hal Wickham, Henry Shapley, 
Jack Wilson or Gordon Massey. 
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Pioneering done, but sales surface 
barely scratched! National sales in- 
creases of 200%, to 800% predicted 
by authorities for this year alone! 


*Wilson, an old hand in the milk 
house, leads with 25 years of farm 
refrigeration experience — 150,000 
farm refrigeration installations! 


JUST 5 MINUTES’ reading time, 


Starting now, will give you the high 
lights on one of those revolutionary 
new products that comes along only 


once in a long, long time! 


Bulk Milk Cooling originated in 
Calitornia around 1940... eliminated 
milk cans and heavy labor, improved 
milk quality and sanitation, benefited 
producers and dairies in many ways 
has enjoyed steady growth, spreading 
to all important milk-producing areas 
Now it has become an established 
trend in the dairy industry—and sales 


of bulk milk coolers to the dairy farm are 


about to explode into important proportions 


in anybody's book, 


Up to the fall of 1953, some 7,000 
bulk milk coolers had been sold 
by fall of '54, 6,000 more con. 
servative predictions for 1955 sales 
range from 12,000 to 50,000 units 
and this would only be a start in the 


big conversion to bulk! 


Get the full story from Wilson 
and, in the meantime, remember this 
vitally important fact—at a time when 
the entire industry had sold only 7,000 
bulk milk coolers, Wilson had sold 
well over 20,000 bulk and can type 
milk coolers based on the same refriger 
ation principles! Wilson has the farm 
refrigeration know-how, the full line 
with sales-compelling, advanced-de 


sign features! Wilson is setting the pace! 


Better look into this! Right now is 


the best time to get into this exciting 


new held with Wilson! 


America’s leading manufacturer of farm milk coolers (bulk and can) for 25 years! 


WILSON REFRIGERATION, Inc., SMYRNA, DELAWARE 





Division, Tyler Refrigeration Corporation 





WAILEOWN 


Freezers Can Milk Coolers 


NAME 


ADDRESS 


Rush information on opportunities in Wilson 


BULK MILK COOLERS 


Wilson Refrigeration, Inc., Department EM 4 Smyrna, Delaware 


| Bulk Milk Coolers Home 


DISTR DEALER 
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ITS HERE! TOP 
GIANT 21° TV 


EXCLUSIVE! 4 New Bendix Pat. Applied For Features! 


NEW 








NEW! 
NEW 
NEW 


THE 
DORCHESTER 
TSF21E 


Mahogany finished 
wood cabinet 21 

aluminized picture 
tube, Front speaker 
sound, 21 tubes, Choice 
of matching wood 
bases. VHP-UHF $20 


lint extra 


PAGE 172 


* 
- 


--- 
»* 
eee el 

















“Newly designed”, Bendix dual 
purpose tube, now combines 
for the first time, optimum 
operation of two vital tele 
vision receiving functions for 
a better, steadier picture 


"E-Z Kleen” Safety Giess. Gold 
“zip strips’ in front, quickly 
removed for easy glass clean 
ing. Only a 60-second opera 
tion. No screw drivers 


*"Ruggedized Picture Tube Support’. 
Internal cabinet bracing of 
picture tubes with safety strap 
allows moving of set from 
place to place without fear of 
damage to tube 


“Picture Lock Control”. Prevents 
accidental mis-tuning (by 
children, for instance). Recess- 
ed into the contrast control 
knob, a thumbnail control 
permits rapid adjustment if 
ever necessary. 


THE 
FAIRFIELD 
TM21E 


VHF-UHF $20 


extra 


Smart mahogany ven 
eer cabinet. Front 
speaker sound. Match 
ing base with built-in 
speaker for twin speak 


er sound = available 




















THE 
HIGHFIELD 
KST21E 
Lowest Priced TV set 
with top-mounted con 
trols. 21 tubes. All ma 
hogany wood finish 
Aluminized picture 
tube. VHF-UHF $20 


list extra 
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PRODUCTS OF BENDIX AVIATION 
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QUALITY BENDIX 
...AT *139 93 «= 


Sensational new developments in tube and circuitry design by 
world famous Bendix* electronic scientists give you TV quality of 
the finest... priced among the lowest. 


















You’ve heard the rumor. Now it’s a 


fact. Bendix crashes the low price field HERE ~ 3 FOR THE MONEY. ee 


with a series of Giant 21” sets at the price 


of most 17's. And they're Bendix quality ou .TO STEP-UP YOUR PROFITS! 


all the way ... designed to give your 
customers performance plus—and give 


you more traffic, more sales and more 95 GIANT 21” 
profits! TRAFFIC BUILDER 


The “Vanguard.” Here's the set that 
will bring ‘em in, All new Dyna-det 
Chassis with 4 exclusive, patent- 


Headlining this great advance is the prion re Py ME WS 
all-new Bendix Dyna-Jet chassis with 4 


exclusive, patent-applied-for features. It 


“a 
gives more picture contrast . . . uses $ 95 svaxuy paints 
less current than comparable sets. . . 


: ’ The “Valiant.”” Ribbon-striped ma- 
and gives 23-tube functions. hogany grain finish. Designed to 


harmonize with any decor, All new 
Dyna-Jet Chaasia 


Now’s the time to find out about the GIANT 21” 
fabulous unities thi reat new 
ee - Ab. PROFITS APLENTY 
Bendix series offers. Call your nearest The Vigilant.” ‘The set that ae al 
. : “YW : : : _. = the features! Mahogany grain finia 
Bendix TV Distributor or mail the cou She frateree! Menrney gon ine. 


pon below. nized Camera-Eye Picture Tube, ADAPTABLE TO UHF 


Prices slightly higher in the South ond West 

















... they don't care where you live!" 


655.945 









BENDIX TELEVISION 
BALTIMORE 4, MARYLAND TEL: VAlley 3-2200 


HI-DIAL a A profitable Bendix dealer Gentlemen 
KMT21E 


All essential controls 







Please send me complete information about a Bendix 


or distributor franchise may 














Geteb so cccebese GTI 0c cecdeeecnes . franchise 
above screen on this 


be open in your territory. 


advance design set 


Mahogany finish hard 


wend eahinet. 00 - Mail coupon today—or call 


aluminized picture 
ae for full details. 


) extra 










Television —_ on 


CORPORATION © BALTIMORE 4, MARYLAND 
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nothing but porcelain 
nothing but porcelain 


nothing but porcelain 
nothing but porcelain 














nothing but porcelain 


wipes new...always! | 





Won't stain be: 


ause it cant « 








Another potent reminder | [4 


reaching millions 


in the POST a 


APRIL 2 


ISSUE 
Porcelain enamel is a 

must for some products, an 
inexpensive luxury for others. Smart 
dealers will point up the lifetime beauty . . . and 
lifetime protection of prized appliances ...and reap a rich 


dividend of extra sales, both today and tomorrow. 







FERRO CORPORATION 


CLEVELAND 5, OHIO 





See pages 37, 236 and 276 for more news about Porcelain enamel! | 
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ations for the 


Small Town TV System 





is which have been 
a trial basis have been taken 


hundred connectior 
made on 
out 

Getting set owners with their own 
antennas to switch over is a little 
tougher, only fifty percent ot them 
have been sold so far. But Arts is 
satished with the progress he is mak 
ing, slow though it may be. For 
example the recent flock of ill winds 

Hurricane Carol, Dolly and Hazel— 
especially the last of the sisters, have 
blown some as far as Clar-O- 
View is concerned. Eight towers 
which were felled by the storms now 
have been replaced with cable con- 
nections. 

Another Bangor dealer, Albert 
Dally of B & B Appliances is recom- 
mending the system to his customers 
who lost their antennas in the storm. 
According to Dally, television service 
and antenna maintainence is strictly 
a convenience for the customer. He 
says that service does not bring in 
enough revenue to make it worth 
while on its own financial merits but 
that in a town the size of Bangor 
a dealer can not afford to stop service 
and antenna installation for fear of 
losing his customers. 

As an example of how Clar-O-View 
helps his service problem, Dally. says 
that calls from 
considerably 


good 


customers are 
those from an 
free 


cable 
under 
tenna customers during the 
ice guarantee period 
Besides increased sales and reduced 
calls, Dally has other 
for being friendly to the 
has no financial 


SeTV 


SeTV 1ct reasons 
system. He 
interest in the sys 
tem and in fact had begun negoti- 
installation of another 
system before Arnts and his group got 
moving However, all other 
aside, one of his main 
reasons for supporting Clar-O-View is 
that he feels that Arnts is not taking 
idvantage of the situation by offering 
his customers priority 


con 
siderations 


Left Hand, Right Hand 


Arnts himself is deeply conscious 
of the need to keep his two careers 


as a television set dealer and com 





“IT TAKES INCREASINGLY THOROUGH DEMONSTRATIONS TO SELL THESE 
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munity system operator—entirely sep 


arate When he is showing a set 
from any of the three lines he holds 


the local franchises for, he concen 
trates first on selling the set. Even 
when his sales talk leads logically to 
the question of a cable connection 


or an antenna—depending on wher 
the customer lives—he offers a choice 


between the two. He puts the cu 
tomer under no pressure and suggest 
that he look at both befor 

his decision. 

However, he has found that a cu 
tomer who is even thinking of con 
necting to the cable is more likely to 
buy the top-of-the-line higher priced 
they are prepared to spend 
$125 for the connection and are thu 
psychologically prepared to pay $50 
or $100 for the better set if the 


Inaning 


sets as 


can be shown it will bring them 

better picture. In the same way, h« 
says, cable families are more likel) 
to become two set families Phe 
keep their old ten and twelve inch 


sets for the children or the den and 
make an outright purchase of th« 
new set instead of trading in 

One reason for this is that a second 
cable connection costs only $25. An 
other is that Clar-O-View subscribe: 


receive the big sports channels—9 


(WOR-TYV) and 11 (WPIX) from 
New York 
How to Grow? 
Subscribers are concentrated along 
four miles of cable which make Cla 


O-View one of the smallest of th 
some three hundred Jerrold installed 


systems. Despite this comparatively 
small area of coverage, the Bangor 
system has proved practical. ‘There 
is virtually no cable which does not 
produce revenue. ‘The tower is on a 
hill within the Bangor Borough limit 
and the system picks up its first con 


nection within three hundred feet 
of the antenna. In addition it plan 
on expanding to a poor reception area 


almost immediately adjacent to the 
tower, and the tower is located at 
1 site where engineers found the best 
reception in the entire area End 
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APPLICATION FOR PROFIT! 


TROPIC-AIRE, INC., 5201 W. 65th Street, Chicago 38, Illinois 


Yes: Send me full information about the new line of Tropic-Aire 
Automatic Electric and Gas Water Heaters! 


NAME 








FIRM___ 





ADDRESS. 








CITY pt nna VAVE 
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yi 21” 
' Lancaster 
Big Trade-In 
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Danver 


210 | 


(in mahogany) 





























The MURRAY HILL ENSEMBLE 














The UNIVERSITY 
ENSEMBLE 
and look at these 


EXTRA-PROFIT IDEAS 


21" 
... and how they work! 


S0On 


combining the Trevor with this matching hand-rubbed ‘i j 

$49.95 step-table from your Du Mont distributor. Step up ’ ‘ 

your profit, Sell the combination for as much as $269.95. - < 4 
2. University Ensemble: Put the Trevor on a matching 


swivel base that converts this table model into ao swivel 
consoletie (no squeak, no tilt, no bind)! Gives you a . 

step-up feature that's in real demand, Step up your , v a ll 
profit...sell the combination for as much as $259.95. ’ a 4 


1. oo) es bel, 











(in walnut) 





3. Murrey Hill Ensemble: Make a modern consolette out of 
the Trevor by putting it on this clever base with 2-inch 
caster wheels (turn it in any direction— move it from room 


to room). Step up your profit. Sell the ensemble for as 
much as $249.95. 























4. a cy £ bl 





t This is the model for your “trade- 
business, the Lancaster, on a swivel base. Order from 
your Du Mont distributor for customers who want all the 
features. Step up your profit. Sell the swivel Lancaster 
(no squeak, no tilt, no bind!) for as much as $349.95, 








The TRAFALGAR ENSEMBLE 


5. Eldorade Ensemble: Here's another decorator ensemble 
this time with your “Trade-in” model, the Lancaster, 
the step-table. A new concept in television for your cus- 
tomers who want TV plus furniture. Step up your profit. 
Sell the ensemble tor as much as $379.95. 


t Prices slightly higher in South and West. 


Prices include full-year picture tube Warranty, 90-day parts Warranty, Federal Excise Tax 


*Trade Mark 
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PRICES! NEW PROFIT IDEAS! 


ONLY ONE Top-PERFORMING CHASSIS 


Wipe UMONT ON 


The New Du Mont Wide Horizon 
hi oxwovd... A full quality Du Mont Teleset*—no “bare minimum” model—priced to sell 
your budget-bound customers—and keep them sold on you! Features the famous 
with BIGGEST 21-inch Picture “312” chassis with oversize 6-inch magnetic speaker. Adaptable to all-channel 


Now yours to sell at a UHF-VHF reception! In stain- and burn-resistant metal cabinet. Available in 
new low Wide Horizon price cherry mahogany, mahogany or limed oak grain finish. 


eee eeeeeeeeeeeeeneeeeaneaenene 


Another new Du Mont with biggest 21-inch picture. A top performer from its 
> lo ; 5 . . . . . 
The New Du Mont Wide Horizon famous ‘312” chassis to its luxurious all-wood contemporary cabinet. Priced 


LJarnye/t. right, too, for customers who appreciate extra quality features and gladly pay 


extra to get them. In mahogany or limed oak grain finish. 


\ 


The Du Mont Wide Horizon 
TAewvo-e. BIGGEST 21-inch picture! Features famous “312” 


chassis, illuminated selector dial, phono-jack, continuous tone control, Con- 
temporary all-wood cabinet in walnut, mahogany or limed oak grain finish. 


The Du Mont Wide Horizon 


“ 
ai . Larncahte/r. BIGGEST 21-inch picture! TWIN 6-inch 
\a magnetic speakers ... famous “312” chassis... illuminated selector dial 
Oo rwoo ia ...phono-jack and continuous tone control, In mahogany or limed oak 


grain finish. Priced for your “trade-in” market. 


$ 95 a “You got a great future” with 
| " pU MOnr’ 


(in cherry mahogany) 








FIRST WITH THE FINEST IN TELEVISION 
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avromane Natural Koom-Cooling 
is Here... AND ONLY Signal Has Ir! 








\(- BOTH TYPES OF COOLING 


-+- IN THIS ONE UNIT! 


For the very first time, you can satisfy all your customers. Now, here’s 
draft-free Diffused Cooling from Signal’s Free-Flow Grille with Breeze- 
Diffuser action. And, in the same fan, (turned around and electrically- 
reversed) powerful Direct Cooling—up to 3950 C.F.M. Automatic 


DIRECT 
COOLING 






with the Thermostatic Brain . . . automatic natural room-cooling. No 
other fan like it anywhere! A natural for buying because it’s so natural 
for selling. 
Signal’s '55 portable fans are new all the 
way through. Write for the new, 4-color 


Signal fan catalog today. It's a real sell- 
ing tool — a fan marketing manual. 





SIGNAL ELECTRIC DIVISION «+ KING-SEELEY CORPORATION + Menominee, Michigan 
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NEW PRODUCTS 





FOSTER Refrigerator-Freezer 


Foster Refrigerator Corp., 
Hudson, N. Y. 


Model: Foster ‘I'wo Temp refrig 
erator No. HLR 6-11-U. 

Selling Features:. Refrigerator sec 
tion has an 11 cu. ft. capacity; 
freezer section has 6 cu. ft. capacity, 
makes over 100 ice cubes per freez- 
ing; Satintone aluminum finish to 


harmonize with kitchen color 
scheme 








EASY Automatic Washers 


Easy Washing Machine Corp., 
Syracuse, 1, N. Y. 


Models: Deluxe (ADE) and Cus 
tom (ACK) fully automatic; and 
Deluxe Semi-automatic (SDE 
Selling Features; ADE, fully auto 
matic, has lighted Master-Mind 
control with 4 automatic ways to 
wash, plus an automatic soak cycle; 
push-button control for full or par- 
tial loads on regular fabrics cycle, 
fine fabrics cycle and soak cycle 
Load selector saves up to 11 gal. 
water per load; factory-adjusted au 
tomatic positive fill insures correct 
water level regardless of local water 
pressure; double-rinse is accom 
plished by Whirling Spray and 
Deep Overflow which flushes suds 
and soil up over tub; porcelain top 
and tubs; stainless steel control 
panel; spiralator wash action; flush- 
to-wall installation; casters available 
for free standing installation; ACF. 


custom model also available 


ELECTRICAL 


Easy Super Spindrier deluxc 
semi-automatic (SDE) has stream 
lined, countertop-high Super Spin 
drier with new finger-tip control 
center and “‘power shifting” con 
trols; washing, rinsing, spin drying 
ind draining at flick of finger; fea 
tures include curved-vane spiralator 
wash action, 3-minute automati 
spin-tinse with suds-saver; swing 
fill-and-drain faucets; automatic bell 
timer; overload switch; two 9-lb. 
capacity tubs; two lower-priced 
models are also available. 

Prices; ADF, $299.95; ACK, 


$269.95; SDE, $209.95. 


Pe “ee 





CROSLEY Built-In Ranges 


Crosley & Bendix Home Appliance 
Divs., 

Avco Mfg. Corp., 

1329 Arlington St., 

Cincinnati, O. 


Device: Crosley built-in oven and 
surface burner units. 

Selling Features: Line includes 10 
ovens in various types and colors 

white or Copper Glo, a gold flecked 
copper finish, also available with 
stainless steel doors; inside oven 
dimensions 18-in. wide, 17-in. high, 
19-in. deep; 4-burner surface units 
fit on a 30-in. cabinet; 3-burner 
units fit on a 24-in. cabinet; con 
trols located on side top of unit; 
related storage cabinets provided 
for use in combination with ovens 
and ranges includes a cabinet with 





"OF a 5 gh , 


“king size’ drawer beneath heating 
clements and maple top cabinets 
for cutting and preparing meats 
and other foods; surface clements 
available in stainless steel or white 
porcelain finish. 

Prices: Ovens from $169.95 to 
$209.95; 3-element stainless steel 
surface units $129.95; 4-clements, 
$149.95 
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APPLIANCE 





NEWS 





\ eel 
ADMIRAL Ranges 


Admiral Corp., 
3800 Cortland St., 
Chicago, 47, Ill. 


Models: Admiral 1956 ranges. 
Selling Features: Line consists of 
three 40-in. and two 30-in. units; 
one deluxe model in each size avail- 
able optionally for $10. extra in 
sca mist green and primrose yellow 
in addition to standard white. 
Individual “hot-spot” surface 
units and “I’lex-O-Heat” controls 
for each of 4 surface units permit 
dialing any degree of heat are fea 
tures on all deluxe models includ 
ing the 30 in.; controls automa 
tically compensate for any voltage 
fluctuations; 2 standard models 
have 7-speed rotary switches, 
Three ranges have a new type 
automatic timer which serves as 
kitchen clock and 60-min. timer. 
On 4E1115, super deluxe 40-in. 
custom model, the clock automa 
tically operates both ovens includ 
ing rotary roaster and any portable 
appliances connected to appliance 
outlet; it turns them on-and-off at 
sclected time with only 2. dial 
settings, one for “hours to cook” 
the other for “stop cooking” time 
On 41112, deluxe 40-in. range, 
the timer operates oven, appliance 
outlet, a 3-position deepwell 


cooker; on deluxe 30-in. unit it con 
trols the oven. 





Vex-O-Grill, of cast aluminum, 
available as optional plug-in acces 
sory on all models; heat settings 
from 200 to 430 degs. F., permits 
dialing exact heat required for any 





ANNA A. NOONE 
New Products Editor 


griddle cooking need; automatic 
thermostat switch control; recessed 
well at back catches excess fat. 

Standard feature on 2 custom 
40-in, models is a 9-position ele 
vator broiler rack which can be 
raised or lowered without removing 
food from rack or oven; an automaty 
basting and turning rotary roaster 
or barbecuer can be installed op 
tionally; roaster clectrically rotates 
turkeys, chickens, shiskebob or 
roasts on barbecue spit inside oven; 
2 positions accommodate any size 
item. 

All models: contain oversize 
ovens; 4E1115 contains a second 
oven 12 in, high 152 in, wide and 
19} in. deep; oven signal lights 
illuminate when thermostat turns 
heat on automatically to maintain 
sclected temperature; lights go off 
when thermostat cuts off current; 
control switches located on back. 
Prices: ‘rom $199.95 for 30-in. to 
$449.95 for 40-in. custom deluxe 
double oven model. Rotary roaster 
optional on 3EHS8, 311114 and 
41.6, for $25. Plug-in range top 
grill optional for $39.95, 


ie 





HOOVER Cleaner 


The Hoover Co., 
North Canton, O. 


Model: Hoover “Constellation” 
canister type cleaner, 

Selling Feature: Canister is a metal 
sphere, 124 in. diam., hinged at 
base to tip back for blowing; 360 
deg. swivel top for hose and a piv 
oted carrying handle; “Ultraflex”’ 
double-stretch hose stretches to 
twice normal length providing a 
cleaning area of about 750 sq. ft 
duralumin telescoping wand do¢ 
away with problem of attaching 
or removing shorter two wands 
Vinyl seals on wand prevent leak 
age or loss of suction; floating re 
tractable brush mounted on rear lip 
of nozzle; thumb-operated suction 
regulator in curved hand grip at 
end of hose; weighs 154 Ibs; large 
throw-away bag; improved cleaning 
tools; gray and blue finish 

Price: $97.50 
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pIEP-UP 


with SUDS-MISER 


Join up! It's easier to sell Whirlpool than sell against it! 
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Imperial washer ¥ 


NEW SURGILATOR washes clothes cleaner yet gentler, 


pl us @ | | these 7 RINSES are most thorough yet use less water. 


FREE-FLOW draining flows soil away from clothes. 


featu res you can GIANT 9-LB. CAPACITY means fewer wash loads. 


SE fF a nd ULTRA-VIOLET germicidal lamp helps sanitize clothes, 
DUAL CYCLE-TONE tells when wash is done . . . saves steps. 


DE MO iy ST RATE 5-YEAR WARRANTY on transmission assures dependability. 


STYLED for lasting, distinctive beauty. 








WHIRLPOOL CORPORATION «© St. Joseph, Michigan 
Clyde, Ohio e LaPorte, Indiana 
IN CANADA: John Inglis Co., Limited, Toronto, Ontario 
The World's Largest Manufacturer of Washers, Dryers and lIroners Styled by Sundberg-Ferar 
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Profit plenty on America’s passion for picnics! 


Arvin Supon Salesmaker 








gives this super PICNIC PACK free 


Included FREE 


with these famous 
Arvin 3-way portables! 


5 MODEL 854P 
ARVIN SPORTABLE 


with Picnic Pack 
Only $39.95 (less batteries) 


Stunning styling in 3 colors—Red, 
Aqua, or Cinnamon, Plays on bat- 
teries, AC or DC; 4 tubes plus 
selenium rectifier. Long-range 
Arvin Magnetenna brings in dis- 
tant stations, Alnico speaker; 
superb tone 


MODEL 852P 
ARVIN VACATIONER 


with Picnic Pack 
Only $47.95 (less batteries) 


Smart, sturdy luggage-type case in 
3 colors — Brown Alligator, Tan, or 
Scotch Plaid. Playa on batteries, 
AC or DC, 4 tubes plus selenium 
rectifier. Arvin Magnetenna and 
Alnico speaker 
ception! 


amazing re 


PAGE 182 






fp Regular *8.95 retail value 





Entire picnic feast is cooked, carried and served in 5 nested, 
lock-sealed, brightly polished aluminum containers. Foods stay 
fresh, unmixed, uncrushed. Detachable handle fits bottom pan 
for campfire cookery. Picnic Pack is a big value at $8.95 retail. 
You give it FREE with an Arvin 3-way portable in this Super 
Salesmaker promotion—and make full profit on the deal! 


/ \YHERE’S THE PITCH: 





























Dealer Cost Dealer Cost Total 
Model Retail of radio Picnic Pack Cost Profit 
854P $39.95 $24.67 $3.73 $28.40 29% 
852P $47.95 $29.22 $3.73 $32.95 31% 








PLUS THESE FREE SUPER SALESMAKER HELPS: 


With initial order of 6 or more units: 


1 colorful, hard-selling Portable display 


1 window banner 


1 ad mat 


BE READY WHEN THE PICNIC-PORTABLE SEASON BREAKS! ORDER NOW! 


With initial order of 4 units: 
1 window banner 
1 ad mat 


Radio & Television Division, Arvin INDUSTRIES, INC., Columbus, Indiana 
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SPEED QUEEN Washer 


Speed Queen Corp., 
Ripon, Wis. 
Model: A-12C automatic washer 
with stainless steel tub. 
Selling Features: Also features a 
polished aluminum agitator;  1- 
piece porcelain top, chrome con 
trols, front panel trim and chrome 
id gold background piece with 
cmblem. lully automatic; includes 
i built-in suds-saver timer which 
provides for installation of new 
SO Speed Queen suds-saver. Bow] 
haped tub and agitator washing 
principle; 
mission, automatic drain pump, 
iutomatic sediment ejector, fluid 
drive, 4 h.p. motor and adjustibk 
leveling legs. 

\-12C is matched by Deluxe 
DE-SA_ clectric or DG-14A_ gas 


gi 
drvers 





AMERICAN KITCHENS 


Built-in Ranges 

American Kitchens Div., 
Avco Mfg. Corp., 
Connersville, Ind. 
Models: American Kitchens new 
line of built-in and stack-on ovens 
surface units im gas and clectric. 
Selling Features: Ovens are avail- 
able in a wide selection of models 
in antique copper or white; all 
units are 24 in. wide for easy in- 
tallation in a 24-in. base cabinet; 
can be used for broiling as well as 
baking; both broiling and baking 
clements or burners can be re- 
moved for cleaning; deluxe units 
have glass in oven doors as well as 
oncealed oven light; deluxe units 
feature automatic controls in gas 
ind electric; oven may be sect to 
come on at a certain time, cook 
for predetermined time, turn off 
iutomatically; standard ovens are 
equipped with “minute minders”; 
all ovens have temperature controls 
for zero to 550 degs.; all models 
may be built into a wall or used as 
1 stack-on unit 

Surface units in gas and electric 
ie 4-burner units 24-in. wide: de 


arc-cuate drive _ trans- 


luxe electric model features reat 
control panel and will fit over any 
24-in. cabinet. Both deluxe and 
standard models available in an 
tique copper or white. 








ADMIRAL Refrigerators 
Admiral Corp., 
3800 Cortland St., 
Chicago, 47, Ill. 
Models: Admiral 1956 refrigerator 
line includes 4 automatic Dual 
l'cmps and 3 deluxe models. 


Selling Features: our Dual-lemps 
include a 12.4 cu. ft. “up-side 
down” combination with 120-Tb. 
freezer at bottom, a 2-door 12.4 
cu. ft. capacity Dual ‘Temp and two 
single door models. 

“Up-side-down” combination and 
2-door Dual-Temp come in sea 
mist green or primrose yellow in 
addition to white. 

\ separately insulated, full-width 
sub-zero freezer chest is featured on 
all Dual-lemps; chests are of poly- 
styrene with capacities from 70 to 
120 Ibs. frozen food; all have high 
speed freezing shelf formed by re- 
frigerated coils and a bottom freez 
ing surface; 3 top models have new 
louch-O-Magic door opener which 
operates at slightest pressure; multi 
ple glide-out shelves in fresh food 
compartment; moist-cold; glacier 
tone porcelain enamel interiors; 
Dairy-Chest with its own separate 
door is located on door interior and 
contains a butter tray, snack com 
partment and 3 removable 
racks that hold 7 eggs each. 

“Up-side-down” combination has 
a separate freezer door; top, sides 
and back of locker are constructed 
of specially compounded poly 
styrene; sub-zero locker has 2 
modized aluminum fast freezing 
shelves finished with tarnish-proof 
canyon copper. 

ilectric Moistrol, a new excess 


cog 
55 
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moisture disposal system is thermo 
static-controlled unit that tests au 
tomatically for moisture every 15 
minutes—if none is present it turns 
itself off; if there is moisture in pan, 
the unit operates until water is 
evaporated, 

Deluxe models D745, D959 and 
DA960 have 7.3, 9.2 and 9.5 cu. ft. 
capacities respectively. The 9 cu. ft. 
models have a 59 Ib. freezer chest, 
the 7 cu. ft. model a 45 Ib. freezer 
chest. 


i ~ 
2 ww 
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THERMADOR Bilt-In Tops 
Norris-Thermador Corp., 
5215 S. Boyle Ave., 
Los Angeles, 58, Calif. 
Models: 2 new cooking tops have 
been added to Thermador bilt-in 
range tops. 
Selling Features: Each top has 6 
surface units and are available with 
fast heating Monotube units 
(SU-6B) or with 5 surface units and 
a convertible Duo-Cook for deep 
well or top of range cooking (SU 
6AN). Both models feature 7-heat 
switch control; removable casy-to 
clean drip pans and crumb trays; 
red indicator on-off light; satin 
finish stainless steel tops that match 
ovens and warming drawers. 








EASY Dryers 


Easy Washing Machine Corp., 
Syracuse, 1, N. Y. 


Models: — H.asy 
(DDE-E) and gas (DDE) clothes 
dryers. 

Selling Features: Both models fea 


Deluxe  clectric 


ture “Regulaire” (low-heat, high 
airflow) drying system; clothes arc 
tumbled 48 times per min., dried 
with controlled-temperature warm 
air; new lighted timer dial selects 
drying time to suit needs; dial can 
be set past 60 min. mark to handk 
bulky items (up to 3 hours on the 
clectric for 115 volt installation); 
lighted, pushbutton ‘l'win-Temp 
control provides regular and fine 
fabrics settings; re-usable nylon lint 
bag traps and holds small lint par- 
ticles; reminder buzzer tells when 
to empty bag; safety shut-off door; 
interior light; ultra violet lamps; 
stainless steel control panel; porce- 
lain top. 


Prices: $229.95 elec.; $279.95 gas 





S 


IRONRITE lfroner 


lronrite Inc., 
Mt. Clemens, Mich. 


Model: Ironrite ironer No, 880 
Selling Features: Encased in lift-off 
cabinet of red mahogany or limed 
oak; decorator fabric front panel 
has Marlite top and sides in match 
ing wood finish; brass tapered leg: 
on mahogany, ebony legs on limed 
oak model; operating parts are same 
as standard Lronrite 

Prices: $219.95 





PFAFF Sewing Machine 


Ptatf Sewing Machine Co., 
373 Fitth Ave., New York, N. Y. 


Model: Pfaff automatic sewimg ma 
chine No, 230, 
Selling Features: Sews 1120 em 
broidery designs plus many varia 
tions automatically, without addi- 
tion of cam or disc; zig-zags 
automatically without attachments; 
monograms, scallops, does eyelets 
and circular embroidery; appliques, 
buttonholes, sews on buttons, 
hooks, eyes and snaps, darns, hem 
stitches overcasts; bastes, hems 
Works on dial principle; circular 
plastic guidewheel showing 80 basic 
embroidery designs comes with ma- 
chine; user spins wheel to desired 
stitch, indicator shows which num- 
bers should be set on A to D dials; 
Dial A controls selection of 8 
built-in cams for decorative stitch- 
ing; B, C, and D, determine width 
of stitch, position of needle and 
swing of needle from left-to-right 
and right-to-left. Dial bk, a small 
button on top, controls length of 
stitch; varying this dial —(it has 7 
notches) provides 560 designs with 
one needle; 1120 with two needles, 
Other features include automatic 
necdle-threader, fingertip cabinet 
lift; sewing light, automatic bob 
bin winder, top cover is « isily re 
moved 


Price: $319.50 in portable models, 
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Look at all the sales you can make! 
\\/ | 


——— 


Fabulous New FRENCH-FRY SKILLET 


Best buy in electric fry pans because this one comes with its own 
deep fry basket and lid—no extras to purchase! Big, too! 11" wide, 
2” deep. Will cook stew for 8, or bake a cake, warm rolls, fry every- 
thing, pop cern, etc. Chrome-finished cast aluminum. Medel 6400. 
























New All-Chrome SILVER-CHEF 
Look what you get in this fabulous chrome mixer with 
stainless steel bowls! Includes all accessories at listed 
price. Built-in power drive—no awkward adapters. 10- 
speed dial selector, Magic-Mix arm. Beaters release auto- 
matically. Portable mixing head. Model 4300. 


Revell, $54.95 


Also available in white enamel. Model 4201. $45. 75 





























Double Duty EDGE-WELL 


Sheepens all types of scissors and knives —large, small, 
hellow-ground or scalloped. Absolutely sate for oper- 
ater and cutlery. Quick, easy-to-use. Blades fit acturally 
et perfect angle for best results. Separate shots for knives 
end «cissors. Lightweight, compact, pewerful. Easily 
stesed. Medel 14. Retaal, $14.95 














Super POP-UP TOASTER 
Tops in quolity and beavty. Completely automatic. 
Needs ne preheating; toast pops up when done. Extra 
















wide slots te accommedate English muffins or bread 

of any thickness, Timer sets to any shade and degree 

of crispness. Easy clean crumb tray. Mirror finished 

chrome. Medel 6501. Retail, $19 75 
_ 


Food 'n' Drink BLENDER 


Big—helds 32 ounces! Stainless cutlery 
steel blades liquify, shred, grind, blend, 
whip, beet, pulverize, mix, puree, grate . . . 
will even churn butter! Gives you years of 
fun in your kitchen. With recipe book. 


Medel 5902. Retail, $33.95 
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HEAVY SPRING ADVERTISING—ALL IN BIG lee OF NEW ITEMS— ° ae 
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WILL MAKE THIS THE HOTTEST, MOST PROFITABLE LINE TO FEATURE Mf 
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Steam and Dry IRON-WELL 
This double-duty iron switches from dry to steam in a second. 
Built-in funnel—holds eight full ounces—vuses tap water in 
most areas. Lightweight with large soleplate. Thermostati- 
cally controlled fabric dial indicator. Model 12. 


Retail, $18.95 ~ | Cook-All DEEP-FRY COOKER 


Top quality! Top performance! Sensationally low priced. Com- 
bination deep fryer-cooker does everything—makes soup, 
stew, casseroles, too! Even pops corn! And, of course, deep- 
fries everything. Automatic thermostatic control with “Jewel” 
signal light. 4-quart capacity. Model 6200, Retail, $18.95 


New HURRI-HOT Electri-Cup 
Nothing like it! Warms, cooks, boile—in a 
hurry. Grand for baby's bottles. Makes 4 
cups instant coffee, tea, etc. Boils eggs. 


Heats . Plugs | here! Chrome- 
New! Portable “SILVER DORMEY” Perfect Brew COFFEE-WELL Satbed axtuen, Genper tater wits oaiies 


Lifetime mirror finish won't peel, chip, creck The most adaptable electric coffee chrome finish for easy cleaning. 3-way heat 

or stain—ever! Has all big-mixer features— maker available! Perfect Perk Selector control. Removable egg rack. Weighs less 

Dial Selector with 5 full-powered speeds, full lets you make 3 different strengths than 3 Ibs. Model 6700. Retail, 614.95 

size stainless steel beaters, cutomatic release. of coffee at one brewing. “Warm or 

Stands on end for easy draining. Extra light- Brew” selector gives it complete ver- 

weight. Free recipe book. Model 7600. 4 satility. Perks 4—10 cups. Chrome 
etail, $21.50 plated aluminum finish. Model 6900. 


Retail, 
Alse available in white enamel, $19.50 ‘ $24.50 
Model 7500. rll 
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KINGSBURY & HURON STS., CHICAGO 10 
All Dormeyer appliances are approved by Underwriters’ oe 


loboretories, inc. Factory guaranteed by Dormeyer 








AMERICAN BEAUTY 
Steam-Dry Iron 


American Electrical Heater Co., 
Detroit, 2, Mich. 


Device: Aincrican Beauty steam-dr 
iron 

Selling Veatures: Adjustable steam 
control—turning a control knob on 
handle to desired  setting—full 
steam for heavy materials, medium 
for general purposes and off for dry; 
only 3 steam jets; 30 sq. in sol 
plate; automatic self-cleaning valve; 
dial type fabric selector; quick- 
response typ temperature control 
thermostat actuated by Chace 
Thermostatic Bimetal 





DORMEYER Mixer 


Dormeyer Corp., 
Kingsbury & Hucon Sts., 
Chicago, 10, Hl, 


Device: “Silver Dorme 
food mixer No. 7600 


portabl 


Selling Features: Chrome finished 
portable mixer features 5 recip 
tested speeds; tull-size beaters 
finger-tip release; stands on end for 


casy draining; weighs 33 Ibs 
Price: $21.50 





ENTERPRISE Trivet 


The Enterprise Mig. Co., of Pa., 
Third & Dauphin Sts., 
Philadelphia, 33, Pa. 


Device: Modern electric trivet 

Selling Features; Keeps food and 
beverages hot at the table; ceramic 
tile in black and white pattern; 50 
watt a.c.<.c. clement totally en 


closed 
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NESCO Sauce Pan 


Nesco Inc., 
Box 2043, 
Milwaukee, Wis. 
Device: New 2 qt. Cookryte sauce 
pan and doubk boiler 
Selling Features: [Has all features of 
original 4-qt. model plus a polished 
aluminum double boiler inset Sili 
cone treated inside which can also 
be used separately for cooking or a 
a server 

Veatures include quick Set N« 
control handle; automatic thermo 
stat with pilot light; ‘Temp-Trol 
cooking guide; Silicone treated in 
side prevents sticking; 110-120 volt 
a.c.; can be immersed up to outlet 
for casy cleaning 
Price; 2-qt. sauce pan only, $29.95 
with double boiler, $32.95 


er 





GLOBE Convenience Unit 

Globe American Corp., 

Kokomo Ind. 

Device: Glove Convenience unit 
for electric housewares 

Selling Features: Unit is equipped 
with 2 surface units, 3 retractabk 
extension cords and 4 convenience 
outlets; provides a center for the 
use of electric frying pans, coffe: 
maker, toaster, waffle iron; self r 
tractable, 120 volt cords include 
one that is “timed” for shut off 
and is operated by a timer. Cords 
are concealed in a centrally located 
receptac le when not in use; stretch 
out feature permits use of appli 
mees on 30-in, working area and 
idjacent cabinets. Base storage cab 
inet with roll-out shelves for storing 





ppliances also available. 

Surface clements include two 
1500-watt clements with 7 position 
witches mounted on front, signal 
light indicates “on” postion of 
cooking top elements; timer and 
time reminder mounted on front 





SUNBEAM Coffee and Tea 
Maker 


Sunbeam Corp., 

5600 Roosevelt Rd., 

Chicago, III. 

Device: Sunbeam “Instant” coftce 
id tea maker operates by a “con 
troled heat” principle. 

Selling Features: Provides water at 
correct temperature for use without 
boiling over; high wattage element 
heats water to correct temperature 
then shuts off automatically; se 
ond, low wattage clement keeps 
water at correct temperature with 
out bubbling or steaming; safety 
thermostat prevents unit from over 
heating if it runs dry; 10-cup ca 
pacity; easy-to-see signal — light; 
chromium finish 

Price: $24.75 





GLASSHEAT Heater 


Continental Radiant Glass Heating 
Corp., 
1 E. 35th St., 
New York, 16, N. Y. 
Device: Glassheat ‘“Infra-Lectric”’ 
portable heater. 
Selling Features: Double faced; 
consists of 2 specially tempered 
glass panels with heating clement 
fused into glass; glass panels ar 
sect in a satin polished aluminum 
frame with limed oak handle and 
base; infra-red rays are projected 
from both sides of unit; thermostat 
in frame provides even temper 
iture; automatic “in use” light 
glows red when current is on; 54 in 
at base; 24 in. wide at top; 204 in 
long and 17 in. high; 1250 watts 
115 volts: a.c. or dx 





G. E.-Telechron Clocks 


G. E.-Telechron 
Ashiand, Mass. 


Models: 3 new clocks Harlequin, 
Gossamer, and Almanac. 
Selling Features: Harlequin, ele 
tric alarm has beige plastic case, 
brown numerals and hands; white 
dial; 33 in. high, 5% in. wide 
Gossamer, wall clock, has a sec 
through collar; dial and trim in 
brass, chrome or copper; small foot 
attachment also permits use as a 
desk or shelf clock. 63} in. high. 


72 in. wide 








calendar clock com 


Almanac, 
bines a 60-min. interval timer and 


a calendar; case comes in white, 
coral, blue or yellow; gold bezel, 
blue-grey dial, white hands and 
numerals; 6 in. high and wide 
Prices: Harlequin, $5.98; Gossamer, 
$6.98: Almanac, $9.98 





t 
" 
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DUWEL Jig Saw 


Duwel Mfg. Corp., 
1218 S. Western Ave., 
Chicago, 8, Ill. 


Device: Duwel jig saw No. JS-50 
Selling Features: Built-in adjustabk 
base for accurate bevel cutting to 
#5 deg. angle; 2200 strokes pet 
min.; 3-blades included: weighs 3} 
Ibs.; cuts wood, plastics, metals; 
cuts opening without drilling start 
ing hole; 115 volts, a.c.-d 


Price: $39.95 
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COMPETITION WITH THE NEW 


DEXTER | 
ee. Srizat/ 


IT PACKAGE 


NEW PROMOTIONAL MODEL 
NEW TRAFFIC BUILDER 
NEW POWERFUL PREMIUM 








NEW DISPLAY MATERIAL 


Investigate this complete tailored 

Package to boost your Dexter Washer 
volume. Everything you need to 

promote the new Dexter Blue Streak 

for fast and profitable sales PLUS 
extra-profitable step-up opportunities. 

Get the Details from Your Dexter Distributor 


Priced for Volume Sales 
Dexter Quality Throughout 
Large Capacity 
Outstanding Beauty 


DEXTER DIVISION 


PHILCO CORPORATION «+ FAIRFIELD, IOWA 














PENNWOOD Clock 


Pennwood Numechron Co., 
7249-51 Frankstown Ave., 
Pittsburgh, 8, Penna. 


Model: No. 700-AB Glolite col 
orama ‘I'V lamp-clock 

Selling Features: lcatures Glolite 
entire plastic clock glows in dark; 
“Vocalizer”’ stare break; Numech 
ron self-starting, automatic clock; 
suitable for use near ‘TV set, can 
also be used as night light in bed 
room or nursery, den, office or hall 
way 

Price: $12.95 





DORMEYER Power Tools 


Dormeyer Corp. Power Tool Div., 
Kingsbury & Huron Sts., 
Chicago, 10, II. 


Models: Dormeyer has added 

Matched-Craft”’ power tools to 
its line 
Selling Features: Line includes 
three 4 in. drills, two 4 in. drills, 
four drill kits, three portable power 
saws and accessories. 

lop of 4 in. power drills, No. 
200, has “Wrench-lok” chuck; 
two other models, 210 and 220 
have geared chucks and are heavier; 
all equipped with built-in switch 
which locks to “on” for sustained 
use 

‘Two 4 in. drills, 510 and 520, 
_do every job that 4 in. drill does 
plus many other uses 

Drill kits and accessories feature 
} in. drill plus a vertical drill stand 
No. 120, with head that travels 
> in., and a drilling radius from 
center of column of 44 in 

No. 110 saw attachment con 
verts 4 in. drills to 4 in. port 
able saws; features independently 
mounted blade for one hand opera 
tion, vertically cutting capacity of 
lve in. depth at 45 deg. bevel. 

Saw table No. 130, converts } 
in. drill with saw attachment to 
tilting ardor table saw for mitering, 
bevels, cross cuts and rips. 

Four drill kits—two feature No 
200 4 in. drills; 2 the No. 210 
32 to 34 piece assortment of equip 
ment for sanding, buffing, polish 
ing and grinding plus horizontal 
drill stands; deluxe kits have saw 
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attachments to convert drill to 
portable saw. 

No. 700 portable saw has new 
pivot design; 64 in. blade cuts 2x4 
in. lumber at 45 deg. bevel with 
blade to spare; all saw models have 
eye shield, 

Matched exterior design in pol 
ished or satin silver finishes 
Prices: From $21.95 for 4 in. drill 
No. 200. 





JEFFERSON Clock 


Jefferson Electric Co., 
Bellwood, Ill. 


Model: “Golden Minute’ electric 
clock 

Selling Features: Weighs 3 lbs.; 74 
in. high, 6 in. wide, 44 in. base, 
Price: $24.95 





oe 


CHROM-EVER Ventilator 
Chrom-Ever Co., 
Div. Asquith Associates Inc., 
230 Fifth Ave., 
New York City 
Device: Chrom-Ever reversible 20 
in. window fan. 
Selling Features: Suitcase-type unit 
comes with 4 extension panels for 
adjustments from 22} in. to 42 in.; 
1/12 h.p., 6-pole, 2-speed motor; 
3300 cfm on high speed; aluminum 
20-in. rubber mounted blades; pro- 
peller type, arc mounted on heavy 
duty motor; “quiet-mount” brack- 
ets blue-gray Hammertone finish; 
fan has wind-tunnel design; may be 
used as portable floor or window 
fan. 


Price: $39.95. 





CUMMINS-OSTER Do-It-Shop 


John Oster Mfg. Co., 
Milwaukee, Wis. 


Device: Cummins-Oster Do-It 
shop. 

Selling Features: A single unit yet 
works as a bench saw, lathe, hori 
zontal drill, verticle drill press; 
shaper; dise sander; portable elec 
tric drill. In addition to a jig 
saw there are 8 power tools avail 
able in compact space; weighs 20 
lbs; takes up only 34 sq. ft. space. 
Price: $79.95. 








WELCH Fans 


W. W. Welch Co., 
1010 Enquirer Bidg., 
Cincinnati, 2, O. 
Models: 3 new fans: Whaecl-A 
Breeze; electrically reversible WR 
210 and exhaust fan W200. 
Selling Features: Whecl-A-Breeze 
is a 164 in. wheel pedestal fan 
with rear and front grilles com 
bined with patented louvers to pro 
vide 300 cfm; delivers:air wherever 
wanted; suitable for use in front of 
any window; can be tilted to intake 
or exhaust or any angle desired; 
raises or lowers on tubular steel 
frame; knob controls hold fan 
firmly in place; seafoam green 
finish; weighs 22 lbs; semi-pneu- 
matic, rubber-tired wheels; operates 
on 3 quiet speeds. 

WR210, electrically reversible 
and W200 exhaust are new 20-in. 
window fans. WR210 delivers 


= 





2400 cfm on intake, 3400 cfm on 
exhaust; W200 exhausts up to 3500 
cfm; either fan will cool an ordinary 
room in a few minutes; easy win- 
dow installation in any standard 
sash window up to 38 in. wide; 
44-in. deep; do not protrude into 
room or interfere with curtains or 
drapes; protective grille; both fans 
finished in seafoam green. 





ILG Fans 


lig Electric Ventilating Co., 
2850 N. Pulaski Rd., 
Chicago, 41, Ill. 


Models: 3 improved fans for 1955— 
Ilg Rollaire, Ig Dualaire and Ilg 
W indowair. 

Selling Features: Ilg Rollaire is a 
portable floor fan with rubber 
wheels and a fan unit that can be 
adjusted in height from 42 to 62 in 
above floor. 

Dualaire is a handy fan-of-all 
uses; can be used as floor circulator, 
table fan or window fan. 

Windowaire adjusts to fit win 
dows from 28 to 36 in. wide; can be 
changed from intake to exhaust in 
8 seconds 

Dualaire and Rollaire can be 
rotated through 360 degs. 

All models have 18 in. diam. 
blades, 3-speed control; 6-ft. cords; 
green and chrome finish; 3920 cfm 
capacity. 





THERMADOR Evaporative 
Cooler 


Norris-Thermador Corp., 
5215 S. Boyle Ave., 
Los Angeles, 58, Calif. 


Device: ‘Thermador console evapo- 
rative cooler, TCB-135. 


Selling Features: Has 16-way adjust- 
able louvers to direct and control 
constant air flow of cool air; 1300 
cfm capacity; covered spout insures 
easy filling of self-contained 15 qt 
water supply; exterior water level 
indicator shows when more water 
should be added; friction drive 
pump provides efficient service; 
pump disconnect level allows use 
of cooler as blower only; 110 volts 
a.c.; & h.p. induction type motor; 
4 plastic casters roll easily from 
room to room will not mar floors; 
Sienna brown baked enamel finish 
with brass trim; 24 in. wide 174 in. 
deep, 384 in. high including stand. 
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The answer to those ‘Ugly Duckling’ designs that stop sales! 


KELVINATOR “FURNITURE-FASHIONED © 
ROOM AIR CONDITIONERS 








MELE LAE 8 5 a 


KELVINATOR 
5-WAY EXCLUSIVE 
SALES GETTERS 





















*Furniture-Fashioned”’ 
with the built-in 
furniture look! 


Leather-style drop 
front closes when 
not in use! 


Sandalwood brown 
finish blends with 
all interiors! 

4 Kelvinator’s proven 


mechanical efficiency 
and reliability! 





A trusted brand name; 
41 years of refriger 
ation know-how! 

















Now Kelvinator gives you the answer to the “ugly duckling” de- 
signs that have hindered room air conditioner sales. Retail-minded 
Kelvinator has brought you a common-sense exclusive you know 
from experience will help sales: style! Here is the room air conditioner 
with a “‘look”’ of elegance and the “‘feel’’ of fine furniture . . . the air 
conditioner for installations where appearance counts. . . in home 
or office. Leather-textured drop-front doors, soft sandalwood finish, 
and distinctive decorator touch in a gold finished bezel give Kel- 
vinator the exclusive, smart but conservative appearance that sells. 
Moreover, with Kelvinator you offer the name you don’t have to 





EXCLUSIVES | You'll have more of the stuff 


sales are made of in 1955 with Kelvinator exclusives, 


explain . . . a product of assured performance, reliability and value Ranges with “Disposable Aluminum Oven Linings*”’ 

. . . at a competitive price . . . from the oldest maker of electric Automatic Washers with 2 compLeTe Automatic Cycles, 
refrigerators for the home. Here again is another exclusive to put Refrigerators with every wanted feature, and available 
Kelvinator dealers out ahead in 1955! Be the first to show and sell in 8 colors. Ap The Fabulous “Foodarama”! 

them in your community! pi tetas ad 


(Models available from '2 H.P. through 2 H.P., including casement-window model.) 


hKechuaator The Most Valuable Franchise in the Industry! 


Division of Americon Motors Corp., Detroit 32, Michigan 





ELECTRIC REFRIGERATORS ~- ELECTRIC RANGES - HOME FREEZERS + WATER HEATERS + KITCHEN CABINETS AND SINKS + WASHERS + DORYERS 
IRONERS + FOOD WASTE DISPOSERS + WATER COOLERS + ROOM AIR CONDITIONERS + DEHUMIDIFIERS + COMMERCIAL REFRIGERATION 
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TUB 


Only Blackstone 


provide gentle 


s gleaming Stainl 


Tub is specially designed with ribbing to 


action. Bullet shapea rim prevents splash 


Big, too holds a full 8 Ib. load 





PROVEN AGITATOR 
WASHING ACTION! 


Show 'em how Blackstone's exclusive cast 
aluminum agitator design provides proper 
blade area and degree of stroke for the 
finest washing action—of even the most 
delicate fabrics! 


Blackstone 


JAMESTOWN, NEW YORK 
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wash-board rubbing 


jen ae : 
SCUM-REMOVING 
FLUSH RINSE! 
Show ’em how Blackstone’s powerful 
water-jet action—with two complete deep 
rinses; a soak-rinse and an agitated-flush 
rinse in two changes of 14 gallons of water 


remove all dirt, soap and scum from 
surface of rinse water before draining! 


Wringer Automatic 
America's Oldest Manvtacturer of Home Laundry Appliances Washers Washers 









Ges & Electric 


STAINLESS STEEL 


... with exclusive washing features 


originally developed by BLACKSTONE 


HIGH-SPEED 
CENTRIFUGAL DRYING! 


Show ’em how Blackstone’s perfectly bal- 
anced tub spins quietly and vibration-free 
to extract excess wash and rinse waters 
from clothes. Leaves them fluffy-fresh and 
“ironing-dry” after the spin cycle! 





Dryers lroners—Portable 
and Console 
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Complete Laundry Unit 











SIGNAL Window-Portable 
Fan 


Signal Electric Div., 

King-Seeley Corp., 

Menominee, Mich. 

Model: Signal 20 in. Giant 20-1100 
window-portable fan. 

Selling Features: Easily portable 
reversible with Hideaway carrying 
handle that permits quick turning 
of fan in window for intake or ex- 
haust; 3-speed comfort-control; win- 
dow expander panel fits fan into 
sash-type windows without installa- 
tion; expandable mobile stand with 
> in. mar-proof rubber wheels also 
ivailable and gives 30 to 46 in 
height adjustment; _ finger-proof 
safety-guard grilles front and back 
snap out for easy cleaning; 20-in. 
blades deliver 3950 CFM; no radio 
or TV interference; neutral finish. 
Price: $49.95. 





HANDYHOT Fans 


Chicago Electric Div., 
The Silex Co., 

6333 W. 65th St., 
Chicago, 38, III. 


Models: No. 3397 combination 
cabinet-exhaust fans; No. 3390 
twin-fan window ventilator; No. 
3396 Deluxe exhaust fan and No. 
33068 oscillating 8-in. fan. 
Selling Features; No. 3397, 20-in. 
fan acts as an exhaust or cabinet 
fan with side-fin-panels telescoped; 
hi-or-low on exhaust or intake 
witch; radiator-cabinet-type grill 
work deep-pitch clover-leaf type 
blades havve 3200 cfm; 200 watts, 
1.c.; adjustable fin-panels fit every 
window width. 

No. 3390 twin-fan ventilator has 





large 10-in. fans; each fan has on- 
off switch; either fan can be fiipped- 
about in frame for intake or ex- 
haust; 1440 cfm intake, 1000 cfm 
exhaust; 900 watts; slip-shot in 
frame permits securing in window- 
frame with screw-driver 

No. 3396 deluxe exhaust fan has 
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flexible 2-speed hi-low selection on 
intake or exhaust; 4 h.p. motor; 
20-in. deep-pitch blades; 3340 cfm 
on intake; adjustable telescoping 
side-panels; Safe-T-Guard; draws 
200 watts, a.c. only. 

No. 3368 oscillating 8-in. fan 
396 cfm; stationary or 90 deg. arc.; 
Prices: From $10.95 for oscillating 
fan to $69.95 for combination 
cabinet-exhaust fan. 





THERMADOR Fans 


Norris-Thermador Corp., 

5515 S. Boyle Ave., 

Los Angeles, 58, Calif. 

Models: 2 kitchen ventilating fans 
have been added to ‘Thermador 
line No. TVF-9 and No. TVF-11. 
Selling Features: 9 and 11 in. fans 
respectively suitable for kitchen, 
bath or untility rooms; features in- 
clude low-cost, ventilation; snap-in, 
quiet operation, balanced, vibra- 
tion-free 5-blade, pressure type 
fans; polished chrome grille; motor 
and fan installed in special hanger 
housing, thumb screw holds grille 
and motor assembly in position. 





EMERSON ELECTRIC Fans 


The Emerson Electric Mfg. Co., 

St. Louis, 21, Mo. 

Models: New 20-in, 2-speed ‘l'urn- 
around window and utility fan and 
2 Northwind oscillating fans. 
Selling Features: ‘Turnaround fan, 
finished in 2-tone brown and beige, 
trimmed with gold horizontal 
bands, can be used as window fan 
for exhaust or intake or as a floor 
fan; specially wound, motor and 
electronically balanced blades give 
maximum air volume and quiet op 
eration; adjustable panels permit 
casy installation in windows 294 to 
38 in.; carrying handle; removable 
front and back guards; fan delivers 
3000 cfm on high. 

Oscillating fans include a 10-in. 
single speed and a 12-in. 2-speed 
Northwind model; quiet cool, in- 
duction motor; large quiet-pitched 
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blades; convenient oscillation ad. 
justment; hinged desk-bracket base 
for wall mounting; 2-tone metal- 
lescent-bronze and beige finish. 
Prices: Turnaround, $57.40; 10-in. 
oscillator, $19.95; 12-in., $28.95. 











FRIGID Window Fans 


Frigid, Inc., 

128-168 32nd St., 

Brooklyn, 32, N. Y. 

Model: Frigid electrically reversible 
window fan No. CR-20, and 
Chermo-Control push-button win 
dow fan No. WR-20-T. 

Selling Features: All purpose win 
dow fan, CR-20, can be used as an 
exhaust fan, or with flick of switch 
as an intake fan; closely set grill 
guards; 20-in, aluminum propeller 
with rubber hub propeller and mo- 
tor mounting; 3520 cfm; 6 quiet 
speeds—3 each for intake mad ex- 
haust—600, 800 and 1000 rpm; ad- 
justable from 28 to 34 in, a.c.; ivory 
baked enamel finish. 

Automatic ‘Thermo-Contro] fan, 
WR-20-T, features push-button 
clectro-control-push a button and 
its an exhaust fan, push a button 
and its an intake fan. Rubber hub 
propeller and motor mountings; 
20-in. aluminum propellers; air 
changed every minute in 3 or 4 
average size rooms; 3520 cfm; 6 
speeds, 3 each for exhaust and 
intake; adjustable from 28 to 34 in. 





ILG Attic Fan 


Ilg Electric Ventilating Co., 

2850 N. Pulaski Rd., 

Chicago, lil. 

Device: Ilg “Model ©” attic fan. 
Selling Features: Designed for 
heavy-duty application; 30-in. diam, 
blades offer high capacity air move- 
ment; self-cooled motor; lifetime 
lubricated bearings; quiet operation; 
may be installed in end wall of 
attic or placed over ceiling open- 
ing; outside venting may be fixed 
wood louvre or an Ilg motor oper- 
ated metal shutter that opens and 
closes automatically to protect 
against rain, snow. 





EMERSON ELECTRIC Air 
Conditioners 


The Emerson Electric Mfg. Co., 
St. Louis, Mo. 


Device: New line of room air con- 
ditioners for 1955 include 3, and 
l-ton units. 

Selling Features: Cooling capaci 
ties of 8,000 and 11,500 btus per 
hr. respectively. Fantasy color 
els supplied in 6 colors; flush 
mounting and flexible mounting 
permits installation any distance 
from 6-in. to 18-in, into room; 5 
adjustable louvers; double-power 
exhaust; control center concealed 
behind hinged front door; thermo 
statically controlled automatic op- 
eration is standard on 1-ton model 
and optional on j-ton model; per 
manent filter easy to remove and 
clean. 





usAIRco Room Cooler 


United States Air Conditioning Corp., 
3300 Como Ave., S$. E., 
Minneapolis, 14, Minn, 


Device: Window-type room air con- 
ditioner available in 10 models of 
4, } and 1-ton cooling capacities. 
Selling Features: In addition to 
units featuring electric strip heating 
and reverse cycle heat pump opera- 
tion the company also offers low- 
cost “Standard” models for insti 
tional users. 

Fiberglas and aluminum con- 
struction; sound and thermal in- 
sulation; inside cabinet has light 
neutral color, extends less than 2-in 
into room. Control panel beneath 
hinged access panel on unit front; 
Deluxe models include push-button 
control with 6 operating positions; 
high and low speed ventilation, in 
high-speed 
quiet night cooling, heating and 
off; automatic thermostat and fresh 
air and exhaust controls also in 
cluded. Standard models feature 
push button controls for ventilation 
and instantaneous high-speed cool 
ing. 

Installation kit also available 
Prices: Deluxe models with electric 
strip heating, $379.95 for 4-ton 
units and $399.95 for 1-ton. Heat 
pump models $15. higher; Stand- 
ard { ton model, $269.96. 


stantanecous cooling, 
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BEGINNING oyu. 
IN APRIL 





Tide’s big contest will create prospects... 
build traffic...increase sales! 


Here’s how if works: Millions of entrants will compete for 


prizes by finishing the sentence: “Tide gives best results in an 





automatic washer because ...”, in 25 words or less. Tens of mil- 


lions of official entry blanks will be enclosed in special Tide 





contest boxes 


Tremendous prizes offered — Ist prize is an automatic washer 
full of $10 bills ($10.000 in cash plus the washer)... other prizes 





include: 2 automatic washers and cash... 20 automatic washers 
and companion dryers ... 50 automatic washers or dryers . 
100 automatic ironers ... and 200 $50 Appliance Certificates 


redeemable at your store, or any appliance store. A total of 373 


great prizes! 


Your signature on a Tide contest entry blank is worth an 
extra $100 to each contest winner. Every winner in the contest 
can get an extra $100 cash bonus just by having her entry blank 
endorsed (signed or stamped) by you-—or any appliance dealer 
selling automatic washers. The $100 bonus will be awarded to 


winners by you-the appliance dealer—paid for by Tide, of course. 


Hundreds of thousands of contest entrants will want an appliance 


dealer to endorse their entry blanks. This means hundreds of 





thousands of appliance prospects ... extra appliance traffic in 


your store ... extra appliance sales for you. 








Not just one . 


.. but 15 leading manufacturers of automatic washers, 


dryers, and ironers are being featured in Tide's $100,000 Consume, 

Contest... to bring extra business to you! More brands are featured so that more 
dealers will profit from Tide's big contest. 

ABC an Contact the distributor of one of the brands 

ia Siidanains Laundry Queen at left for information and material that 

Blackstone General Elect ee will help you tie in and give you your full 

ric : 
Ooterte One Minute share of extra sales and profits! 


Kelvinator Speed Queen 


Coronado (Gamble) Kenmore (Sears Roebuck) 





Wizard (Western Auto) 
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washer consumer contest 
Sales and profits ! 


Here’s how you can turn contestants into customers: 






































Make your store Tide Contest Headquarters — urge house- 


“5 os wives to enter the contest ... demonstrate automatic washers 
a5 . 
, ae with Tide. Every contestant is a prospect. Make sure every entry 
blank in your neighborhood has your endorsement! 


Tie in with your local grocer (or grocery chain) —help him 
build a contest display in his store with your automatic washer 
and his special Tide contest packages and display material, Capi- 
talize on his heavy traffic. Urge his customers to visit your store 
for the special $100 bonus endorsement, Urge them to see Tide 
demonstrations in an automatic washer for ideas. Remember, 
every contest entrant means a chance for extra business. 

Run your own Tide Home Laundry Festival and cash in on 


the intense consumer interest Tide’s contest is building in home 


laundry equipment. You can offer special home trials and money- 





back guarantees to get washers into homes! A free Home Laundry 
Festival Display Kit is available to you... get it from your local 


distributor or use coupon below. 


Tie in with Tide’s tremendous contest advertising bring 
extra business in by running newspaper ads...by placing radio-TV 
, spot announcements... let people know your store is Tide Contest 

Headquarters. Remember, Tide’s contest advertising will be 


reaching most women in your neighborhood through . . 


Full-page, full-color ads in Life (April18) Tide's top-rated radio and TV shows (from 
and Look (May 3) plus This Week and April 18 through April 29) On Your 


Parade, and additional Sunday supple- Account, Concerning Miss Marlowe, Our 
ments and comics (April 17) a total Gal Sunday, Perry Mason and Woman In 
circulation of over 38,000,000! My House delivering a total of over 


Special contest commercials appear on 20,000,000 broadcast messages 








Box A, Tide Home Laundering Bureau 
1117 Enquirer Building 
Cincinnati 2, Ohio 


If your distributor is unable to supply you with information 


and free display material, mail this coupon today 


Please send me a free Home Laundry Festival Display Kit 


Name of Store. 


Address 
City - 


Zone —— eee 


Brand of washer | will feature 





(see list of brands at a 
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FRESH’ND-AIRE 
Dehumidifier 

Cory Corp., 
221 WN. Le Salle St., 
Chicago, 1, Il. 
Device: lresh'nd-Aire portable de 
humidifier No, D750B 
Selling Features: Hermetically 
scaled, 1/6 h.p. compressor; rede 
signed with new waffle-grid grille 
and grey-green baked enamel finish 
on furniture steel; 4 swivel casters 
for portability; removes up to 3 gal. 
moisture from air every 24 hrs.; 
3-way water removal system—con 
densate is collected in hidden gal 
vanized pail which is removable 
from handle bracket through rear; 
provision for drain hose or auto 
matic drainage is also available; 115 
volts, a.c.; no switches, dials, levers; 
204 in. high, 134 in. wide, 20} in 
long; weighs 67 Ibs 
Price: $129.95 





PERMAGLAS Water Heaters 


Permaglas Div., 
The A. O. Smith Corp., 
Kankakee, til. 
Models: Permaglas 1955 line of 
glasslined electric and gas water 
heate: 
Selling VFeatures: Electric PE, de 
luxe models have 50, 66 and 80 gal 
capacities; PES, conventional mod 
els come in 6, 15, 30. 40, 50, 66 
and 50 gal. « ipacities 

Deluxe electric models feature a 
look exterior with flat 
front pancl and sides that taper 
slightly outward to meet the curved 
rear; aqua, copper and white front 
panels; new wrap-around element 
operates on Heetwall principle simi 


new “square 


lar to gas models; aluminum-clad 
steel clement has notched flanges 
for flexibility. PSE models are 
lower, legs have been eliminated: 
improved 24 in. insulation; 2 ther 
mostats; built-in high limit control 
2 table top models PW'T-30 and 
PWT-40 are included in line 

Gas heaters include 3 PG-deluxe 
models in 30, 45 and 65 gal. capaci 
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ties and feature new “square’’ exte- 


rior in color; Heetwall construction 
with rear flue take-off, closed-end 
tank construction; fully glasslined. 
Conventional PGR and PGT mod 
els have 20 and 30 gal. capacities 

R models have rear flue take off and 
I’, top flue take off. 


~ 





EASY Wringer Washer 


Easy Washing Machine Corp., 
Syracuse, 1, WN. Y. 

Model: Easy  spiralator 
washer, deluxe (WDE). 

Selling Features: New full skirt con 
struction provides additional insula 
tion for tub; super-safety wringer 
automatically stops at slightest de- 
liberate push or pull of clothes or 
on any part of wringer unit; roll 
release buttons; “balanced pres- 
sure” deep cushion rolls; 8-position 
automatic Index-washing — time 
may be dial-controlled to suit kind 
of fabric and/or degree of soil; bell 
sounds and washer shuts off auto- 
matically when time expires;curved- 
vane spirlator wash action; 17-gal. 
porcelain washtub; electric drain 
pump.Two lower priced models 
available including a promotional 
model. 

Price: $169.95. 


wringer 





HUFFY Mowers 


Huffman Mfg. Co. Inc., 
117 Gilbert Ave., 
Dayton, 1, Ohio 
Models: ‘Two new “Huffy Head 
liners,” No. 180 electric and No 
+180 gas 
Selling Features: No, 180 features 
push-button starting; Cord Control; 
flipover handle for 2-way mowing; 
+, free-swinging blades on disc for 
safer cutting; blade rotation in- 
dicator; half-inch trim; overload 
protector 

No. 4180, 4-cycle gas mower 
features a silencer for quieter mow 
ing; “pull-up” starting; flip-over 
handle for 2-way mowing; “swing- 
four” safety blade and disc cutting; 
4 in. trim and variable speed con 
tro] 





GLOBE Built-ins 


Globe American Corp., 
Kokomo, Ind. 
Models: Built-in wall and counter 
ovens and drop-in surface units and 
counter top units 
Selling Features: Built-in wall oven 
are available with or without auto- 
matic clock control; 24 in. wide, 
25 in. deep and 26 in. high; also 
available with solid or glass doors; 
inside oven dimensions |7 in. wide, 
18 in. high, 20 in. deep. 

Set-on cabinet ovens in same 
sizes and same clock control and 


door selections; finishes available 


in stainless, copper or white. 
Surface units are available in 
drop-in and counter top units with 
remote switch mounting; equip 
ped with two 6-in. and two 8-in. 
units. Counter top units are also 
available with switches mounted on 


front 





ROYAL CHEF Barbecue Grills 


Chattanooga Royal Co., 
Chattanooga, 6, Tenn. 
Models: 17 
cue grills 

Selling Features: Line includes 9 
brasiers and 8 patio grills; top of 


new Royal Chef barb« 


line is a vellow and black brazier 
model RE-276 with stainless steel 
hood for smoking turkey or ham, 
24 in. firebowl; crank-type adjust- 
ment of chromeplated grid; pol 
ished aluminum folding legs, yellow 
wheels. RC-376 ad RC-276 have 
same type electric spit and yellow 
plastic cutting board as standard 
equipment with different hoods. 
lop of patio grill line, RC-248 





features twin adjustable fireboxes, 
large work space, new plastic cut- 
ting board and full width shelf; 
hood, bun warmer, electric spit and 
steak broiler standard. 

Aluminum models are light 
weight, with manual spits. 
Prices: From $4.95 for a “carry-it- 
with vou” patio model RC-116 to 
$104.95 for brazier RC-476. 





DUDE WAGON Barbecuer 


The Majestic Co., 
Huntington, Ind. 


Device: Dude Wagon barbecue 
cart. 

Selling Features: A 2-section unit 
complete with broad-tread tires for 
easy maneuvering in garden, and 
chrome handle for trucking around 
upper section is a_ self-contained 
cooking unit complete with ash 
drawer; lower section for storage of 
utensils, charcoal etc.; cooking 
grille is 16x18 in. at counter height; 
accessories include a stainless steel 
windbreak, skewer support, 4 stain 
less steel skewers; stainless steel 
hood and warming oven and an 
electric motor-driven spit; deluxe 
model has stainless steel utility 
shelves; lower-priced wagons have 
shelves in red or coppertone. Ex 
terior finish available in red or cop 
pertone 

Price: From $29.95. 





A-P Control 


A-P Controls Corp., 
2450 WN. 32nd St., 
Milwaukee, 45, Wis. 
Device: Model 55 Gasapack con 
trol. 
Selling Features: Heater control de 
signed for modern gas equipment 
self-contained unit comprises 5 con 
trols: a built-in pressure regulator 
for city gas; a large pilot filter; a 
100% automatic pilot and main 
and pilot shutoffs 

3 automatic accessories include 
S5SMTS modulating snap thermo- 
stat, 5SMT modulating thermostat 
and 55ET electric thermostat; has 
standard thermo-magnetic safety 
pilot with safety shut-off protec 
tion; silent operation 
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with New 


Z/P-CLIP bers 


= Easier to Use... Easier to Empty! 
JS 


= o> Zip the Clips and top comes off. . . 
remove paper bag and throw away 
.. insert new bag... . replace top 
and Zip the Clips! 


MORE POWER! n Amazin 
New 650 watt, full % HP 3-D RUG NOZZLE 


motor creates more powerful 
suction to clean faster, : The finest, \' 


clean better. 


most efficient 

rug nozzle made: 
cleans 3 ways—front, 
rear and both ends. 
Floating brush 


Exclusive! ; ' removes dog hair, lint. 


—no carrying or 


 Atlach-0-Matie 


‘ | ‘ : Easy Roll 
Clip-on Tools | ecknsy Roll, 
clipped to cleaner's side “Wa — ; 


Tools and electric cord 


quipped with 4 


storage problem— ; ' + aor yy ieee, 
saves time, steps 4 wheels. Does not 


and temper! 


but still only 


MERCHANDISING 


mar highly polished 
floors. Optional. 


Rated America's 
No.1 Best Selier 
by leading merchants 


_— 


and many other features 


! © New miracle shag rug tool—Optional @ Adjustable suction for drapes 
complete with @ 2 to 5 Ibs. lighter—easy to carry @ Triple filter—no dust escapes 


8-piece set @ Hum quiet—no vibration @ Tools lock—don't fall apart 
of deluxe tools. 


Saves your customers '20 to'30 


HAS MADE EUREKA AMERICA’S 
FASTEST GROWING FAVORITE IN VACUUM CLEANERS 
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TREMENDOUS SALES 


hi Tlouseheeping 


LIFE 


eatures ma 






L POWERHOUSE 


NATIONAL 
ADVERTISING 


in the powerhouse magazines... 
week after week...that make 
local promotions CLICK! 

















\ 
er than ever : 


ce the marvelous new 


REKA 


easier to empty é ” 


OE r 


easier to use 





Terrific 2-color, 2-page spread ads 
introduced and pre-sold the sen- 
sational new 1955 Eureka Super 
Roto-Matic to over 


40 MILLION 


of your customers 





.. and CONTINUING all through 
your Spring selling season! 


Magazine Issue On Sale “Sensational New 1955 


LIFE Mar. 7 Mar. 4 = > 
Mar. 21 | Mar, 18 , 
Apr. 11 | Apr. 8 
May 2 Apr. 29 
SATURDAY EVENING POST Mar. 19 | Mar. 15 
Apr. 23 | Apr. 19 
May 21 May 17 S WiPER Nati 


SWIVEL-TOP CLEANER 






GOOD HOUSEKEEPING April Mar. 20 
June May 20 
MACLEAN'S Apr. 2 Mar. 22 








May 14 May 3 
... every ad packs a real SALES PUNCH! 
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Wi 


1500 a day! 


2 POWERHOUSE 


PROMOTIONS 
hat never Ince f 


Every time you run these ads 
you get big business at big 
profits ...and QUICK! 





a 


rear 2 ! 
a can ae 


iw tro Sf [PB ore ke 


ws UREN 


And 8 to 10 days 
behind in shipments! 


(2s 


>= You're dealing from a stacked deck when you run these newspaper promotions—the results are a foregone 
95 conclusion. They pull people in—they close sales at good profit for you, 

And why not? At its nationally advertised price of $69.95, the Eureka Roto-Matic is America’s outstand- 

complete ing value in vacuum cleaners—rated “No. 1 BEST BUY” by the nation’s leading authorities, whose word 

with is accepted as gospel by housewives coast to coast. When you add the EXTRA inducement of these “FREE” 


ol deals, results are PHENOMENAL! Run the ads! You'll be adding LOTS of dollars to your bank account! 
attach- 


ments! PHONE, WIRE OR WRITE TODAY! 


EUREKA WILLIAMS COMPANY 
Division of Henney Motor Company, Inc. BLOOMINGTON, ILLINOIS 


ELECTRICAL MERCHANDISING—APRIL, 1955 PAGE 197 








AIR CONDITIONERS 


A Hotpoint Air Conditioner 
To Fit Every Need! 


There's a Hotpoint Air Conditioner with “Jet 
Stream” circulation for every purse and pur- 
pose--conventional or casement type. Rooms 
or homes of up to 1,000 square-foot capacities 
can be more effectively cooled—and with 
moisture removal of up to 15 gallons per day. 

Electrostatic Filters, Pushbutton Controls, 
Directional Louvers, ‘Jet Stream” Circulation 
and Dual-Purpose Heaters are just a few of the 
features that make Hotpoint outstanding for 
conditioning air these 6 ways: 


® Cooling Hot Air ® Drying Humid Air 
® Cleaning Dirty Air ® Exhausting Smoky Air 
® Circulating Still Air © Heating Chilly Air 


Hotpoint’s new Casement-type Air Condi- 
tioner can be brought all the way into the 
room where outer projection is prohibited. 
Special legs are available for this purpose. 


PRICE... PROMOTIONS... PROFIT: 


Your Hotpoint distributor has a new pricing policy on the 1955 line of Hotpoint Air Con- 
ditioners that gives you much greater merchandising flexibility and latitude. He has a com- 
pletely comprehensive promotional program that will put you in the Air Conditioner business 
in a BIG way. You can sell Hotpoint Air Conditioners with pride! Hotpoint offers you a 
sound pricing policy and a power-packed promotional program for greater sales! You will 
end the season with higher net profits if you line up NOW with Hotpoint! 


Hotpoint (a la nny Yo i Open 





REFRIGERATORS + OQISHWASHERS + DISPOSALIS + WATER WEATERS + FOOD FREEZERS + AUTOMATIC WASHERS + CLOTHES DRYERS ~+ AIR CONDITIONERS 
HOTPOINT CO. (A Division of General Electric Compony) 5600 West Taylor Street, Chicago 44, lilinois 
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INTERMATIC Clock Timer 


International Register Co., 
2624 W. Washington Bivd., 
Chicago, 12, Ill. 


Device: Intermatic clock and appli 
ance timer. 

Selling Features: ‘Timer turns appli 
inces and lights on automatically 
for periods of 15 min. to 54 hrs., 
then turns them off automatically; 
spruce green Plaskon case; easily 
read dial, large numerals; powered 
by Intermatic  self-starting syn- 
chronous type clock motor; 1650 
watts, a.c. only capacity, can be 
hung from wall or placed on table 
or shelf. 





DUWEL Hedge Trimmer 


Duwel Mfg. Corp., 
1218 S. Western Ave., 
Chicago, 8, Ill. 


Devise: Duwel hedge trimmer No 
1TT-100. 

Selling Features: Has 35,400 edges 
cutting per min.; weighs 44 Ibs 
12 in. cutlery steel cutting blad 
hardened and ground; minimum 
vibration; balanced at handle; auto- 
matic cut-off switch stops motor 
instantly; 1-point tension _ bar, 
pring loaded for minimum fri 
tion: 115 volt, a.c.-d 


Price: $39.95. 





HANDYHOT Trimmer-Edger 


Chicago Electric Div., 
The Silex Co., 

6333 W. 65th St., 
Chicago, 38, Ill. 


Device: Handyhot grass trimmer- 
edger 

Selling Features: Trims or edges at 
iny angle from horizontal to either 
right-vertical or left-vertical; circular 
disc slotted to lock cutting-heat 


ELECTRICAL 
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into position; trims or edges at any 
of 3 heights; quiet, air-cooled 
motor, completely enclosed; rotat- 
ing sharpened-steel, 2-fined blades 
cut a 6-in. swath; sole-plate under 
cutting blades guards against goug- 
ing lawn; rounded tooth front de- 
sign coaxes grass into rotating 
blades; easy-riding wheels; on and 
off switch; a.c. only; 115 volts. 


te 


ELECTROSHEEN Polisher 


Automation Development Corp., 
Box 461, 
Sand Springs, Okla. 


Device: Electrosheen rotary brush 
floor polisher. 

Selling Features: Polishes up to 
baseboard; foot switch located in 
base; handle will remain in any po 
sition; rotary brush action propels 
machine; operates on a.c, or d.c.; 
grav crackle finished aluminum. 
Price: $34.95. 


f Be rt “tea 
i 
| MEE ca > 





FLORENCE Ranges 


Florence Stove Co., 
Room 1459 Merchandise Mart, 
Chicago, 54, Ill. 


Models: 19 new gas ranges in Flor- 
ence 1955 line. 
Selling Features: four models in 
line feature the thermostatically 
controlled surface burner “Gov- 
ermess” that provides a 3-way 
range top; as a 5th burner it pro- 
vides top of range cooking tem- 
peratures for deep fat frying and 
pan frying with griddle attachment 
the burner becomes an automatic 
griddle; unit may also be operated 
manually, 

Roto-Broiler-Cue is available in 
2 models; Hi-swing out broiler lo- 
cated at waist height with 3 adjust 
able positions; a cutlery drawer in 
upper left hand storage drawer is 
available in 3 models. 

Basic line includes 12 custom, 3 


- 


deluxe, 3 standard and 1 special. 


1955 


Sizes include 40, 30 and 
widths, 

Fiesta yellow, Fiesta green and 
antique copper exterior finish are 
available in top models, 

Prices: From $379.95 for Custom 
model 48188 to $124.95 for 20-in. 
Rangette. 


20-in, 





CRYSTALHEAT Panels 


Crystalheat Co., 
Van Nuys, Calif. 


Device: Crystalheat 
heaters. 

Selling Features; Wall model panel 
frames are 234x204x2 in. overall 
steel with 3 in. round openings for 
+ in. junction box; heat-tempered 
rolled plate glass element—metallic 
oxide transparent film is fused on 
back of glass at red-heat becoming 
chemical part of glass; glass is 
mounted on 4 ceramic blocks; alu- 
minum infra-red reflector; steel 
cover ring; 1000 watts; model 
UWS.-1000 for mounting on sur- 
face of wall; model UWI-1000 for 


recessing into wall. 


glass panel 


Briefs 








Rubbermaid introduced several new 
products designed to make dishwash- 
ing and dish storage jobs easier—(1) 
Rubbermaid flexible dishpan protects 
sink and dinnerware, can be used for 
laundering hosiery, as a lightweight 
laundry basket, etc.; available in two 
sizes: 134 in. diam. and 15 in. diam. 
A rectangular model for twin sinks is 
also available. Prices, from $1.98 to 
$2.49. 

(2) Dinnerware rack provides com- 
pact storage for a complete service 
for eight; cushioned rack has space 
for dinner plates, salad plates, sauce 
dishes cups and saucers. Price $3.49. 

(3) Shelf-Kushion, washable, per- 
manent shelving in longer lengths for 
wall and base cabinets; can be cut to 
size with a scissors. 

All Rubbermaid items available in 
wide selection of colors. 


Anew low-priced line of Lift-A-Dor 
automatic garage door operators has 
been announced by Alliance Mfg. Co., 
Alliance, O. Genie Model A is com- 








| 
pletely automatic, radio-controlled 
unit, which opens and closes door, 
turns light on and off, locks and un 
locks door; operates from dash of cat 
and set with an individual transmitter 
Other models in line include a key 
lock, straight track model; curved 
track models, and radio-controlled 
models in straight and curved tracks 
Prices form $69.95 to $219.95 for 
model A, 





Flex-Vent, is a new, easy-to-install kit 
for outdoor venting of dryers. Made 
by the Flexible Tubing Corp., Guil- 
ford, Conn., the kit consists of white 
flexible ducting, an all-aluminum vent 
hood which connects ducting to out- 
side of house, and all necessary adapt- 
ers and fittings; can be installed 
through basement window, sill or wall; 
exterior flange of hood automatically 
compensates for uneven wall surfaces. 





door 
opens, Closes and locks garage door, 
turns on-or-off the garage light from 
the operator's car; manufactured by 


Auto-Magic, garage 


operator 


Auto-Magic Div., United States Mo 
tors Corp., Oshkosh, Wis., 2 models 
are available—an electronic remote- 
controlled model wherein a small radio 
transmitter mounted under hood of 
car goes into action at press of a but 
ton on dashboard; and a key lock 
switch model which is actuated by a 
control mounted on a gate post, light 
post, installed along side the drive 





J 


Blossom Mfg. Co., 915 
New York, N. Y., announces a new 
air conditioner cover to retail for 
$4.98. Made of plastic to withstand 
every type of climate, especially 
through the winter, Will fit every 
known air conditioner on market 


Broadway, 
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MAKE SURE YOUR STOCKS ARE COMPLETE 
on the easiest-to-demonstrate, easiest-to-sell 
item of all, the clock-radio with the built-in 


Telechron clock-timer. 








Sf 
TELECHRON TIMERS, GENERAL ELECTRIC COMPANY, 114 HOMER AVE., ASHLAND, MASS. ‘A 


vn 
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May 7, 1955. Great new | clock-radio 











profit-making promotion from 
TELECHRON clock-timers 


Starting with a 2-page, full-color spread in The Saturday Evening Post, 





Telechron clock-timers bring the industry the greatest advertising and 
promotion campaign ever prepared for spring sales...from Mother’s Day 
to Father’s Day, from bride-and-groom time through school and college 
graduations. Watch for the details! And, of course, you'll want to be 


sure you are ready to cash-in on these clock-radio sales. 


MAKE SURE YOU ARE READY TO FEATURE 
the famous clock-radio brands that use the 


Telechron clock-timer—the best-known, most- 


MAKE SURE YOU PLAY UP GIFT DAYS 

in your clock-radio advertising and displays. Mother's 
Day is May 8; Father's Day, June 19... . Birthdays come 
every day; Graduation Days mean extra sales from May 


through June; Weddings pay off heavily in May and June. 


wanted clock-timer of all. 





TELECHRON timers make sales easy... automatically 
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CROSLEY TV Sets 


Crosley Div., 

Avco Mig. Corp., 
1328 Arlington St., 
Cincinnati, 25, O. 


Models: Crosley new line of 21-in 
table and console Custom V re. 
ceivers 
Selling Features: Line includes 
table models H 21 TKMF and 
TKBIF in mahogany and blond re 
spectively; vertical console H2] 
CKMF and CKBIF in mahogany 
and blond respectively; and hori 
zontal console models with 3-speed 
phono and automatic record 
changer H 21 LPKMF and LPKBF 
in mahogany and blond respec 
tively. All VHP models have im 
proved turret-type Cascode tuner 
with strip conversion to UHF; 
“noise gate’’ to help eliminate man 
made interference; 3-position local 
distance switch located among side 
controls allows receiver to function 
at full power for distance stations 
and prevents overloading when re 
ceiver is tuned to powerful local 
stations; 90 deg. aluminized pi 
ture tube; Custom V line employs 
41 me LF. circuits on UHF and 
VHF versions; extra dual-purpose 
tube boosts or maintains voltage 
where voltage has dropped because 
of overload along the line; all tubes 
are the new rugged 600-mil type 
Hach model has tinted glare 
shield; removable safety glass 
Prices: ‘lable models $179.95 and 
$189.95; Vertical consoles, $199.95 
and $209.95: Horizontal consoles, 
$299.95 and $319.95. Combina 
tion VHF-UHF all-channel models 


are $30. higher: 





FADA TV Sets 
Fada Radio & Electric Co., Inc., 
Belleville, N. J. 
Models: 3 new 21-in sets—a table 
model, open face console and a 
full door console 
Selling Features: All models feature 
“super powered chassis” electron 
ically controlled by “Selectramatic” 
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circuit; aluminized picture tube, 
large concert grand speakers; super 
deluxe “variable” 
tone control; transformer powered 
chassis, VHF or UHF-VHF; ma 
cabinets; table 
models in lined oak or ebony; open 


cascode tuners, 


hogany veneer 


faced console in limed oak 


Prices: From $219.95 to $299.95 





OLYMPIC TV-Radio-Phono 


Olympic Radio & TV Inc., 

Olympic Bidg., 

Long Island City, 1, N. Y. 

Model: Washington TV-radio 
phono combination No. 17KE- 
66W. 

Selling Features: 17-in. picture 
tube television; radio and 3-way 
phono; grained walnut, mahogany 
or oak 

Price: $199.95 





HOFFMAN TV Sets 


Hoffman Electronics Corp., 

3761 S. Hill St., 

Los Angeles, 7, Calif. 

Models: 1955 line includes 17, 21 
and 24 in. models in table, con 
sole models and a Pacifica series of 
5 models with 21 and 24 in, tubes. 
Selling Features: Spacesaver 17 in 
table model fits on end table or 
swivel-top wrought iron stand, wal 
nut, mahogany or limed oak finish. 

Tahoe 21-in. deluxe table model 
has all metal cabinet with Silicon 
finish, “‘top-side controls; ebony, 
mahogany or blond finishes. 

Monterey 21-in. table model in 
all-wood cabinet has super 21-in. 
CDB aluminized picture tube; 20 
tube Mark 10 chassis; walnut, ma 
hogany, limed oak. 

Mar Vista 2l-in. consolette in 
all-wood cabinet, mahogany or 
lined oak, 21-in. black rectangular 
picture tube 

Malibu 21-in. console has Super 
2l-in. CDB aluminized picture 
tubc 

San Clemente 21-in. deluxe con 
sole in mahogany, limed oak or 
cherrywood; 22 tube Mark V chas- 
S18. 

Westwood 24-in. deluxe table 


model has matching wood base at 
extra cost; mahogany or limed oak; 
24-in. alumuinized tube; 22-tube 
Super Mark V chassis. 

Wilshire 24-in. deluxe console 
has 24-in. aluminized tube; 22-tube 
Super Mark V; mahogany, limed 
oak and cherrywood finishes. 

Huntington 21-in. console has 
Super 21 in. aluminized tube; 23- 
tube Super Mark V chassis; Tradi 
tional mahogany or provincial 
cherrywood classic design cabinet 
with full doors 

Berkeley 21-in. ‘I'V-radio-phono 
has 2l-in. picture tube; 24-tube 
deluxe chassis; 3-speed phono is 
accessible from top; dual speaker 
trio-phonic hi fi sound. 





Pacifica series includes Rancho 
21-in. table radio; Ranchito 21-in. 
console, Del Monte 21-in. console 
Hollywood 24-in. console and Bel 
Air 24-in. console. 

Finishes include toast shade ash, 
smoked cherry, mahogany limed 
oak cabinets. 





‘ 
iat | 


ANDREA TV Sets 


Andrea Radio Corp., 
27-01 Bridge Plaza N., 
Long Island City, N. Y. 





Models: 6 new 21 in. TV sets. 
Selling Features: All models fea 
ture horizontal Andrea “Custom 
21” single unit chassis—a 90 deg., 
21-in. aluminized picture tube; re 
movable safety glass; all controls 
ire in front; cabinets of dark or 
blonde wood veneers 

Montauk is a table model; Capri 
a modern open-face console; 
Hampton-contemporary open-face 
console 

Optional with table models is 
a selection of two swivel base 
tables and a modern style “Planter 
I'V" table with tapered wooden 
legs and brass ferrules. 

Other features include 41.25 mc 





If’ stage, optional all-channel, ad- 
vanced cascode tuner and new 
Sharp-Focus silver mirror screen. 

Prices: From $249.95 for Montauk 
to $309.95 for Hampton in blonde. 





DeWALD TV Sets 


De Wald Radio Mfg. Corp., 
35-15 37th Ave., 
Long Island City, 1, N. Y. 


Models: De Wald 1955 TV line 
includes 21 and 24-in. models. 
Selling Features: Features include 
removable front glass for cleaning; 
super-power chassis; Cascode tuners; 
41 me IF circuit; low radiation; all 
controls located in front; wooden 
cabinets. 

2l-in. models include 2 table 
models, J-215 and J-2150, the latter 
with all channel tuner; both models 
available in blond or mahogany; 3 
consoles, J-216 and J-2160 open 
face models the later with all chan- 
nel tuner, both come in blond or 
mahogany, and H-212-D 3 door 
console in mahogany only. 

24-in. models are H-240 and 
H-2400 open face consoles, the 
later with al channel tuner; both 
come in mahogany or blond. 
Prices: From $189.95 for J-215 in 
mahogany, to $394.95 for H-2400 
in blond 


ee td 


MOTOROLA Pocket Portable 


Motorola Inc., 

4545 W. Augusta Bivd., 
Chicago, 51, Ill. 
Device: Pixic 
radio 


personal portable 


Selling Features: bits in man’s coat 
pocket; tiny battery-operated set 
uses sub-miniature tubes; super 
powerful 1R5 mixing tube in RF 
circuit provides better reception; 
earphone output jack located in 
back; improved ave; polystyrene 
plastic cabinet; polished stainless 
steel diam; 4 tubes including recti 
fier and ferrite antenna; camera 
type styling with optional leather 
carrying cas¢ 


Price: $29.95 


APRIL, 1955—ELECTRICAL MERCHANDISING 




















In CHICAG (), too...up to 35% profit margin 


on popular models by Magnavox!* 


*Made possible through direct-to-dealer distribution 


YON, 








MODERN THEATRE 

Radio-Phono-TV Combination is complete entertain 
ment center! AM-FM, 21° TV, 3-speed record changer 
2 Magnavox speakers. Ultra-compact furniture styling 
MV 173 Modern Theatre, (VHF) $398.50 
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MAGNAVISION 121LC 





Lyon & Healy, Inc., Chicago, one of America’s largest music and TV dealers, values the Magnavox 


f . an a . 2 21" TV on a Mobile Table. Wheel / 
franchise above all others, according to Mr. G. W. Ward, Manager of the Television Division. on 0 rome Teas, HiNOers ran pnt See 


tion—into any room! New top tuning, omni direc 
tional sound, aluminized tube, Chromatone filter, 
reflection barrier, designed in newest compact 


SALES! 





“MAGNA OX 4 b f vas YN@: 121 LC, Magnavision 21, (VHF) $199.50 
V is... by far a 
: : !9) > , 
our most profitable line . 
eee . 
w 
= 
Only The Magnavox Franchise 7 
" 
We have found the Magnavox franchise to be the Offers This Protected Profit Plan 
only 'bread and butter winner' of all the lines = 
we now carry. This was based on what our company ] Highest margins — plus freight pre- 
looks for and needs in a given franchise. paid. wv 
These are namely: ? The only TV-radio line with vigor- wi 
1__A line with superior quality and selling ~ enforcement of price mainte- a 
features. nance where permitted by law. No 5 MAGNARAMA 4 
price cutting. No Discount-House 
2A line which offers the dealer a fair and competition, b = Big-Screen TV for $249.50 (VHI). Sets pace for 
equitable profit. 3 Rebate guarantee protects you the 24-in. market! 100 sq, in. more picture in a 
. , ai : sducti cabinet no larger than average 21" table set 
3Protection from discount houses, which against price reductions, - 
prevents price cutting. Magnavox is the 4 No promiscuous franchising. Magna- uw Concealed top controls, two-speaker frort-pro 


vox sells through fewer than 2% of jected sound. Stend included. 


only franchise which offers this. 
— the nation’s radio-TV dealers. 





4. Inventory price protection. With the Vv 
Magnavox franchise, a buyer can easily There May Be A Franchise 5 
forecast his buying and profit picture. , 
Available In Your Community 5 
C..Dalee fee tu png ce Remy compared x There are 8 few good mathe la which Oo 
ws Sy rd “ th cant recor ty © Magnavox does not have adequate repre- 
BASESe, poem ony ; . Cove . th sentation. If you want to make money « 
paying a with the selling TV and High-Fidelity write The a 
PESCnaee CF 6 Eger. Magnavox Company, Fort Wayne 4, 
Indiana, to determine whether there is uw 
Sincerely, a franchise available, w 
tad 
BW ~ 
Cty p= «= NEW YORKER 
> 
The magnificent “No Bend” 21” Top Tuning Console. New unc 
wd § tional beauty with top controls. Two front 
pa te eee Ce nay «=i mounted 8” speakers with sound diffusers 
a Chromatone filter, Magnatex decorator colors 
MV 151 LD, New Yorker, (VHF) $249.50 


THE MAGNAVOX COMPANY. FORT WAYNE 4, INDIANA high-fidelity - television + radio-phonographs 
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NORGE AGAIN 


Actual Laboratory Tests Prove Norge Time-Line Auto- 
matic Washer and Dryer Features Superior to All Others! 

















NORGE “TIME-LINE” AUTOMATIC WASHER NORGE AUTOMATIC ELECTRIC DRYER 





Report shows: Report shows: 
@ Shortest drying time of all dryers tested. 


@ Lowest drying temperature of all dryers tested. 


@ Most complete soil removal of all washers tested. 


@ Best over-all efficiency of operation of all washers 
tested. @ Best over-all efficiency of all dryers tested. 


Sell NORGE...The Washer-Dryer Line That's First in 


Features... First in Performance! 


Better see about a red-hot Norge franchise today! N 0 R G 
_ more-much more-from E 


NORGE SALES CORPORATION, SUBSIDIARY OF BORG-WARNER CORPORATION, MERCHANDISE MART PLAZA, CHICAGO 54, ILLINOIS 
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Identifying Items Washed: Swatches which have been 
presoiled with grease, oil and carbon black are stay - 
led to items about to be washed. Ten swatches are 
affixed to three items in the load. Tote Table con- 
tains testing instruments. 





Washing Test Starts: Typical washes (double sheets, 
single sheets, pillow cases, towels) were started 
simultaneously in several well-known brands of 
automatic washers. Engineers report Norge outper- 
formed all others in handling a full load, and con- 
forms to all claims made in Norge direction booklet. 


4 


/ 
4 J 
4s : ~ 






: 
















RATED NO. 1 





i\\\ : 


ee various brands of dryers. The Norge model was 

Rinsing Detergents: With the aid of a spectrophotometer, found to operate at the lowest temperature of all 

4 swatches are compared in photo above to determine rinsing makes tested. Engingers find that clothes dry just 
characteristics by finding out how much detergent remained. as fast without extreme heating. 
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Tested for Whiteness: After washing, the swatches are tested for whiteness 
with a reflection meter. (Swatches on the loads washed by a Norge 
Time-Line Automatic Washer came out whitest.) 









Measuring Drying oe remap With a potentiometer, 
5 the heat within the drying cylinder is measured on 
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G-E Portable Radios 


General Electric Ceo., 
Electronics Park, 
Syracuse, N. Y. 


Models; G-F. portable radio line in 
cludes 3 ““Tripmate” personal port 
ables and 4 3-way portables a.c.-d« 
or battery operated 
Selling features: New ‘I ripmates 
have 4-in. speakers; newly devel 
oped long-life batteries; special bat 
tery saver switch permits reduction 
of power consumption and extends 
life of batteries; weight including 
batteries, 44 lbs. 

3-way portables also equipped 
with battery saver switch; operate 
from a.c.d.c. or batteries; more 
compact than previous models; 





weigh 5} Ibs. with batteries; “T”’ 
shaped carrying handle folds down 
behind cabinet out of sight 

Both types use 4tube chassis, 
built-in iron core antennas; and CD 
frequencies marked on tuning dial; 
way portables have dry plate 
Selenium rectifier in addition 

l'ripmates available with green, 
red and white or in 2-tone gray 
plastic cabinets; 3-way portables in 
charcoal, red, green or white 
Prices; Vrom $24.95 for green 
l'ripmate, to $32.95 for white, 
green or red 3-way model, 





OLYMPIC Clock-Radio 


Olympic Radio & TY Inc., 

Olympic Bidg., 

Long Island City, 1, N. Y. 

Model: Metronome No. 402. 
Selling Features: Includes a 5-tube 
a.c. radio, 4 in, Alnico V speaker; 
clock timer and appliance outlet; 
features modern dail face clock 
styling; available in walnut, ivory, 
chartreuse, pink and blue. 


Price: Walnut, $29.95 other colors, 


$34.95. 
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MOTOROLA Radios 


Motorola, Inc., 
4545 W. Augusta Bivd., 
Chicago, 51, Ill. 


Models: New series of steel Mo 
torola portable radios: Spectator, 
Citation and Caribbean 

Selling Features: Stec] cabinets are 
individually fitted and sealed for 
life with washable, dirt resistant, 
scuff and stain proof pyroxilin; 
super size antennas located in 
handles which can be rotated and 
positioned head-on with signal be 
ing received; handles automatically 
lock in comfortable gripping posi 
tion for carrying when not in use; 
90-volt batteries give more power; 
5-tube portables operate on a.c., 
d.c. or batteries; Alnico 5 perma- 
nent magnet; Civilian Defense sta 
tion markings. Carribean has larger 
speaker magnet. 

Spectator, finished in taupe with 
mahogany trim; Citation, charcoal, 
green, red, or blue with ebony trim; 
Caribbean, charcoal with ebony; 
suntan or white with mahogany 
Prices: rom $29.95 for Spectator 
to $39.95 for Caribbean. 





HALLICRAFTERS Radios 


Hallicrafters, Inc. 
4401 W. Sth Ave., 
Chicago, 24, Il. 


Models: Hiallicrafters SX-99 and 
SX-96. 
Selling Features: SX-99 covers 
standard broadcast band from 540 
to 1680 ks and 3 shortwave bands 
from 1680 to 34 me; other features 
are over 1000 degs. of calibrated 
handspread on the 10, 11, 15, 20, 
40 and 80 meter amateur bands; 
7 tubes and | rectifier. 

SX-96 has a double conversion 





superhet over entire frequency 
range; precision gear drives; select- 
able side band reception of sup- 
pressed and full carrier, delayed 
AVC, CW operation with AVC on 
of off; other features include cali- 
brated band spread, “‘S’’ meter and 
phones jack on front panel; 10 
tubes, 1 rectifier and 1 voltage 
rectifier. 





SYLVANIA Radio-Clock 


Sylvania Electric Products Inc., 
Radio & TV Div., 

254 Rano St., 

Buffalo, 7, N. Y. 


Model: “Nightlighter” radio-clock, 
No. 598. 

Selling Features: Incorporates Pane- 
scent lighting as part of clock face 
and dial providing soft light for 
childrens rooms, bedrooms and 
hallways; unlighted lamp resembles 
porcelainized surfaces of refrig- 
erators etc.; other features include 
an automatic device that switches 
radio off or on, a buzzer alarm, ap 
pliance outlet, precision time piece 
and full-toned radio; new cabinet 
styling in 4 decorator colors. 





DeWALD Radio 


De Wald Radio Mfg. Corp., 
35-15 37th Ave., 
Long Island City, 1, N. Y. 


Model: De Wald “Classic” sweep 
radio No. J-543. 

Selling Features: Sweep dial station 
selector; in walnut and ivory. 

Price: $23.95. 


RCA VICTOR Portable Radios 


RCA Victor Div., 
Radio Corp. of America, 
Camden, N. J. 


Models: 7 new portable radios fea- 
turing non-breakable plastic cases. 
Selling Features: 5 models are pack- 
aged in “Impact” non-breakable 
cases: Deluxe “Personal’’ No. 6B5, 
a battery powered book size port- 
able with electro-dynamic speaker, 
built-in antenna; 2-tone gray finish. 

Skyway, 6BX6, 3-way portable, 
operates on battery, or a.c.-d.c.; 
green, gray or ivory finish. 

Sportsman 6BX8 3-way portable 
in 2-tone gray or 2-tone green. 


Three-Way Personal, 6BX41, 








powered to pull in distant stations, 
tilt-backing tuning dial; light green 
or gray finish. 

Globe Trotter 6BX63, features 
slide-rule tuning and “Golden 
Ihroat” tone; gray finish. 

Two portables in break-resistance 
plastic are: Personal 6B4, book-size 
portable, battery-operated; red or 
white case; and Wayfarer 6BX5, 
3-way portable with ‘Golden 
Throat” tone, red case. 

Prices: From $24.95 for Persona\ 
to $49.95 for Three-Way Personal 
and Globe Trotter. 





4 
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DECCA Radio-Phono 


Decca Records Inc., 
50 W. 57th St., 
New York, 19, N. Y. 


Poe: 


Model: 3-speed, portable radio 
phono No. DP-450. 

Selling Features: Washable 2-toned 
case in royal blue and gold; 4-tube 
superhet radio with built-in ferrite 
loop antenna; and external antenna 
connection also included for ex 
treme fringe areas; 3-speed motor 
with built-in automatic 45 rpm 
disk; high-gain cartridge with sing 
all-speed needle in balanced light 
weight arm. 

Price: $29.95. 





DYNAVOX Phono 


Dynavox Corp., 
40-05 21st St., 
Long Island City, 1, N. Y. 


Device: Dynavox portable 45 rpm 
record player No. 545. 

Selling Features: Plays a stack of 
45 rpm records without adjust 
ment; has a deluxe automatic 
changer, hi-fi cartridge and perma 
nent needle; 3-tube high gain 
amplifier, 4x6 in. p.m. speaker; 
variable volume and tone controls; 
built-in compartment for record 
storage; luggage-type carrying cas 
of plywood covered with 2-tone 
green or maroon fabricoid. 


Price: $44.95. 
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More Comfort... More Sales. .. 


REVERSIBLE 
V4 single and Twin 


- WINDOW FANS 






e INDIVIDUAL PANEL SWITCHES 


© AVAILABLE WITH OR WITHOUT 
THERMOSTATIC CONTROL 





with the chrome plated §//£-/££-GARD 


Kord adds Twin Reversible Window Fans as com- Simply flip lever to reverse air flow WITHOUT 


panions to the successful single models and doubles removing ventilator from the window. Exhaust hot, 
stale air during the day, bring in cool fresh air at 







efficiency and comfort. 


TTT night. Adjustable to fit most any window. The 
RNY YY Ones 0 BY, p 
iN My 9) Use them in the bedroom, kitchen, living room or 4 pole, WEATHERPROOF Motor is completely en- 
By AUDA : " 

PY amNY NY attic . . . always refreshes quickly and efficiently. 


! 


Hy Hi, closed — assures all-important protection against 
wy SA j j j i 
Use them with confidence . . . both Reversible dust, damp air or rain, guaranteeing long, lasting 


ice, Fini tiful 
Window Fans are completely guarded, front and service, Finkhed in beautitul gray baked enamel, 


it blends smartly with any color scheme. 
back, with Kord’s sturdy, all chrome-plated “SAFE- 
TEE-GUARD.” Just one of the many quality fea- For safety, styling and efficiency Kord’s Single and 
tures found in these outstanding values. Twin Reversible Window Fans set the pace! /% 
Available in 10” and 12” Blade Sizes 


WRITE FOR COMPLETE CATALOG 










MANUFACTURING COMPANY, INC. 
4510 WHITE PLAINS ROAD eo NEW YORK 70, N.Y. 
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2 POWERFUL NEW 
G-E TV PRICE LEADERS! 








Turn toughest 
fringe area 
prospects 
into sales... 


Model 211029 





G.E."S NEW PROMOTIONAL TV offers even your tough- 
est customers the deal they want. Here’s TV of G-E 
quality—with many Ultra-Vision features that made 
G-E TV stand out 7 to 1 in a nationwide poll. Here's 
TV powerful enough to pull in signals even in the 
hard-to-reach fringe areas. Best of all, here’s quality 


TV competitively priced to draw and close a sale! 


UNBEATABLE FEATURES! 21-inch aluminized super- 


sized 90° deflection picture tube... black safety glass 



















...Glarejector...G-E Dynapower speaker..."Set-and- 
Forget” volume control...maximum interference 
protection...superb fringe area reception. Get full 
details and pricing from your G-E Distributor NOW! 
General Electric Company, Radio & Television De- 
partment, Electronics Park, Syracuse, New York. 






*Prices include Federal Excise tax, one year warranty on picture tube, 
90 days on parts. VHF-UHF models, and bases for table models at 
slight additional cost. Prices subject to change without notice. 


Genero! tlectric Comedy Theatre Presents “THE RAY MILLAND SHOW" Ielevision — (BS — Weekly 


Model 21€128 
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cone ah : a i = n> a «eines ali 
Model 210156 Model 21€152 Model 21€151 Model 210157 


lo-boys 


®@ G-E TV from $129.95* to line up every prospect! 

» ad Low-priced new G-E Lo-Boys with picture near floor 
they re high-performance for reading-angle viewing, stand-up tuning, and with 
full Ulera-Vision features. New G-E Pacers—lighter 


a,8 * and lower priced than ever! Picture’s out front for 
additions t0 G + S round-the-room viewing! And so compact—with new 
cd # 


slim look—they’ll even fit in shelves or bookcases. 


. | It's G.E.’s hottest line — on every count! Picture 
hottest TV line quality! Style! Performance! Power! Price! Get the 
. jump on competition. Line yourself up with the line 

that’s first with the ‘‘firsts’’! 




















Pe Oe ee 


Model 17721 Model 21€108 Model 21€109 Model 21133 


pacers 


Progress ls Our Most Important Prodvet 


GENERAL @@ ELECTRIC 
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STROMBERG-CARLSON Hi-Fi 


Stromberg-Carlson Co., 
Rochester, 3, N. Y. 
Device: Stromberg-Carlson Hi-Fi 
Consolette No. Hit CM 
Selling Features: Has push-pull am 
plihcation for reproduction from 
records played on its 3-speed record 
changer; audio power rated at 7/5 
watts; two Alnico 5 speakers are 
strategically placed for best listen 
ing; Sin. speaker located behind 
front grille cloth; 12-in, bass reflex 
speaker faces downward from base 
of elevated cabinet; frequency re 
sponse ranges from 50 to 15,000 
cps 

Cabinet top lifts for access to 
record-changer, control panel and 


record storage space; 3-speed 
changer is spring mounted; 


weighted turn-table for constant 
speed operation; plays ten 12-in. or 
twelve 10-in. records in 3 speeds, 
and automatically stops after last 
record: flip-over needle on Ccramic 
cartridge; control: 
separate bass and treble controls 
mahogany cabinet 

Price: $199.95 


off-on-volume 





RCA Hi-Fi Recorder 


RCA-Victor Div., 

Radio Corp. of America, 

Camden, N. J. 

Device: RCA hi-fi magnetic tape 
recorder-reproducer SRT-1. 

Selling Features: Covers audible 
range from 50 to 10,000 cycles; 
designed for simple plug-in connec 
tion to home assembled hi-fi sys 
tem and for all combinations or 
RCA intermatched hi-fi electronic 
components; utilizes all types of 
standard magnetic tapes in 5-in. and 
7-in, reels; designed for half-track 
recording; can be installed vertically 
or horizontally; provides full-range 
hi-fi recording and reproduction at 
low tape speed of 74 ips; can also 
be operated at 32 ips; other fea 
tures include rapid re-wind speed 
of 40 secs for 1200 ft. tape; switch 
selection of “record” and “play 
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Hi-Fi and 


NEW PRODUCTS . +++» Recorders 


back”: interlocking device in record 
playback minimize accidental era 


sure; monitor jack for plug-in ear 


phones; weighs 27 lbs 


Price: $325 





EMERSON Hi-Fi 


Emerson Radio & Phono Corp., 

111 Eighth Ave., 

New York, 11, N. Y. 

Device: Emerson hi-fi table phono 
No. 818 

Selling Features: Equipped with 4 
tube amplifier with a frequency 
range of 50 to 12,000 cycles; 3 
extra-heavy 6-in, speakers coort- 
dinated with and sealed into ma 
hogany cabinet—one speaker on 
each side with the third speaker 
mounted in front; 2 long-life styli 
for 334, 45 and 78 rpm records; 
will continuously play 10 and 
12-in. records, the latter two inter 
mixed 

Price: $99.95; $10 extra for blonde 





TRI-FY Recorders 


Tape Recorders Inc., 
15C1 W. Congress St., 
Chicayo, 7, tll. 
Models: Tri-l’'y Dixieland magnetic 
and Continental tape recorders 
Selling Features: Dixieland has fre 
quency response to 7500 cycles, 
flutter and wow rate less than 
5% plug-in recording head, rugged 
microphone, ge ey ampli- 
fier; tape-guide slotting device; 
dual-track, 2-speed portable unit; 
housed in 2-tone carrying case 
Continental is a full-range, full 
fidelity tape player and recorder; 
has plug-in recording head; tape 
guide slotting device, neon bulb 
recording level indicator; 3.75 and 
7.5 in. see. playing speeds; pre 
equalized amplifer and 5x7 in. 
built-in speaker; Continental houses 


on 6-tube superhet radio with 540 
1500 ke AM _ broadcast band, 
built-in loop antenna and avec; 
mixer” circuit permits recording 
of microphone and radio 

Price: Dixieland, $109.95; Conti 
nental, $169.95 (without radio 
$159.95 





Mark Simpson 
Hi Fi Consoles 


Elcraft Electronics, 
Long Island City, 3, N. Y. 


Device: “Mark Simpson hi-fi con 
soles. 

Selling Features: 4 models featur 
ing “name” components such as 
Garrard, G-E, Masco, Webster 
Chicago and Electro-Voice assem- 
bled in hand-rubbed mahogany 
cabinets with “infinite — baffle’ 


speaker enclosures; slide-out record 
changer drawers and standard hi-fi 
components. Models are available 
with or without AM-FM_ tuner 

Prices: From $169.50 to $249.50 





Meri 7“ : 
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KIDDIE Clock-Phono 


B & R Electronics Co., 
1701 Boone Ave., 
New York, 10, N. Y. 


Device: Kiddie clock-phono, CP 
100. 

Selling Features: Phono with built 
in electric clock that starts playing 
automatically when time to awake; 
child awakes to favorite record au 
tomatically, can be used to teach 
child to tell time; may also be used 
as an alarm for children of school 
age; table phono has Peter Pan de 
sign; plays 7, 10, and 12 in. records 
in 3 speeds; 2-watt amplifier and 
speaker with Alnico V magnet; also 
operates independent of clock; 
weighs 9 lbs. Another model, CP-50 
with same clock features but with 
a single speed only is also available. 
Price: CP-100, $29.95; CP-50, 
$24.95 





REVERE Tape Recorder 


Revere Camera Co., 
320 E. 21st St., 
Chicago, lil. 


Device: Reveres dual-speed hi-fi 
tape recorder ‘T-700-D with auto 
matic keyboard control. 

Selling Features: Operating at 
speeds of 3.75 and 7.5 ips it re 
cords one or two hrs. per 7-in. reel 
according to speed; keyboard con 
trol is solenoid operated; Balanced 
tone coordinates amplifier and 
acoustic system response to give r 
alistic hi-fi reproduction; other fea 
tures include index counter; high 
speed forward and rewind and dy 
namic type microphone. 

Price: $212.50 complete with mi 
crophone, radio attachment cord, 


2 reels, carrying case. 


Briefs 





Overture is the name of a new low 
priced hi-fi audio unit announced 
by Espey Mfg. Co., 528 E. 72nd 
St., New York 21, N. Y. Consists 
of acoustically baffled mahogany or 
blond finish cabinet, 5-tube ampli 
fier and 3 speakers; all standard 
record changers can be used with 
unit. Price, $59.95 





a) 


Vocatrol is the newest in com 
mercial monitoring equipment for 
I'V and radios; it “taps” electrical 
currents that correspond to sound 
and tells in about 3 secs. whether it 
is listening to music or to speech 
if it is music, Vocatrol keeps on 
listening and lets the sound out, 
but if it is a speech, Vocatrol auto 
matically generates an electrical im 
pulse that turns off radio, TV or 
li-Fi systems. Actually it turns off 
one tube in adapter socket which 
makes it impossible for sound to 
come through. Price $49.95. 
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HOTTEST PROMOTIONAL ITEM 


- POWER TOOLS 
9 Admiral 


WORLD'S LARGEST TELEVISION MANUFACTURER 
































@ Watch the “do-it-yourselfers” come flocking 
to your store when you offer this super-value. 
The drill alone regularly retails at $24.95! It’s a 
husky, rugged 1, inch drill with deluxe features 
like these: precision gear type chuck...saw type 
handle...instant-release lock-type switch... plus 
Admiral’s exclusive, beautiful GoLp color finish. 


@ And that’s only the beginning! The give- 
away price includes a 31-piece Accessories Set 
that makes this the tool of a thousand uses... 
plus the carrying case, with transparent poly- 
styrene cover and handle. To top it off, even at 
the rock-bottom retail price of $19.95, there’s a 
good mark-up for you. Call your Admiral 
distributor or mail the coupon now. 






Use this super-special as a traffic builder for the complete line of oe | en 
Admiral SuperTools ... America’s Most Magnificent Power Tools cy € eal? 


The brightly polished cotp colored finish 














gives Admiral SuperTools a tremendous sales Admiral CORPORATION, Accessories Division 
edge. The complete line includes 1/4,” and 14” 3800 Cortland Street, Chicago 47, Illinois 

drills, power saws, sanders, polishers, drill 

stands, saw tables, compressor attachments, : rush prices on Drill Kit T51 and 
screw driver attachments... plus numerous Ge " z . nt Admiral SuperTools. 

home workshop kits. Put yourself in the 

power tool business with this tubular metal Nome 

display stand, complete with built-in illumi- 

nated sign and illuminated Admiral wall Address. 

sign...available with your starting assort- 

ment of Admiral SuperTools. Call your City. State EM4 
Admiral distributor. 
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BRACH Magne-Tenna 


Brach Mfg. Co., 
200 Central Ave., 
Newark, N. J. 


Device: Magne-lenna antenna. 
Selling Veatures: Receives ‘IV sig- 
nals through the principle of mag- 
netic absorption; magnetic mate 
rial slows down and shortens ‘TV 
wave length so that a relatively 
small assembly can pick up signals; 
enclosed in cabinet 14x6x4 in., has 
no protruding rods; has channel pre 
selection which isolates short wave, 
diathermy and cross-modulation in- 
terferences; tunes with simple knob 
like a radio. 

Price: $19.95, mahogany or walnut; 
$21.95, blond. 








b | 
TRIO Antenna 


Trio Mig. Co., 
Griggsville, il. 


Model: New Trio “77” has been 
added to antenna line. 

Selling Features: An all VHF chan- 
nel yagi type, uses intermixed high 
bund and low band elements ar 
ranged for single line operation; 
high-gain yagi performance on all 
VHF channels; no interaction be 
tween high and low channel el 
ments; high rejection of signals off 
rear and sides; designed to with 
stand high winds and icing; bal 
anced for rotator operation; Alcoa 
tubing; “Insta-Lok” clamp for easy 
assembly, 





COR Rotor 


Corneli-Dubilier Electric Corp., 
So. Plainfield, N. J. 


Device: Cor automatic Rotor, No 
AR.2 and AR-1, 

Selling Features; AR-2 includes a 
thrust bearing; AR-1 is for ordinary 
installations without thrust bearing; 
mechanical brake; magnetically re 
leased; quick-mounting antenna 
mast collet; speedy installation with 
no loose parts to assemble; mini 
mum wind resistance takes antenna 
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masts up to 14 in. O.D5 self- 
centering sawtooth clamps; high 
strength with low weight; fits stand- 
ard towers; weather-sealed, factory 
lubricated; encased in modern plas 
tic cabinet which uses 4 wire cable 





CHANNEL MASTER 
ALUMounts 


Channel Master Corp., 
Ellenville, N. Y. 


Device: ALUMount mast mount- 


ings. 

Selling Features: Line consists of 3 
heavy-duty models to fit masting 
of all sizes; feature thick sleeve 
walls, embossed rib construction; 
self-locking; adjustable—free-swivel- 
ling joints permit simple installa 
tion on flat surfaces or peaks of any 
angle; double-lock protection. 
Prices: From $1.81 to $2.36. 





. —s 
CHANNEL MASTER Antennas 


Channel Master Corp., 
Ellenville, N. Y. 


Models: Maverick antenna line and 
Irail-Blazer all-channel yagi an 
tenna, 

Selling Features: Maverick antenna 
line includes 2 complete series of 
conicals in preassembled and non 
assembled Entire line 
comprises 22 models; aluminum 
throughout. 300 series, with 12 
models, is Super-sembled. Every 
clement swings open and automat 
cally locked into position. 10 non 
assembled models in 340 line 
“Notch-Lock” clamp plate prevents 
clements from turning or twisting 
loose. A choice of conical configura 
tions is available in Maverick series 


versions. 


TV Accessories 


NEW PRODUCTS oe 


6-clement and 80-clement, fan-type 
head, standard X-type head, high 
band stubs, high band directors; 
X-type reflectors and straight-bar re- 
flectors. 

Trail Blazer No. 335, a new all- 

channel yagi antenna features high 
band directors a full wave length 
long; all aluminum including 1- 
piece cross-arm, elements, beadiets 
for fringe area reception; has high 
gain on all VHF channels together 
with good front-to-back ratios; im- 
proved impedance match; “Snap 
Lock” assembly—clements swing 
out and snap into position. 
Prices: Maverick 300, from $4.17 
to $5.56 per bay; Maverick, 340, 
from $3.50 to $4.31 per bay; 1-bay 
Trail Blazer No. 335, 
stacked model, $45." 4. 





TELCO Mount 


Television Hardware Mfg. Co., 
Rockford, III. 


Device: Telco Handy Mount an- 
tenna mast mount. 

Selling Features; Mount fits all 
masts up to 14 in. diam.; clamp and 
U-bolt construction gives device all- 





t sins a" and 
Mark Simpson Mfg. Co., Long Is- 
land City, N. Y., announces a new 
low cost, 6-watt complete and self- 
contained sound system weighing 
less than 20 Ibs.; Model CS-6P-3 in- 
cludes a 6-watt amplifier with sepa- 
rate inputs for microphone and 
phonograph, tone control, 4 and 8 
ohm output taps for any speaker 
and 6-watt power output; 50 to 
12,000 cps frequency response; set 
includes a 3-speed manual phono- 
graph with turnover crystal cart- 
ridges built into back of carrying 
case; 3 tubes including rectifier. 
Complete system consists of ply- 
wood carrying case, built-in 8 in. 
pm Alnico 5 speaker; crystal mi- 
crophone with 15 ft. cable and 
connector, built-in webbed strap for 
carrying microphone. Price: $110. 
with phono; $75. without phono; 
amplifier alone complete with 
tubes, $30. 








angle versatility; extra leg for solid 
support from both sides plus rein 
forced ribs. 

Price: No. 8800-U, 55¢. 


TY_BRIEFS 


Tenna-Table is the name of a new 
dual-purpose wrought iron TV base 
with a built-in antenna. Uses table 
legs as dipoles to make it a 360 deg. 
directional antenna; adjustable to hold 
any size set; base swivels on ball bear- 
ings. Made by Parker-Eastern Co., 
6435 Market St., Upper Darby, Pa 
Price, $16.95. 








Spencer Cardinal Corp., Marion, Ind., 
announces a new line of record cabi 
nets, TV and Hi-Fi utility furniture 
Cabinets are available in mahogany 
white oak, and limed oak finishes in 
an assortment of open cabinets, slid 
ing door, and drawer type units with 
modern and traditional styling. Model 
600-B shown is 32 in. wide, 27 in. 
high; has sliding doors, blonde finish 
rift-cut white oak veneer on top, ends 
and doors and wrought iron legs. 


APRIL, 





TV Table Div. of Reclaimo Mfg 
Co., Chicago announces a new line 
of metal TV television tables in 
wrought iron and cold rolled steel 
with black oxidized finish; avail- 
able with plain or swivel tops, also 
adjustable tops that expand to 30 
in.; some models have magazine 
racks 
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the name they know...the name they 


ecm stop,look-buy! 


PRESTO AUTOMATIC ELECTRIC 


FRY-PAN CASSEROLE 


Priced to add even BIGGER VOLUME to what is already the 
hottest selling appliance in the country! And now with the 
new Presto you have EXCLUSIVE PLUS-FEATURES! 


EXCLUSIVE J] Use for 1,000 and | dishes + Exclusive “Sweep” 
PLUS Heat Selector * Twin, stay-cool handles + Exclu- 

. | sive Stickproof interior + Safe for any table « Sil- 
FEATURES: versmith finish. 


Fair Trade List Price. Fed. Tax Incl. 

§ 95 Heat Resistant Gloss Cover $2.00 List 
Price. Matching Silversmith Cover 
$3.00 List Price. 


PRESTO AUTOMATIC ELECTRIC 


SKILLET 


ad 50th Anniversary Bonus 
Here’s the glamour girl of the Presto electric line! And ONLY * $2.00 Value! 

PRESTO GIVES YOU A COMPLETE LINE TO SELL IN THIS : : : 

RED HOT FRYPAN FIELD! With Presto you can sell UP... . ee gue enaen 
down... BUT YOU SELL! Le 


(For limited timo enty) 
EXCLUSIVE | A 4-in-1 sales story. It's o frypan, saucepan, 
PLUS casserole and chafing dish—all in 1. Exclusive 
FEATURES: “Sweep” Heat Selector + Sofe for any table + Au- ® 


tomatic controlled heat. Award winning design. 


iy) enemas §§6the perfect pair for profits 


FREE! SOth Anniversary Bonus Heat Resistant Glass Cover! $2.00 Value. 







Now! The New, ALL-NEW 


New Pressure 


New Automatic Regulator 








w " Air Vent Controls the pres: 
Automatically re- sure in cooker. 
Presto 700 Cooker |i: |: |= 


5.10.15 pounds, New Cooking 
Rocking motion Guide 
signals when || Correct timing 
food is cooking, for many popular 

: dishes right en 
the handle. Easy 
te read 


automatically re- 
tains pressure, No 
watching. Exclu- 
sively Presto! 






All the new automatic features that make Presto Cooker lead- 
ership more conclusive than ever. Presto adds the all-new 
pressed 700 series to the 200 cast series to give you a FULL 
LINE of pressure cookers. Priced to sell in a wide range. 
Now pressure cooking is easier than ever before . . . and 
the women love it! Get set to ride the sales boom. 


3-qt. “Vege-Master”  4-qt. Cook-Master” 6-qt. ““Meat-Master’ 
No. 703. Perfect for Ne. 704. Popular for Neo. 706. For family 
vegetables, cereals, average portions.Holds portions. Holds 4 pint 
extra food. ideal for 4, -pint jars for can- jars for canning. Cooks 























one or two persons nin whole roosts, 7-Ib, 
$11.95 East Zone* $12.95 East Zone* chicken 
$12.45 West Zone* $13.45 West Zone* $17.95 Eost Zone® 


$18.45 West Zone® 






*All prices ore Fair Trade Prices 


Free! To Dealers! . \ i _ 
50TH ANNIVERSARY OFFER! “ 
EDL \" 5 | va 


























Now! It's easy to pressure cook! Perfect Coffee! Twice as fast! Beautiful . and what a cook! Presto—the only tap water iron 
NEW PRESTO COOKER PRESTO COFFEE MAKER PRESTO COOKER/FRYER with Scorch Preventer! 
Simple as boiling water! Auto- i's fully evtomotic! Perks coffee New 2-in-) avtometic electric VAPOR STEAM AND 
matic Air Venting. New Cook- to your favorite flavor-strength appliance! Cooks, deep fries, DRY IRON 
ing Guide on handie. New | twice as fast! Silversmith finish roasts, steams, brolses, bokas Scorch Preventer indicates when 
New Presto Electric Trivet Free. Large, de luxe size electric Trivet Pressure-Tru indicoter,. $#§=§....., ; . $29.95 Silversmith finish . . . $286.95" heat and steam are perfect for 
and display free to dealers with every order of 5 Presto products. Presto cookers . . . from $11.95 Complete with cover ond fry- oor, Seen Presto has 
Consumer gets Trivet direct from Presto for $2.50. Regular $4.95 (7G THEOS PRISED bosket. tb ssaite alias a 
Value. Offer good with every Presto product. (Offer good in 


Continental United States only.) 


NATIONALLY ADVERTISED TO PRE-SELL FOR YOU! 


A big, hard-hitting national magazine campaign hits ‘em where ” ae P MA ' AY ri 
you want them hit. Your market is being pre-sold on the all-new Preslo U,) he tthe . i: 
Presto “700” Cookers! \ 
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Invento 





= 


Now you can have 





Controlled 





ry Protection 


with REMINGTON’S 






Ee 





s Se 


AIR CONDITIONING 








BIG S FOR SS! 


Division of Remington Corporation, Auburn, N. Y. 






Mode! 6 Va HP 
Mode! DOC Deluxe Vo WP 


Model 6 44 HP 
Mode! 08 Deluxe 44 HP 
Medel 1) 1 HP 
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Founded 1872 


Coll the Tropic-Tested line — window units, 


Consolaires, consoles — the most saleable 


Model 12 1a HP 





line for '55 — proved in over 62 countries since 1937. 


Consolaire 
4 HP and | HP 












Only Remington gives you true 


Inventory Protection onthe 


Air Conditioners you buy! 


For the first time you can really get rid of inventory 
jitters! Remington has a protection plan that’s superior 
to any ever offered, unique in the industry! You benefit 
directly ... you know how Remington's plan is designed 
to beat the inventory problem — when and if it arises. 


You Can’t Lose with Remington! 


You can plan your season's turnover with greater accuracy. 
And, in addition, you receive Remington's unique 
Weather-Viser Forecasting so you're ready when hot 
weather hits. For greater profits get the full story from 
your distributor or send coupon for immediate action. 


Big-5 for ’55! 
@ Demonstrator Allowance Plan! 
@ Controlled Inventory Plan! 
@1 for 9 Plan! 
© Weather-Viser Forecast Plan! 
@ Coloramic Sales-Center! 


Get the “sizzle”’ from your distributor! 
Or write REMINGTON! 





Copyright 1966 Remington Corporation 


Remington Corporation, Air Conditioning Division 
9-3 Willey Street, Auburn, N. Y. 


Rush the facts on Remington's Big 5 for ‘55, plus particulars on the 
new Consolaire! 


Nome 


Company " —————EEe ‘ ———s 


| 


EE 


eee _.- Zone 


| 
| 
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ELECTRICAL 


TRADE REPORT 


Ha AM A 


APPLIANCE 


NEWS 





R. P. HARRISON 
0 ew Rite ltl 


Is Fair Trade Dying? 


@ | 0 date, five state Supreme Courts have declared 
Fair Trade laws unconstitutional 


@ The Federal Trade Commission recently refused 
to enforce state laws and advises dealers to “cut 


prices” 


@And now, the Justice Department issues a re- 
port recommending death for federal Fair Trade 


laws 
lair ‘Trade drew fire from three 
different directions last month. ‘Thes« 


volleys signal the start of a life-and 
death struggle for the fixed price sys 


tem of merchandising 


[he first barrage came from the 
state courts, where local jurists ruled 
that Fair ‘Trade violates state consti 
tutions. A second blast came in a 


letter from the Federal ‘Trade Commis 
And finally, on March 31, the 
Justice Department loosed its 60-man 
anti-trust report 

The study of this group flatly r 
commends the repeal of the Miller 
‘Tydings Act and the McGuire Act. 

(The Miller-T'ydings Act of 1937 
exempts manufacturer-retailer price 
fixing contracts from anti-trust prose 
cution; the McGuire Act of 1952 
allows a manufacturer to hold all re 
tailers in a state to a retail price 
schedule if just one dealer in the state 
agrees to the prices.) 

The report of Attorney General 
Browncll’s anti-trust committee is ex 
pected to form the basis for future 
legislative recommendations of the 
Kisenhower Administration. But Con 
gressional action, of course, may be 
slow in coming. 

ven if Congress doesn’t act on the 


s10n 


question immediately, however, Fair 
l'rade is in trouble in several states 
icross the country 


As the map on this page indicat 


thre tate Missouri, ‘Texas and 
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Vermont (plus the District of Colum 
bia) never adopted Fair ‘l'rade laws 

In Michigan, the Fair ‘Trade law 
was declared unconstitutional in 1952 
l‘lorida was the next to void its Fai 
I radc March of 1954 
Then in January, 1955, the Georgia 
State Supreme Court killed that 
state’s fixed price system and, in 
quick succession this February, the 
\rkansas and Nebraska State Suprem 
Courts took similar actions 

While these state 


legislation—in 


rulings are not 


The Fair Trade Picture: 








[_J- Never adopted Fair Trade 
~ Fair Trade in effect 
GEER - Foir Trade deciored unconstitutional 
MBB - Test coses now pending 
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exactly alike, they all in effect cripple 
lair ‘Trade by declaring the “non 
signer clause’”’ unconstitutional. 

In the Nebraska decision, however, 
the court apparently has taken even 
stronger action and Fair Trade experts 
believe that even signed contracts may 
be illegal now. ‘The ruling came in a 
case involving McGraw Electric Co. 
(Sunbeam Corp. filed a brief as a 
“friend of the court” and the ruling 
will also apply to pending cases in 
volving General Electric.) 

Ihe Georgia decision, too, may 
iffect signer contracts. Future test 
cases will have to examine this aspect 
in both states. 

In other lower courts have 
recently ruled against Fair ‘Trade laws 
etting up other potential “dangerous” 
tate Supreme Court tests for Fair 
lraders in Utah, Colorado and Vis 
ginia. Massachusetts and South Caro 
also have cases on the dockets 
which could eventually lead to Su 
Court tests. 


states, 


lina 


pre Tie 


I’. Tl. C. Role Refused. On the na 
tional level, the Fair ‘Traders recently 
received a set-back at the hands of the 
lederal ‘Trade Commission. ‘The I 
I’. C. released a letter to retailers r 
fusing to enforce state air ‘Trade laws 


More Tests Coming 





And to add insult, the Commission 
advised retailers they could “with 
impunity” ignore the state laws where 
they were not being diligently en 
forced, 

Ihe F. ‘Tl. C. said that if a manu 
facturer persists in discriminatory o1 
lax enforcement of his Fair ‘Trade con 
tracts “he has forfeited his rights to 
enforcement and there is no longer 
any legal obligation—or at least any 
legally enforceable obligation—upon 
a retailer to observe the manufacturer's 
fixed prices,” 

‘The commission went on to advise 
retailers to “resort to various avenues 
of self-help.” Among the avenues 
suggested the fixed price 
“and compete on a price basis with 
the discount house,” 

Ihe F. ‘Tl, C. concluded, “It can 
not seriously be suggested that price 
competition is morally reprehensible 
\ retailer forced to cut prices to com 
pet 


disregard 


could do so with impunity.’ 


Justice Department Study. Hard 
on the heels of this Ff. ‘T. C. letter 
came Attorney General Brownell’s 


long-heralded and long-delayed study 
Formed in 1953 to review the whol 
structure of anti-trust legislation, the 
Brownell committee was composed of 
60 top lawyers and economists 

In strong words, the committee’ 
report attacked the federal laws which 
exempt lair ‘Trade agreements from 
inti-trust action 

Ihe report said, “We regard th 
I'ederal statutory exemption of Fait 
l'rade pricing as an unwarranted com 
promise of the basic tenets of national 
anti-trust policy. ‘The throttling of 
price competition in the process of 
distribution that attends Fair ‘Trade 
pricing is, In Our Opinion, 4 deplor 
ible yet imevitable concomitant of 
l'ederal exemptive laws, 

“We therefore recommend Con 
gressional repeal both of the Miller 
l'ydings amendment to the Sherman 
Act and the McGuire amendment to 
the Federal Trade Commission Act, 
thereby subjecting resale-price main 
tenance as other price-hxing practice: 
to those Federal anti-trust control 
which safeguard the public by keeping 
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HH DECORATOR 
COLOR 


@ Any model, any size becomes 
any color 


No color-stocking 
necessary 





No waiting for special color 
orders 


Less money — and space — in 
inventory 


Faster turnover on every 
model 

Greater profits with a 
simplified line 


Selected for ‘Good Design” 
Exhibition 








She can leave it gleaming white — 
IH is smart either way. 








cr 











Picture your customer with her |H refrigerator decorated to match her 
kitchen. IH model A-106-DX is shipped from factory with vinyl plastic 
covers in Spruce Green, Persimmon Red, Pink, and Primrose Yellow 


INTERNATIONAL 
HARVESTER 
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DOORS ELIMINATE 
INVENTORY PROBLEM 


Just seven new International Harvester refrigerators 
...and Six new freezers...cover 98% of the market 


Here’s your simple time-saving, work-saving, inventory-saving, 
profitable answer to all your customer requests for color in the 
kitchen. It’s the famous “Decorator” Door—pioneered by and 
exclusive with International Harvester. 

With any IH model, your customer can match her refrigera- 
tor or freezer to any kitchen color schemes—in just a few min- 
utes, with less than two yards of fabric. And she can redecorate 
whenever she likes—or leave it gleaming white. 


Most important to you, you can lead the parade to color with 


minimum inventory. You need stock —and display —only a few 
basic models. With the new 1955 IH line, just 13 refrigerators 
and freezers meet the demands of 98 customers out of a hundred. 

No need to stock several colors in every size .. . no more gam- 
bling on which color to order . . . no more waiting for 30 or 60 
or 90-day color delivery . . . no slow-movers left over because 
a color didn’t click. 


Show the IH “Decorator” to your color customers — for easy 
volume and profits. 














Only way to match a refrig- Match the refrigerator to draperies, 
erator to paneled kitchens. as shown... change as desired. 


IH chest freezers can be covered on 


Decorate it all... or just a part, 
top to form an extra work surface 


as on this IH upright freezer. 


: TV HELPS SELL ’EM! 


a 
Pi * 
* 

{ nie ri atl 0 nal Harvester ° Ronald Colman stars in ‘The 
. Halls of Ivy’ on 89 CBS-TV and 
sd affiliated stations . . . helps sell > 
om 
a 
* 

* 
= 





for International Harvester 


dealers. 
International Harvester Company, 180 N. Michigan Ave., Chicago 1, Ill. ants 





Tuesdays — 8:30 pm — EST 
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the channels of distribution free.” 

Ihe report earlier observed that 
‘without Federal immunization, Fair 
I rade pricing, as a practical matter, 
cannot survive.” 

Not Dead Yet—In quick answer to 
the committee report, the Bureau of 
Education of Fair ‘Trade quoted Mark 
Iwain’s famous comment, “The re 
ports of my death have been greatly 
exaggerated.” 

Dr. John W. Dargavel, chairman of 


the bureau, said “Premature obitu 

aries on Fair ‘l'rade have been touched 

off by recent decisions in which the 
oo 






high state courts of Georgia, Arkansas 
and Nebraska have held their stat 
lair Trade laws to be in violation of 
their state constitutions. 

“The Fair Trade obit-writers, how- 
ever, fail to take account of the fact 
that the Fair Trade laws are still alive 
and operating in 40 states out of the 
+5 which originally passed them. As 
against five adverse decisions, there is 
i long line of decisions by the U. S. 
Supreme Court and some 15 high 
state courts upholding the constitu- 
tionality of the Fair Trade laws.” 

Referring to the Attorney General's 
committee, Dr. Dargavel said a num- 
ber of the members “were acknowl- 
edged opponents of Fair Trade prior 
to their appointment to the com 
mittee,” 

He also noted that some of the 


P committee members felt that repeal, 
y T T i without some new law, “overlooks seri- 
Yl F A N Ss | ous business problems.” In addition, 


1 few members “flatly oppose repeal.” 
Ihe 82nd Congress, weighing the 


Cenu+stierisDb RATI NG same arguments that the committee 





196 to 10 in the House and 64 to 16 
in the Senate.) Since then, the U. S. 
Supreme Court has repeatedly refused 
to rule on its constitutionality. 

Many observers doubt that a Fair 
l' rade law would enjoy the same popu- 
larity before the present Congress. 
Fair Traders do have many powerful 
friends on Capitol Hill, however, in- 
cluding Sen. Hubert Humphrey (D. 
Minn.), chairman of the Small Busi- 
ness Committee. Chances are an Ad- 
ministration-sponsored repeal would 
bog down in this session. 

I'he companies who have effective 
Fair Trade policies, of course, have in 
vested huge sums of money in main 
taining Fair Trade and they are not 
likely to give up without a fight. For 
those companies, Fair ‘Trade 1s a vital 
factor in their merchandising system. 

To pick one example from the ap- 
pliance industry, Sunbeam _ experi- 
enced a 15 percent sales drop in the 
District of Columbia in 1953 when 20 
discount houses took over 80 percent 
of the company’s sales and 600 re 
tailers dropped the product. At the 
same time, the company’s sales rose 
11 percent in the U. S. as a whole 
where the product was Fair Traded 

Top legal experts on the Fair Trade 
side will huddle shortly to map 
strategy. “The possibility of an appeal 
to the U. S. Supreme Court and of 
new legislative approaches will be 
weighed,” according to Dr. Dargavel 

The real fight on Fair Trade is still 
ahead. But the principle has recently 
received some severe wounds. 

In a word: while Fair Trade’s 
friends aren’t sending flowers, they ad 





reviewed, went on to pass the McGuire mit a few “get-well” cards wouldn't 
Never before an attic fan so high in quality, so low in cost! The \ct, Dr. Dargavel said. (The vote hurt 
Conso Windmaster positively has no competition in its field when 
it comes to price . . . guarantees fast turnover, quick profits for 
any dealer. Backed by Consolidated’s 10-year guarantee, manu- 
facturers’ warranties, and an A & M Certified Rating (36” fan is P 
rated at 10,096 CFM... other sizes in proportion). Designed to Scheduled Meetings 
comply with FHA loan requirements. Wire or write today for com- * PACIFIC COAST ELECTRICAL ASSN. 


plete information about the money-making Conso Windmaster. 


Annual Convention 
Palace Hotel, San Francisco 
May 11-13 


PUBLIC UTILITIES ADVERTISING 
ASSN. 


Annual Convention 
Sheraton Hotel, Chicago 
May 12-13 


PORCELAIN ENAMEL INSTITUTE 
Mid-year Division Conference 


Edgewater Beach Hotel, Chicago 
May 18-20 


APPLIANCE PARTS JOBBERS ASSN. 





Service Seminar, Trade Show and 
Convention 
CHECK THESE IMPORTANT CONSO WINDMASTER FEATURES: <r e 


1 
® Compact and easy to install, either vertically or horizontally May 10-20 


® G.E. motor with thermal overload cut-off @ $.K.F. Neoprene- NATIONAL ASSN. OF ELECTRICAL 


mounted sealed-for-life bearing © Quiet, counter-balanced die- DISTRIBUTORS 
cut steel blades @ 100% welded construction throughout © | | Annusl Convention (Agperatus & sup- 
Vibration-proof rubber-padded frame mount @ Automatic ply and housewares only) 
Conrad Hilton Hotel, Chicago 
spring-hinged belt tensioner. May 22-25 
Manufacturers’ agents: Choice territories available for reliable agents with follow- 
ings. Write immediately for information on the fastest-selling line in the country APPLIANCE TECHNICAL 
CONFERENCE 
American Institute of Electrical 
. Engineers 
’ Hollenden Hotel, Cleveland 
May 23-24 


2401 Nicholson P. O. Box 7425 Houston, Texas 








STEEL KITCHEN CABINET MFRS. 
ASSN. 


Annual Meeting 
The Greenbrier, White Sulphur Spring 
June 2-4 


SUMMER MARKETS 


Merchandise and Furniture Mart 
Chicago 
June 20-July | 


HOUSEWARES SHOW 
Atlantic City 


July 11-15 


AMERICAN HOME LAUNDRY MFRS. 
ASSN. 


Summer Meeting 
The Homestead, Hot Springs, Vo 
July 17-19 


WESTERN SUMMER MARKET 
Western Merchandise Mart, San 


Francisco 


July 18-22 
NATESA CONVENTION 
Chicago 
August 19-21 
INT’L ASSN. OF ELECTRICAL 
LEAGUES 
20th Annual Conference 


Toronto 


October 5-8 








PAGE 218 APRIL, 1955—ELECTRICAL MERCHANDISING 











Sure shortcuts to New Sales for You! 


SKIL Offers A Quick, Economical Way 
For Appliance Men to Tap 





The Growing “Do-It-Yourself” Market 
ill 


: 


There's big money for you in the mush- _ tionally priced drill kit values. These two 
rooming home tool business. Now, _ kits are packed with accessories. In fact, 
SKIL helps you start with an inventory each is a complete home workshop in 
line only two products long. Yes, all you | one compact package. Tool for tool, 
need to start cashing in is SKIL’s sensa- there are no finer kits on the market. 








cn - 





SKIL 11-PIECE SENIOR DRILL KIT 


at record savings—only $29.95 (mode! 587) 


Just the tool combination to make a “window shopper” 
into a customer, This 11-piece SKIL Kit is the ideal set 
to round out a workshop or start a beginner, Everyone 
iS a prospective customer, 


SS OSH ORES eH oe 8 ES OE ERS SOS SESS Seen 





Look at These items 


Powerful SKIL %” Drill with geared chuck 
Set of 3 Twist Drills 

5” Lambswool Bonnet 

5” Sanding Disc 

5” Rubber Disc Pad 

3” Grinding Wheel 

Arbor Adapter with 14” Shank 

Sturdy Steel Carrying Case 

11 Important Tools and Accessories 
contents. This is one of SKIL’s biggest sellers. Dealer orders and repeat pv Re ER eo ga $29.95 
orders prove the SKIL Kit is taking the country by storm 


SKIL 32-PIECE DELUXE DRILL KIT 
at history’s lowest price 
$39.95 (Model 515) 


Every handyman, hobbyist, or homeshopper will go for a bargain like this. 
At SKIL's bargain price your customers can save almost $20.00 on SKIL Kit’s 














© 1 Model 549 “%” SKIL Drill © 1 Paint Mixer 
with geared chuck © 1 Grinding Wheel 
® 1 Drill Stand © 1 Wire Brush 
® 1 Rubber Disc Pad © 1 Countersink 
®@ 1 Polishing Bonnet ® 3 Wood Augers 
® 5 Sanding Discs ©13 Drill Bits BUILDERS TOOLS 
© 2 Arbor Adapters © 1 Wall Type Carrying Case Made only by SKIL Corporation, formerly SKILSAW, Ine 
5033 Elston Ave., Chicago 30, lilinois « 3601 Dundas Street West, Toronto 9, Ontario 
PROGet SUS. cccavsvcves $39.95 Factory Branches in All Leading Cities 
ee AS SN GS ED SE OS SED SS ED SD SD ES ED GD NS SN SUD GY GD ED GOED GND SD ND GED + 
SKIL Corporation, Dept. EM-45 | 
SKIL KEEPS CUSTOMERS COMING 5033 Elston Avenue, Chicago 30, Illinois 
. and profits, too. Your share of every | want to know more about new SKIL Sows at the new low prices, j 
sale is a big one. SKIL’s margin is more 
(_] Please have a salesman call | 
than generous. And, just to keep your store i 
filled with traffic, SKIL backs you up with [) Please send free literature | 
continuous saturation advertising and a | 
battery of promotional helps... INCLUD. Name - i 
ING Free Ad Mats, Radio Scripts, Enve- | 
lope Stuffers, Miniature Catalogue, Dis- Street | 
plays, and other helps | 
City lone State 7 | 
—— a 
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PEAK SALES SEAS 








THERE'S STILL TIME. Move now to get the one room air 


conditioning line that sells because it’s pre-sold . . . because it has the 


features, has the construction, has the appearance. 


Two complete lines to fit the needs of every home and every 
pocketbook. A full selection from 42 HP to 1% HP. All are realistically 
priced with a generous full profit for you . . . a competitive, low price 


for your customers. 


Write today for complete information on the Amana franchise 


2 COMPLETE LINES 
...each with 4, 34, 1, and 114 HP 
models to fit any room and 


every pocketbook, all competitively 


that has proven itself the most profitable in the field. Get all the partic- 
ulars on the special financing plans that can start you off on your most 


, <r priced, and all with a 
successful air conditioning season. 
generous mark-up for you. 


Amana 


BACKED BY A CENTURY OLD TRADITION 
OF FINE CRAFTSMANSHIP 





AMANA REFRIGERATION, INC. 
DELUXE WHITE “YEAR ROUND 
AIR CONDITIONER AIR CONDITIONER AANA, (OWA 
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» Amana 


ROOM AIR CONDITIONERS 


=o 0%" SSS SESS VED ® 
CULV XNL SLT ON <\ 
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—! 


and only Amana offers 
all the superior features 


consumers demand! 





With air conditioners, perhaps more than @ BUILT-IN WALL OF SILENCE . . . acoustical sound barrier surrounds entire 
in any other appliance, consumer satisfac- unit ... makes Amana up to 50% quieter. 
tion is of prime importance. A satisfied 
customer is not only a booster but is a live @ ILLUMINATED COLOR CODED DIAL . . . assures faster, easier settings, 
prospect for a second or third room air day or night. 
conditioner. So, sell the best and be sure 


@ EASY INSTALLATION ... fits any window, even casement types. Can be 
mounted flush inside or out, and adjusts to 23 different positions in 
between. 


of a satisfied customer . . . sell Amana. 


@ NO-DRAFT DEFLECTOR . . . fingertip adjustment directs air up, down or 
to any intermediate direction without draft. 





@ NO DRIPPING... Amana’s exclusive reverse air flow system eliminates 


i — unsightly dripping of condensate. 
pon ae @ FIRST IN BEAUTY ... smartly styled in rich brown or decorator white with 
heats, ventilates, filters, gold trim . . . enhances the beauty of any room. 
exhausts, dehumidifies 


with a flick of a finger. 


PHONE, WIRE, WRITE TODAY ... THERE MAY STILL BE A PROFITABLE AMANA FRANCHISE 
AVAILABLE IN YOUR AREA. REMEMBER, THE PEAK SELLING SEASON IS STILL- TO COME! 
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OUTSIDE: Norfolk 


dealer Harry Price (center, 


back 


to camera) 


cuts loose 50 


balloons eoch bearing a $50 cash certificate to celebrate his firm's fiftieth birth 


day 


“party” in the City Arena 


Balloons were released as part of a telecast marking the arrival in Norfolk 


of Price’s 47 car caravan from Kenosha, Wis., and the opening of a two-day long 


Price Cuts a Cake... 


... and stages a circus-like birthday party to 
celebrate the 50th anniversary of the founding of his 


five store Norfolk appliance operation 


Harry Price threw a birthday party 
last month—and unless he himself 
duplicates it 50 years hence when his 
store is 100 years old, there may never 
be another like it. 

The Norfolk dealer (who is also 
president of NARDA and has just 
been named Brand Name Appliance 


Dealer for 


1954) 


spent close to 


$20,000 to celebrate his store’s fiftieth 
anniversary with a 

47-car motorcade from Kenosha, 
Wis., to Norfolk 

a two day celebration at Norfolk's 


City Arena 


and a huge two-day birthday sale 





They Pick Price 


BRAND NAME RETAILER-OF-THE-YEAR is Price's, Inc 


the judges who made the selection were former winners Mort Farr, 


Freda Manishen, and Bob Zehentner 
Certificates of Distinction at the April 


Four other dealers will be 


13 award dinner 


of Norfolk Va Among 
left, Mrs. 


honored with 
Lederer of Bridgeport, 


Stucky Brothers of Fort Wayne, Wilson's of Gary, and the Good Housekeeping 


Shop of Dallas 
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Some |,700 persons will attend the banquet 


INSIDE: Early arrivals at Price’s birthday celebration inspect exhibits on main floor 
or get early seats in the balcony (upper left) for the radio and television shows 


broadcast from the Arena during the affair 
exhibits set up by manufacturers whose lines Price carries 


Floor of the arena was devoted to 
Price missed few bets 


he even provided free ice cream for children in the crowd 


it his five stores in the Norfolk area 

None of those statements ade 
quately describes, however, just what 
went on during the Price birthday 
celebration. Among the important de 
tails are these aspects of the three- 
pronged celebration: 

The Motorcade. Price made a fleet 
purchase of 59 Nash Ramblers from 
American Motors. (He is the exclusive 
Norfolk dealer for AM’s Kelvinator 
appliance line). ‘The cars were painted 
gold and white and a Price decal 
placed on each car. ‘They were then 
sold to members of the Price organiza 
tion with the understanding that they 
be left in their anniversary garb for 
one year (after which Price will stand 
the cost of re-painting if the owner 
desires). 

Forty-seven of the cars were driven 
from Kenosha in a motorcade (which 
for part of the journey was split into 
two separate caravans.) In an effort to 
realize local publicity from this aspect 


of the promotion, Price arranged 
for a tie-in with Norfolk’s “Azalea 
Court”, a spring-time tourist attrac 


tion in the ‘Tidewater area. Each car 
carried a sign advertising the azalea 
festival and a 36-foot trailer packed 
with azaleas accompanied the motor 
cade. Stops were made enroute during 
which the trailer was opened to th 
public and during which two accom 
panying Norfolk policemen had a 
chance to present replicas of Norfolk's 
City Mace to municipal officials en 
route 

Reporters from both Norfolk papers 
iccompanied the motorcade and a 
rhe 
publicity effort got an unusual assist 
when one of the two caravans. was de 
layed by the Ohio River flood. De 
tailed reports of the progress of this 
caravan occupied prominent space in 


radio announcer was also along. 


the Norfolk papers and on radio 
broadcasts, 
The Two-Day Celebration. Enter 


tamment, prizes and a party atmos 
phere characterized the two day cele 
bration at the City Arena. The event 
was opened with a telecast which rc 
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ported the arrival of the motorcade 
and the appearance at the Arena of 
I'V celebrities Vaughn Monroe and 
Roxanne. Radio and TV programs 
originated from the arena during the 
two-day affair, mink scarves went to 
contest winners, graduates of 1905 
and couples married during that period 
shared cash prizes. A range went to 
the winner of cakebaking contest and 
a refrigerator-freezer to the winner of 
a guessing contest. 

The Sale. Price’s salesmen, who had 
been largely occupied with driving the 
motorcade or working in the arena for 
almost a week, went to work in the 
store on March 11 and 12, the two 
days immediately following the clos 
of the birthday celebration. 

Was It Worth It. Results of the 
promotion and a considered judgment 
of just how much it cost in cash and 
in time were unavailable as this story 
was written. A complete picture-story 
of the entire celebration and a detailed 
look at what the promotion cost Price 
and what he got from it will appear 
as a feature of next month’s Evr¢ 
rRIcAL MERCHANDISING. 


Color Catches 


[hese developments sparked devel 
opments in the color and_ built-in 
kitchen field last month: 

Kelvinator are moving rap 
idly into color, according to factory 
The company also re 
vealed plans to produce kitchen cabi 
nets in two colors 

Norge announced plans to sell it 
built-in ranges in combination with 
Beauty Queen steel cabinets. 

Westinghouse revealed that a com 
plete line of more than 300 kitchen 
and laundry cabinets will be offered 
to provide a complete Westinghouse 
equipment installation 

l'appan reported “good consumer ac 
ceptance” for the built-in range line 
introduced late last year. 

The Kelvinator announcement said 


de ale rs 


sales orders 
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Herb hadn't seen Eddie Stark since 
high school when he ran into him on 
Michigan Avenue. Eddie was doing all 
right as the Chicago agent of a textile 
mill. Eddie insisted they have dinner 
together. But first he had to drop in 
on a cocktail party, bunch of bankers, 
and took Herb along. 

“Just met an old pal, Herb Bliss. 
Herb’s a converter,’ was Eddie’s airy 
introduction to his hosts, who seemed 
properly impressed, 

Afterwards Herb asked “Where do 
you get this ‘converter’ stuff, Eddie? 
You know I’m a farmer.” 

“Sure” said Eddie. “But isn’t your 


kind of farmer a converter, too?” 


As a matter of fact, most farmers 
who make money are converters. 1 hey 
grow millions of tons of pasture and 
field crops unsuitable for human use or 
industry, which they convert to live- 
stock products valued in 1953 at some 
$17.2 billion. 

The conversion calis for knowledge, 
skill, good planning and scheduling, 





1955 


“Herb’s a converter”... 


.\ 


enormous labor, a huge investment in 
land, buildings and machinery; and very 
large expenditures for medicines and 
feed supplements. 

Conversion gives the farmer a 
more regular income, better profit. In 
the fifteen Heart States—measured by 
cash income—are produced 63% of 
the cattle and calves, 85% of the hogs, 
36% of the poultry, 56% of the eggs and 
66% of the milk, Heart States farmers 
get almost two-thirds of their income 





from livestock and livestock products, 


So if you are looking for quality 
customers, then look at the 1,300,000 
subscribers of Successru FARMING, 





which include the best farm families in 


the Heart States. These families have an 
average farm cash income just under 
$10,000 


power that is the equivalent of another 


represent a bloc of buying 


national suburbia! 

They have more spendable income 
than their urban equivalents, Their 
families are larger, eat more at home, 
need more of almost every thing, In the 
past three years 82% have remodeled 
or repaired their homes, and 4% have 
built new houses. They are the best 
prospects for every home comfort and 
convenience; new bathrooms, kitchens 
central heating, major appliances, new 


furniture and furnishings. 


. 

be! CCESSFUL FARMING has served 
them well for fifty years; helped them 
make more money and live better, 
has earned their respect and confidence 
and reaches them more effectively 
than any general medium. It balances 
advertising schedules, and makes your 
advertising truly national! 

Any SF office can tell you more, 


Merepiru Pustisninc Company, Des Moines... 


offices in New York, Chicago, Detroit, Philadelphia, 


Cleveland, Atlanta, San Francisco, and Los Angeles. 
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Have you seen these Adequate Wiring ads? 


They mean sound sales for you... customers 





Right now, there’s a hot war going on 
~ a fight for better wiring in America’s 
more than 34 million inadequately 
wired homes. 

Unfortunately, you — and every other 
appliance dealer in the country — are 
caught smack in the middle of it .. . 
because an inadequately wired home 
means sudden death to future appli- 
ance sales and profits! 


Figure it for yourself! If your cus- 
tomers’ homes have weak, inefficient 
wiring or too few outlets, they are not 
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in a position to buy from you the many 
appliances they want or need. Those 
who do buy may become dissatisfied 
customers through no fault of your 
own. An appliance simply cannot do 
its best work in an underwired home! 
You can see your own stake in the 
adequate wiring picture—many future 
dollars that your customers may never 
spend—unless something is done to 
promote healthy, full-powered wiring! 
Ads like the ones shown here, run by 
Kennecott in the pages of The Satur- 


APRIL, 
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day Evening Post and This Week mag- 
azine, are helping to carry on the fight 
for better wiring at the national level. 
In order to make this crusade truly 
effective, you should promote adequate 
wiring where it will do you the most 
good — right in your own area! 


Tie in with Kennecott! Send for FREE 
reprints and poster-sized blowups of 
current Kennecott national ads. Sim- 
ply write Kennecott Copper Corpora- 
tion, 161 East 42nd Street, New York 
17, New York. 


Kennecott Copper Corporation 


Fabricating Subsidiaries: CHASE BRASS AND COPPER CO: KENNECOTT WIRE AND CABLE CO. 
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that stay sold 


They're showing old-fashioned Tlickers in 
so many homes these days! ~ 


Lew To Your Bimwtrteny | 





ee ad 
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Easy, low cost way to set fire to your house! 


ee ee 
« 


COPPER COMPORATION 


semcerT Wms 6 xms oo 





Te 8 ek pretend by ee ee me 
— 
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WONDERFUL | 
Her coffee - maker 


no longer runs 


















Why couldrit it do that before ? 


ee ee 


| 
5 minutes late 


. 
—* 
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Here is a BIG APPLIANCE cay 


with a Big, New Market... 








WATER SOFTENERS 


A market supported with National TV 
and National Magazines 





MEDIC, nuc-rv, winner of the Sylvania Grand Award as 
the outstanding program on television, will carry soft 
water messages to more than 16,000,000 viewers all 
over the U.S. Menpic’s prestige and proved selling 
power will greatly increase the demand for water softeners 


HOME, nuc-tv, starring Arlene Francis, favorite day- 
time TV show of American housewives—will reach millions 
of potential customers with soft water commercials 
this spring and fall. With over 4,000,000 viewers daily, 
HOME has repeatedly demonstrated it can sell products! 


And this market, 85°0 of the U. S., offers you an ing equipment. Today water-softening appliances 





opportunity which is unequalled in sales potential. 
Take advantage of this great sales opportunity in a 
market that has been pre-sold and is being adver- 
tised and promoted across the entire U. S. this 
year. Millions of impressions from magazines and 
television telling how “Soft Water Makes The 


Difference” will create a demand for water-soften- 


you can depend on DOW CHEMICALS 


| THE DOW CHEMICAL COMPANY | 
| Midland, Michigan, Dept, WS-1006G | 
! Please send me further information about Dow's national adver ! 
| tising programs, as well as the nemes of woter softener | 
| monutecturars using SOwEk high-capacity resin in their equip | 
" ment, whe are interested in new dealers 
| Nome | 
| Street Address | 
; City State 
be oe ee ae oe oe om om oe oe oe oe — oe ow om om od 
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are important to the modern home, You should 
investigate this wonderful, new market now! Let us 
show you how water softeners will make the differ 
ence in your profit by supplying you with names of 
water-softening appliance manufacturers using 
DOWEX® high-capacity resin. THE DOW CHEMICAI 
COMPANY, Midland, Michigan. 





With two TV shows and these four national magazines 
working for you, all hard water areas will soon be looking 
for water-softening equipment. 


CL oleeeiaalll 
[oseses.| A water-softening appliance bearing the 


| aeons DOWEX label is recognized as a first-class 


= product. 
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company officials have doubled origi- 
nal estimates of the proportion of 
color appliances that will be sold this 
year. 

' Walter Jeffrey, manager of sales 
planning, said Kelvinator will produce 
kitchen cabinets in sand beige and 
buttercup yellow as well as white. The 
company earlier introduced its 1955 
appliances in eight different colors 

Norge’s plan for a cooperative sales 
project will provide ‘one simplified, 
economical unit for kitchen remodel 
ing use,” according to R. C. Connell, 
Norge vice president of sales. 

The Beauty Queen cabinets, pro 
duced by the Toledo Desk & Fixture 
Corp., will be built to accommodate 
Norge built-in ovens and surface units 
and will be stvled in several colors to 
harmonize with the color of the oven 
doors. 

The plan is not a restrictive sales 
agreement, officials of the two firms 
emphasized. The combined distribu- 
tors of both companies total 1,100 
outlets. 

Westinghouse will make initial mar- 
ket tests of its new plan this month 
in Boston, Philadelphia, Memphis, St. 
Louis, Baltimore, Cincinnati, Chicago 
and Newark, N. J. 

Victor D. Kaiss, president of West- 
inghouse Electric Supply Co., said the 
cabinets’ special design “following 
closely that of Westinghouse kitchen 
and laundry appliances, will add a new 
beauty and function to the American 
way of life.” 

Special cabinets for built-in appli- 
ances will be available along with tra- 
ditional wall and floor type cabinets. 
White, yellow and aquamarine colors 
will be available in steel fronts. 
Maple, limed oak and knotty pine 
wood cabinets are also available. 

The cabinets will be produced by 
the Kaiser Metal Products Company, 
Inc., of Bristol, Pa. 

Tappan Stove Co. reports its good 
consumer acceptance of the new 
built-in units “reflects the growing de 
mand for flexibility in kitchen plan 
ning by today’s discriminating house 
wives.” Models of the Tap’n Wall 
electric units are now on display in 
distributor showrooms across the 
countrs 





Stern and Huffy 


THE “HUSHED” HUFFY mower is the 
star of a new promotion recording made 
by sportscaster Bill Stern and H. M 
Huffman, Jr. The record, which will be 
distributed with a $1 certificate good on 
the purchase of a mower, demonstrate 
how quiet the Huffy is compared to 
other power mowers 
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The Recency — Decorator styled in rich The CHiIPPENDALE — 7aditional 18th 
mahogany veneers, with simulated marble Century fine-furniture styling, at home in 
top, gold tooled leatherette insets in door virtually any room setting. Caster-mounted 
panels, imported English porcelain mini- cabinet in hand-rubbed African mahogany 
ature door pulls. veneers. . 





PERFORMANCE FEATURES of both mode's include patented Panoramic Vision 
for room-wide viewing... giant 21-inch aluminized picture tube... two 
front-mounted speakers...tinted safety-glass... illuminated channel selector... Power-X 
chassis with full tube complement, heavy duty transformer, 41 me. IF circuit 


INDUSTRY REPORTS PROVE that people are again showing more interest in performance 
and styling than in price alone. That is why it is important to have models 
like these on your floor. And when you see the liberal discount structure on them, it will 
really do your heart good! Call your distributor or write today for details. 


STROMBERG-CARLSON” 
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MECTSON DELIVERS 
ADVANCES IN 
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Exclusive Emerson 
advances edge out 
your competition ! 


No wonder! Emerson gives your customers 
more of what they want...advantages they 
can get only with Emerson! 





@ Simple-plug-in thermostat available for all Now! veryones a prospect or PLUG-IN AIR CONDITIONING 


Standard models. 





@ No supports needed! So compact, Emerson re- That's right! Now your customers can plug in an Emerson air condi- 


quires no outside supports to mar walls with tioner as easily as a toaster! Two models (% and % h.p.) available with 


holes or rust-stains. 7% amp rating! No special power lines needed! Plugs into any outlet, 


@ Many other exclusives! Easy to reach front con- just like any small appliance! Overcomes all landlord objections and 
trols. Emerson electrostatic filter is most effec- city ordinances,..and operates with greatest possible economy! 


tive yet devised. Extra-quiet, permanently lubri- 
cated fan motor. And Emersons evaporate all 
moisture, eliminate drip! 





@ Heats, tool DeLuxe unit has heater, built in 
thermostat! CHECK THESE NEW ADVANCES IN FLEXIBILITY AND PERFORMANCE 


% Mounts in 15 different positions—from flush inside 
to flush outside! 


Plus the Most Exciting Price, 


Promotion and Profit Story % Mounts in transom, window-top, or through wall! 


in the Entire Industry! ¥% Even fits casement windows neatly, easily! 


% Mounts with only simple tools —easiest to install, 
easiest to sell! 


Yo hp, s1¢995 % hp, $23995 % hp, $29995 1 hp,$39995 


(Residential and Commercial units available in 2 and 3 ton models) 


PRICES SLIGHTLY HIGHER IN SOUTH AND WEST 
* ee0.u.6 = — ——————— — re math ene 208k lll enna nalecatinc ete Acne 

















Paty. ovr 


OVER 15,000,000 SATISFIED OWNERS...AMERICA’S BEST BUY! 
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the PORTABLE 


Air Conditioner 


Priced 
$329 95 a 
Leave it to Emerson to bring you this terrific sales leader! condise new 
. eae ¢ 0 
Now you can offer the advantages of two air conditioners for fPetation ty 
: P : : . et. I 
the price of one! The ingenious Wheelair cart carries away 
JObg 
homes, Wire 
ones, 
» sy Unit, rat 
: . ee ® am Con $299 95 
An exclusive Emerson feature that gives you a big new exciting Ventiong, ¥en 9, 

: , EE Wenn. All Mode Muc . 
sales story. Wheelair optional on new 1955 Emersons. Mew wit, Bmep lt, he po Pertorme telling 
. running 2Wtype 9" thig Ce ay 

© from f air 


189 conn ear i of 
95 to “oner, fering 
$429 5. With 13 
. Prices 
« 


RADIO AND PHONOGRAPH CORP., JERSEY CITY. NEW JERSEY REG. U.S. PAT. OFF, 


Emerson room-to-room! Single unit cools living room during 
the day and evening, bedroom at night! It’s easy to move! 


Pz EN 
Aten 


TELEVISION POCKET RADIOS PORTABLE RADIOS CLOCK RADIOS Hi-Fi PHONOS TABLE RADIOS 
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" KICKING OFF the sixth year of the housewares campaign at a recent New York 
party ore Elizabeth Sweeney Herbert, of McCall's magazine, James Coatesworth, 


commercial director of Edison Electric Institute, and H. §S 


NEMA’s Electric Housewares Section 


Perkins, chairman of 


Housewares: A Billion in ‘55 


Business will hit billion dollar level in 1955, 
NEMA estimates as it launches drive to spur “modern 


living, modern giving” 


Electric housewares are expected to 
top one billion dollars in sales this 
year, according to the Electric House 
wares Section of NEMA. 

1954 figures just missed the “bil- 
lion dollar a year” goal set by the 
section when it launched the Electric 
Housewares Gift Campaign five years 
ago. During the five years of the 
drive, sales of electric housewares have 
doubled and the industry now is big 
ger in dollar volume than any single 
major appliance with the exception 
of refrigerators 

According to NEMA, surveys show 
that the majority of homes still lack 
as many as 25 of the more than 30 
clectric housewares 
for modern living 


considered basic 

Che housewares section’s program 
for 1955 is being spearheaded by an 
increased consumer publicity drive 
with “the objective of creating maxi 
mum excitement among consumers 
which can be converted into sales by 
the dealers.” 

Gift Theme. Using the theme 
“Electric Housewares for Modern 
Living and for Modern Giving,” the 
industry is secking to establish a basic 
list of modern electric housewares in 
the mind of the consumer 

These housewares, which should 
be in every home, are being promoted 
as preferred items for all gift-giving 
occasions. Special editorial material 
is being released to all media in con- 
nection with Mother's Day, Father's 
Day, Valentine’s Day, Graduation 
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Day and the Christmas 

In 1950, when the housewares drive 
began, one-third of all items were 
bought as Christmas gifts and 65 
percent of sales were made in the 
last quarter of the year. 

In an effort to stimulate year-round 
giving of housewares, manufacturers 
have been investing about $5 million 
a year in advertising. The NEMA 
campaign has also attracted the par- 
ticipation of dealers; where 5,000 re- 
tailers joined the drive in 1950, some 
50,000 participated last year. 

To take greater advantage of the 
campaign, NEMA advises dealers: 

“Display merchandise to attract 
sales. Visual merchandising is one 
of the most effective ways to get re- 
sults. Set up a permanent electric 
housewares display in a spot where 
it will be an eye-catcher. You can 
identify electric housewares as gift 
items in the minds of your customers 
by spotting a few gift wrapped dummy 
packages in the display. 

“Then, with a few props, your dis 
play will meet the needs of every oc 
For Mother's Day, dress up 
the display with pink and white crepe 
paper carnations, have a banner pro- 


scason, 


casion, 


claiming, ‘Electric Housewares—Pre- 
ferred Gifts for Mother’s Day’. And 
feature all the electric housewares 


items that make for easier housekeep- 
ing. 

“With appropriate changes, your 
display will sell electric housewares 
as gifts for Father’s Day, Graduation 


and June Brides. 

“Window Displays should be co- 
ordinated with in-store displays for 
maximum sales value. Make it a store 
policy to have an ‘electric housewares 
window’ and keep changing it to fit 
the occasion. A few greens from the 
local florist—or some artificial ones 
will supply the background for an 
‘outdoor living’ window display, fea- 
turing all the electric housewares 
items that can be moved out to the 
terrace or patio for outdoor prepara- 
tion of meals. 

“For most effective displays, use 
manufacturer dealer aids generally 
available through distributors. 

“Plan Advertising in conjunction 
with campaign theme—Electric House- 
wares for Modern Giving and for 
Modern Living. ‘The double impact 
of dealer ads and publicity stories in 
the local newspapers promoting elec- 
tric housewares as gifts for a particular 
occasion will bring the customer to 
the point of sale—your store. 

“Tie-in radio advertising with your 
newspaper advertising for even greater 
sales. Radio is a quick-pulling medium 
particularly effective in creating sales 
opportunities keyed to a_ particular 
gift-giving day or promotion. 

“Use direct mail pieces—a proved 
method of pulling in extra sales. Sales 
literature should have good illustra 
tions, and play up a gift day or special 
promotion. Right now is a good time 
to do a mailing with a Mother's Day 
theme and cash in on one of the big- 
gest retail sales promotions of the 


year. Check on manufacturers’ mail 
ing pieces that may be available 


through distributors. 

“Have gift certificates on hand and 
prominent among your display of elec 
tric housewares. They can save a 
sale where there’s an undecided cus 
tomer, and create twice the store 
trafic—the giver and the recipient. 

“Offer gift wrapping service to tie 
up your electric housewares as gifts 
in a pretty package. Customers ap 
preciate this extra service and it’s a 


simple and economical one to render. 
A few different kinds of gift wrapping 
paper and colored ribbons to match 
make a variety of gift packages pos- 
sible. 

“Keep salespeople informed of your 
promotional activities on electric 
housewares as gifts to get full poten- 
tial sales. A ‘sales incentive’ bonus 
might be used to impress your sales 
staff with the fact that selling electric 
housewares as gift items is a profitable 
activity for everybody. 

“Investigate local promotions of 
the electric light and power company 
and the electrical league in your city. 
Coordinate your activities with these 
occasions for greater sales. 

“Check your stock. ‘The customer 
is being ‘sold’ a basic group of more 
than 30 electric housewares as neces- 
sary for modern living. Be sure that 
you have all these items on hand.” 


Amana Problem 


Amana’s spring consumer mail pro 
gram hit a “‘slight” snag, according to 
Merlin E.. Morris, advertising manager 
The program called for mailing from 
Nassau of one million copies of a let 
ter from Ann McIntosh, a fictitious 
housewife, telling about the pleasure 
of her Bahama vacation—which was 
possible because of savings she made 
using an Amana freezer . 

However, the small Nassau post of 
fice wasn’t equipped to handle the mil 
lion-piece mailing. Amana had to: 1) 
get a special shipment of two-penny 
stamps from Britain, 2) get a law 
passed to authorize a new postage cost, 
approximating the U.S. third class 
rates, 3) borrow additional mail bags 
from Bermuda and other British pos- 
sessions, 4) lease warehouse space in 
Nassau to hold the letters pending 
their shipment by freighter to the 
U.S., and 5) arrange for mechanical 


cancelling of the letter. 
The problems were licked, however, 
and the mail is on its way 





Housewares Month Charted 


DETAILS FOR THE first National 


Housewares Month are discussed by J. J 


Donovan, committee chairman for the month, and W. L. Boudrot, president of 
the Federation of Housewares Clubs. October has been selected as the month. 
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Again, 
CBS-Columbia 


sponsors 
Arthur Godfrey 
on IV... 
topping the 
oreatest 
alt SUppOTL A os 
TV dealer  srrrysetierescrtcintig 


Arthur Godfrey, America’s all-time master salesman, is back on TV selling 
CBS Sets for you every Wednesday night! You know what happens every 


| time that Godfrey magic goes to work for you: it builds tremendous con- 
n sumer enthusiasm that translates readily into sales. And that’s exactly what's 


happening right now! 





Life with Father 


Sponsored by CBS Television Sets a Nn d 
Tuesday Evenings, 8:00-8:30 P.M. eee 


E.S.T. 
CBS Television Network 


7,829,200 Viewers ) 
One of the fastest-growing, most pop- 
ular programs on TV, “Life with 
ll selling 


Father” is doing a real job pre-selling 
your CBS Sets! 








Willy 

Sp d by CBS Tetevisi Sets 
Thursday Evenings, 10:30-11:00 P.M, 
E.S.T. 


CBS Television Network 

8,091,300 Viewers 

Vivacious June Havoc goes to work 
for you as “Willy,” the lovely lady 
lawyer——swinging all her weight be- 
hind CBS Television Sets! 


Amos ’n’ Andy 

Sp od by CBS Televisi 

Sunday Evenings, 7:80-8:00 P.M. 
E.S.T. 

CBS Radio Network 


t 7 
§,116,100 Listeners 
Amos ’n’ Andy is the number two show S e S 
in all radio. It’s selling CBS Sets for 


you, and selling them hard! 











CBS-Columbia~<a division of the Columbia Broadcasting System 
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Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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Cut through # 
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i the tangle of repair problems! 












yj a good plan, the small appli- 
ance dealer can find himself hampered 


by service time and time again. 





After a long hard look at the service picture, 
General Electric came up with a plan that 
cuts through the tangle of service problems. 
Many, many dealers have found that it now 
takes less time to get good repair service—and 
cost is kept to a minimum. 





























G.E.’s new 
“Rapid Service Plan” 











General Electric now has more than 100 
authorized service outlets throughout the 
United States. Your store is no more than 48 
mail hours from one of these. No long in- 
transit delays! 


























And here’s the big news: Most appliances 
are repaired and on their way back to you 

















Send for G-E Service Wall Unit—FREE! 


Put a complete service department at your 


Bob Evans 
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Write to me: 


Small Appliance Division 
General Electric Company, Bridgeport 2, Conn. 


Please send me—free—G-E Service Wall Unit with direc- 


COO! 


COE 


r 
| 
| 
| 
| 
fingertips! 
The G-E Wall Unit takes up 11%" 14" | : 
) : | tory and repair tags. 
of wall space . . . contains a directory of all 
authorized service stations . . . and holds 50 + iia 
repair tags. You don’t even need a screw- | 
driver. All you need is a pencil! eee 2” 
| 
| GU s ss kcodes 


“Rapid Service Plan” 
makes servicing simpler, easier 
for small appliance dealers. 


within 3 days after receipt at service center! 
Rarely takes more than a week. 


Minimum charges 


Under G.E.’s new policy, the cost of repair is 
kept to a minimum! Average cost of repairs on 
a toaster, for example, is only about $3.00! 


How you benefit! 


These improvements are good news for cus- 
tomers, but what do they do for you? 


1 They build customer good will! Happy 
* customers become steady customers— 
return to you for other appliances in the future. 


2? Dependable service is your best answer 
* to the cut-price, don't-want-to-be- 
bothered boys. Handle service on small ap- 
pliances quickly and efficiently and the aver- 
age customer would rather deal with you. 


CLIP AND SEND COUPON NOW! 


_——— 
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MORE SALES 
EXTRA PROFITS 


WITH THIS BENDIX-FRIEZ 
AUTOMATIC CONTROL FOR 


DEHUMIDIFIERS! 


(COMPANION MODEL 
AVAILABLE FOR USE 
WITH HUMIDIFIERS) 









SuGaESTED 


eeTan 


Not a timer! This humidistat makes any 
electric dehumidifier automatic. It actually 


measures humidity ... turns on dehumidi- 
fier only when needed. 


That's right—you'll sell more dehumidifiers if you 
tie-in each sale with this Bendix-Friez* Humidistat. 
And you'll make extra profits, too! For with this unique 
control, you can sell automatic dehumidification. It’s 
trouble-free, accurate and easy to install. Just hang 
the Humidistat on the wall. Plug it into the wall outlet 
and reconnect the dehumidifier, Then set and forget it. 
Saves wear and power by preventing needless operation. 


Write teday for complete information, Bendix-Friez, 1471 Taylor Avenve, 
Baltimore 4, Maryland 


“Fries " Bendix’ 


INSTRUMENT Division 
Expert Sales: Bendix international Division, 205 E. 42nd $t., New York 17, N.Y., U.S.A. 


*Reg. U.S 
Pot, Off. 


BALTIMORE 4, MD 
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They Plan To Buy 





That's what the Federal Reserve Board says about 
consumers in a report that should be encouraging to 
builders and appliance dealers 


The appliance retailer will find 
pleasant news in the latest Federal 
Reserve Board report on consumer 
buying plans. The annual study in- 
dicates a continued high level of con- 
sumer spending. 

Specifically, more people said they 
plan to buy furniture and appliances 
in 1955 than in 1954. Statistically, 
28.7 percent said they have buying 
plans this year, while 26.9 percent had 
buying inclinations last year. (In 1953, 
the percentage was higher: 31 per- 
cent.) 

“The median planned expenditure 
on all major household durable goods 
is about the same as in each of the 
past two years,” the report said—about 
$290. About one-third of those plan- 
ning home improvements will spend 
$500 or more, however. 

The board’s conclusions are based 
on tabulations of about 1,950 inter- 
views taken in January and February 
in the 12 largest cities and in 54 
other sampling areas throughout the 
country. 

People generally felt a little better 
about their financial situation now 
than they did a year ago, the report 
revealed. About 39 percent expect to 


be making more money a year from 
now while only 29 percent felt that 
way last year. (Actually 38 percent re- 
ported they were earning more money 
today than a year ago which indicates 
conservative estimates in 1954.) 

Liquid assets were reported by 69 
percent this year as against 74 percent 
last year. Broken into categories this 
showed: 17 percent have $1 to $199, 
as against 15 percent in that class last 
year; 12 percent have $200 to $499, as 
against 13 percent last year; 10 percent 
have $500 to $999, compared to 13 
percent in 1954; 10 percent have 
$1,000 to $1,999, as opposed to 1] 
percent last year; 11 percent have 
$2,000 to $4,999, as against 13 per- 
cent last year: 6 percent have $5,000 
to $9,999, against 5 percent last year; 
and 3 percent have $10,000 and over, 
against 4 percent last year. 

The report also contained good 
news for builders in that 9.6 percent 
announced intentions to buy homes in 
1955. This topped the boom years of 
1950, 1953 and 1954. Auto manufac- 
turers may be slightly disappointed 
since the report indicates auto buying 
will be at about the same level as 
it was last year. 


New Admirals Bow 


The 1956 line of refrigerators and freezers is 
unveiled simultaneously in 78 cities at a closed circuit 


telephone meeting 


Seven new refrigerators, the top 
two available in green and yellow, and 
six new freezers are featured in the 
Admiral line for 1956. 

The models were shown to dealers 
last month in 79 cities at a closed 
circuit telephone meeting which was 
sparked by a pep talk from Admiral 
president Ross D. Siragusa. 

Speaking to dealers in 79 distributor 
showrooms across the country, Admiral 
officials emphasized that a tough mar- 
ket is ahead. Dealers were advised 
that while there is present plant capa- 
city to produce 10,000,000 refriger- 
ators annually, consumers will be buy- 
ing only 3,500,000 a year. 

Officials said, however, that while 
saturation was near 92 percent in 
refrigerators, new features, combina- 
tions and larger units will create a 
tremendous replacement market. 
lhey also commented on the popu- 
larity of frozen food (increase: 574 
percent in the past 10 years) and the 
big future freezer market. 

New Models. ‘The refrigerators 
range from the $199.95 45-pound 
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unit to the two refrigerator-freezer 
combinations which sell for $499.95. 
Both of these top models are available 
in sea mist green and primrose yellow. 

The top four “Dual-Temp” models, 
styled for the replacement market, 
feature a “magic ray” lamp that pre- 
vents foods from trading flavors and 
the units are flat-topped so that ob- 
jects can be placed on them. The top 
three models also have the “Touch-o- 
Magic” door opener which operates 
with the slightest pressure. 

The “Dual-Temp” units are now 
using the “up-side-down” combination 
which, according to refrigerator sales 
manager Jack M. Tenney, has “proved 
extremely popular with homemakers.” 

Food Freezers. The new line of 
freezers is led by a 10 cu. ft. upright 
freezer selling for $199.95. The three 
uprights in the new line feature cir- 
culating cold and high-speed freezing 
shelves, while the three chest models 
have “Dual-Freeze” control. 

Prices for the upright models ranged 
up to $479.95 and the chest units 
will sell from $429.95 to $549.95. 
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NEW! RCA Estate Ranges 
offer exactly what the ladies want! — 


The Most Completely Automatic Ranges Ever! 


a <> 


“os An RCA Estate Cooks, Grills, Bakes, Barbecues... 


campaign is getting this story home! 


NBC TV NETWORK 


NBC RADIO NETWORK 
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nothing but porcelain 
nothing but porcelain 


nothing but porcelain | 
nothing but porcelain | 

















nothing but porcelain 


wipes new...always! 





| Signs O’ Spring..... 


It was 19 days before spring. The temperature in New York on 
March 2 was below freezing. But Macy’s uncorked a full-page ad 
featuring air conditioners, on sale for $169. 

(The same day, Gimbel’s announced a close-out of units at $159. 
Macy’s quietly dropped its price to meet competition and both stores 
reported “‘very good” results.) 

Across the nation, from St. Louis to Cincinnati to Atlanta, similar 
early season sales were reported. 

While some dealers expressed the fear that the early price cuts 
would snow-ball into the new season, most of the industry seemed 
confident that the 1954 inventories would be wiped out by early April, 
preparing the way for a fresh start with the 1955 units. 

The only certain conclusion: if the first grass cutting means summer, 
the first price cutting of air conditioners must mean spring is here. 


Won't scratch because 


yuine Porce 





| PORCELAIN ENAMEL 


















Nine Out Of Ten Liked It... 


... When they got their first look at G-E’s new 
wall refrigerator; survey shows that only 28 percent of 
kitchens need major changes to accommodate it 





“Why not play safe’? 


we're telling millions 


in the POST i 


Porcelain enamel stays | 


new for years, adds extra 





value to any appliance. That's why 


more and more “Porcelain” is being used. 





Also why smart dealers are “talking up” Porcelain enamel 


and building bigger sales, both today and tomorrow. 





FERRO CORPORATION 


CLEVELAND 5, OHIO 
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See pages 37, 174 and 276 for more news about Porcelain enamel! 


Nine out of ten people get a “favor 
able” impression when they first sec 
General Electric’s new wall refrig 
erator-treezer. 

That's one of the findings in a 
nation-wide recently under 
taken by the company’s major appli 
ince division. The wall unit was 
loaded in a house-trailer and shown to 
several thousand people. The favor 
able reaction was the highest ever 
recorded by the company in introduc 
ing a new appliance or new feature. 

I'he researchers also found that 
three groups were “highly interested” 
in the unit. They included 

women in the 30 to 50 age bracket 
home-owners planning to remodel 


survey 


APRIL, 


people planning to build or buy a 
house. 

Persons being interviewed men 
tioned five features which they liked 
about the unit. They included: no 
tooping or bending to reach food, sav- 
ing of steps, saving of space, ease of 
seeing food and ease in reaching food 
in the refrigerator 

The interviewers themselves took a 
look at the kitchens of the people 
being interviewed, found that the wall 
unit could be installed in 20 percent 
of them with no difficulty, that 37 pet 
cent would require minor rearrange- 
ment and that only 28 percent re- 
quired “major remodeling” such as 
moving a door or window. 
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WITH BLADE TO SPARE! 


Competitive saws that make 
this cut, retail at $10 to $30 
more than the Dormeyer 
Matched-Craft Saw. 





Exclusive Wrench-lok chuck... 
geared chuck performance... 


Patented Wrench-lok chuck designed 
by Dormeyer, operates in connection 
. with exclusive Roto-hold. Tightens on 
bit as easily as a geared chuck— 
DORMEYER Power Saw loosens as readily, too! 


Model 720 — 
Suggested Retail... $6995 


DORMEYER \" Drill Kit— 
Steel Carrying Case 
Model 300 









DORMEYER \" Drill 
with Wrench-lok Chuck 


Model 200 
Suggested Retail $21 


a3 DORMEYER \" Drill 
with Geared Chuck 
y Model 210 


‘ Suggested Retail $2495 


y DORMEYER \" Drill 
y with Geared Chuck 3 
_— 


Suggested Retail $2495 


DORMEYER Power Saw 
Model 710 
Suggested Retail $5995 





DORMEYER \” Drill Kit— 
Steel Carrying Case 


Model 310 
Suggested Retail . $299 












Model 220 
Suggested Retail 329% 





DORMEYER Power Saw y 
Model 700 








Suggested Retail... 949% DORMEYER \° Drill Kit— 
Wall Cabinet Type 
Model 320 
DORMEVER ae Suggested Retail 529% 
«+» AMERICA'S : 
LEADING E 
MANUFACTURER { 
OF ELECTRIC ; 
with Geared Chuck 
Model 510 
Suggested Retail 339% DORMEYER 4" Drill DORMEYER ‘\" Drill Kit 
with Geared Chuck Wall Cabinet Type 
| Model 520 Model 330 
‘ a ‘ 4 - 
Ps ~.. Suggested Retail 49% Suggested Retail 334% 
/DORMEYER iat ae 
| Alptohade Orage } Write DORMEYER today for details on its Power Tool Division’$#tomplete new promotion program! 


ba POWER TOOLS (@i,V-).1. 1444. Ee) 11) Teall Bee) ale ad ee 
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SALES STATISTICS 
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COMING UP 


.-- the facts behind the figures 


Marguerite Cook never won a Pulitzer Prize 
(business publications aren’t eligible), but 
every January ELECTRICAL MERCHANDISING’S 
readers give her their highest award — unques- 
tioning acceptance of the statistics she and her 
staff prepare for the Annual Statistical and 
Market Planning Issue. 


Each July she starts working on the figures for 
the following January. When she first started 
compiling them, 29 years ago, manufacturers 
were marketing a few simple devices — toasters, 
percolators, irons, etc. Big changes have taken 
place since then. A whole new array of major 
appliances, plus radio and television have en- 
tered the picture. Her figures tell the story of 
the changes and reflect the unparalleled growth 
of the industry. 


With Marguerite Cook accuracy is almost a re- 
ligion. It can’t be just a good figure or even a 
better figure. It must be the best figure. Her 
statistics are the basis for marketing decisions 
involving millions of dollars. Even before the 
January statistics are out, marketing analysts 
besiege Marguerite for advance information 
about them. They do it every year. They call and 
write her every working day. 


Our staff believes she answers a call about every 
three minutes — an exaggeration bordering on 
the truth — for the kind of thing other people 
dismiss as unavailable information. She answers 
questions about manufacturer’s shipments, re- 


® ELECTRICAL : 


} 


J 


tail sales, saturation, markets, distribution and 
even makes forecasts, She has, or can get, the 
answers because of her down-to-earth honesty, 
her devotion to accuracy and her ability to pre- 
serve confidences. 


Many corporation presidents and researchers 
call her regularly for information. Because of 
their confidence in her she is able to call them 
when she wants to verify a trend with some in- 
dustry authority. They’ll open up with her and 
tell her things about their business they would 
hesitate to tell anybody else. This is one big rea- 
son why she knows the market so well. 


Hers is a continuous job, Marguerite’s surveil- 
lance of industry statistics helps enormously 
when the Statistical Issue rolls around. Laur- 
ence Wray, ELECTRICAL MERCHANDISING’S Chief 
Editor, calls the signals and Marguerite Cook 
carries them out. Teamwork with a full-time 
staff of editors, each a marketing expert in his 
own right, makes the job less monumental. But, 
Marguerite and her own staff must still work 
long weekends and extra night hours to make 
the January Issue the appliance-radio-TV In- 
dustry’s most complete source of statistical and 
marketing information. 


Marguerite Cook, like every one of ELECTRICAL 
MERCHANDISING’S editors, puts a lot into the 
job. Teamwork, talent, contacts, integrity and 
persistence go into every issue, The readers get 
a lot out of it. So do advertisers. 


m alone 


MERCHANDISING i 





cover the market alone 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, NW. Y. 
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Callbacke< 


“That name Tung-Sol is sure re- 
assuring when I replace a tube, 
I know it’s going to stand up like 
Tung-Sol Tubes always have. It's 
this kind of dependability that 
helps protect my profits and my 
reputation and keeps customers 
sold on me,” 

TUNG-SOL ELECTRIC 

Newark 4, N.J 

Sales Offices: Atlanta, Chicago, Colum- 
bus, Culver City (Los Angeles), Dallas, 
Denver. Detroit, Montreal (Canada), 
Newark, Seattle 


TUNG-SOL 


dependable 
PICTURE TUBES 
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“Opportunities Are Greater” 


But we must fight ignorance, incompetence and 
inertia, Norge’s Jud Sayre tells the San Diego Bureau 


of Home Appliances 


“I am convinced the opportunities 
for the appliance retailers and their 
salesmen are greater today that they 
ever have been at any time in our his- 
tory,”” stated Judson S. Sayre, president 
of Norge Corp., Chicago, in his fea 
tured talk to more than 600 members 
of the Bureau of Home Appliances at 
San Diego Feb. 16. But, he said, there 
are “three I's” in the appliance busi- 
ness, which the dealer and salesman 
must lick to become successful. “They 
are ‘Ignorance, and 
Inertia’.” 

Mr. Sayre and Edward F. Lethen, 
Jr., manager of sales development, 
CBS, New York, were the visiting 
speakers for the annual winter sales 
conference of the Bureau. 

“We can be convinced of two 
things,” Mr. Sayre told the San 
Diegans and their guests from various 
parts of the Far West, “1.) We know 
products are being sold; 2.) We know 
we have the prospects to whom we can 
sell our products. Therefore it boils 
down to the ingenuity of the indi 
vidual salesman and dealer as to how 
he is going to get his fair share of that 
market.” 

Dealer's Opportunities. “I believe 
a great many of us in this industry 
have simply forgotten that QUALITY, 
PRICE and PROFIT are the founda- 
tion of this appliance business,” Mr. 
Sayre stated. “... We, ourselves have 
ignored the economic fact of life that 
all three elements are necessary to 
support our business structure, and 
that we cannot tamper with one with 
out adversely affecting the other two. 

“It is time, I believe, for a review 
of our goals in this business; for a 
restatement of our aims and purposes; 
and for a stand against those among us 
who would destroy all quality and 
progress by sacrificing the one ingredi 
ent which motivates all human activ 
ity-profit. First, we must restore 
QUALITY, PRICE and PROFIT to 
their rightful roles in this business . . 
every member of our industry must 
make a profit—the manufacturer, the 
distributor and the dealer.” 

Salesmens’ Opportunities, Mr. Sayre 
told the San Diego Conference that, 


Incompetence 


in his opinion . there are four 
things that are the cornerstone of the 
success of any salesman: ‘First, he 


must be HUNGRY; Second, he must 
be ALERT; third, he must have AM 
BITION; Fourth, he should be a 
good gambler.’ 

“The hungry salesman believes in 
the business, goes after it, does not 
stop until he gets it~and then goes 
after more. He must be alert . . . to 
what's going on in the community 
he lives and sells, and among 
the people with whom he lives and 
works. He’s quick to latch on to a 
new idea for increasing his sales, and 

he dreams up new ones. He thinks 
the low-end models are nailed to the 


where 





JUD SAYRE: “The salesman must be 
hungry...” 


floor, and the top of the line is 
equipped with rubber-tired wheels so 
it'll move faster. He’s got ambition to 
give his job everything he’s got, to 
learn about new products and new 
ways to sell the old ones—and he’s 
never satisfied to think he’s done 
enough. And he certainly has to have 
a good strong gambling sense, because 
he has to play hunches every time he 
tries something new—and that has to 
be all the time.” 

Future in Color. Mr. Lethen 
brought the San Diego Conference a 
color movie showing backstage scenes 
of a color television program in re- 
hearsal and production. He discussed 
the opportunities that await dealers 
as color sets become a regular com- 
modity, and he suggested they “get 
their feet wet” right away by selling 
at least one color TV set by Spring, 
“even if you have to sell it to your 
brother-in-law.” 

Lee Borstein, president of the Bu- 
reau presided at the conference. Rob- 
ert Halvorson was the program chair- 
man, Conference arrangements were 
under the direction of secretary-man- 
ager J, Clark Chamberlain. 


Dictograph Hi Fi 


A new two-piece hi fi system, selling 
for $149.50, has been introduced by 
Dictograph Products Inc. in the com- 
pany’s bid to expand in the audio- 
sound equipment industry. 

Distribution of the hi fi will be 
through “exclusive” dealers serviced 
direct from the factory, according to 
James Merritt, sales manager. 

The $149.50 unit is a completely 
packaged system composed of a record 
player-amplifier unit and a separate 
enclosed speaker system unit. A one 
piece console model and other items 
will be available at higher prices. 

The low priced unit is available in 
a gray or brown leatherette finish and 
the more expensive units come in 
various wood finishes. 
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“Man, 








ut Set 


cue 
Works Swell 
Now” 








“Boy, was I sunk when our set 
went off the night before the All- 
Star game! But our repairman 
fixed it with a Tung-Sol Tube in 
the morning and it’s been in World 
Series form ever since. Our repair- 
man’s a real pro.” 


TUNG-SOL MAKES: 
All-Glass Sealed Beam Lamps, Minia- 
ture Lamps, Signal Flashers, Alumi- 
nized Picture Tubes, Radio, TV and 
Special Purpose Electron Tubes and 
Semiconductor Products. 


TUNG-SOL 


dependable 


TUBES—DIAL LAMPS 
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You can sell more of anything 
—when it’s “advertised in the Post”! 
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Pa] 





























e Your best customers are Post readers e They pay 
more attention to Post advertising e They have more 
confidence in Post-advertised products e You sell them 
when you tell them, “It’s advertised in the Post.” 
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saturday Evening 
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ys ‘ -—gets to the heart of America 
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1955 Sales Upswing 


A random sample of appliance manufacturers 


shows that many have had 


“the best January and Feb- 


ruary ever’ as the year gets off to a fast start 


From all over the industry last 
month, reports flowed in on the “good 
start” 1955 was enjoying. Several 
manufacturers said the early months 
of the year were running ahead of the 
same period in 1954 

Among the releasing 
staternents on the upswing wer 

Deepfreeze Appliance Division of 
Motor Products Corp. Freezer sales 
for the first 60 days of the year were 
22 percent above the first two months 
of 1954, according to J. A. Rishel, Jr., 
general sales manager. Refrigerators 
were enjoying an even larger advance, 
some 51 percent ahead of 1954, he 
said, Rishel predicted the greatest 
sales year in the company’s history 

Hoover Co. Sales 7 dollar volume 
of vacuum cleaners were up 40 per 
cent in the first two months of this 
year compared to 1954, according to 
Walter A. Munz, general sales man 
ager. He said Hoover's special prod 
ucts division, which sells steam irons, 
floor polishers, hand cleaners and 
washers, also enjoyed a “good” two 
month period, 

Lewyt Corp. “We started the new 
year with a jump of 47 percent over 
January, 1954,” Walter J. Daily, vice 
president announced. “February was 
up too.” He said the last quarter of 
1954 included “the biggest sales 
months in our history.” 

Hamilton Mig, Co, Shipments of 
automatic clothes dryers set a new 
February record, surpassing the previ 
ous record, made in 1952, by 20 per 
cent. R, G, Halverson, vice president 
in charge of sales, said “The new ship 
ment record exceeds the Hamilton 
1954 mark by 50 percent.” Automatic 
washers also set a record during Feb. 
with a 35 percent increase over 1954 


Compan ; 


Camfield Mfg. Co. Shipments dur 
ing the first 11 days of February sur 
passed the whole month of February, 
1954, according to Russell Sutcliffe, 
national sales director. Sales for Jan 
uary 1955 were up 47 percent over 
last year. Sutcliffe also announced a 37 
percent increase in toaster sales during 
the last six months of 1954, compared 
to 1953. 

Toro Mfg. Co. Mower shipments 
amounting to $1,659,371 were made 
in January, an increase of $417,000 
over January last year, according to 
Robert W. Gibson, Toro vice presi 
dent in charge of sales, 

Arvin Industries, Inc. Radio and 
television shipments during January 
were “considerably greater” than dur 
ing the corresponding period last year, 
John C. Marshall, vice president in 
charge of radio-T'V, announced. Paul 
W. Tanner, director of sales, said TV 
shipments were approximately 22 per- 
cent higher in the fourth quarter of 
1954, compared to 1953. 

Norge. nel sales in January and 
February tripled those of the cor 
responding 1954 period, according to 
Judson S. Sayre, president. The two 
months were the best in the com 
pany’s history, the executive said. 

Even Russia. The U.S.S.R. was also 
claiming production gains last month 
In a report on 1954 achievements, the 
Russian government reported these in- 
creases: radios, 76 percent; TV sets, 
200 percent; phonographs, 31 percent; 
refrigerators, 92 percent; vacuum 
cleaners, 190 percent; and washing 
machines, 1200 percent (or 13 times 
the 1953 output.) The Ministry of 
Radiotechnical Industry did not reach 
its announced goal of 325,000 TV 
sets, however. 





Polk’s Jemima 


PANCAKE DAY wos officially proclaimed by the Mayor, Aunt Jemima arrived 
for the event by helicopter, and some 30,000 pancakes were consumed in Polk 
Brothers’ recent pancake promotion in Chicago. Polk sponsored the event in 
cooperation with Norge and Quaker Oats 
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Who’s Zoo In Air Conditioning 


AIR CONDITIONING is going to the dogs—or at least to the penquins. Oscar, 






the Houston zoo penquin, doesn’t mind that Texas heat as long as he has his 


Carrier unit 


This happy client apparently inspired a whole ad campaign for 
Carrier, built around the theme “‘Who’s Zoo in Air Conditioning.’’ 
in the series broke nationally last month 


First ad 





Hotpoint Plans Its 50th 


In conjunction with Living For Young Home- 
makers, a $5,000,000 Golden Anniversary promotion is 
set; tie-ins may total $20,000,000 


It’s a busy month for W. J. Emigh 
of General Electric Supply Co. in 
Hartford, Conn. Like hundreds of 
Hotpoint distributors across the coun- 
try, Emigh is laying final plans for the 
company's Golden Anniversary promo 
tion which is slated to break in May. 

Key features of the Hotpoint con 
test promotion include the following 

Four completely-furnished “Liv- 
ing-conditioned” homes will be given 
away. The homes have been designed 
by four leading architects in the East, 
the South, the Midwest and the West 

—Fifty complete Hotpoint kitchen 
laundries will be given away as second 
prizes 

Some 5,000 appliances will be 
given away as third prizes. 

Hotpoint alone will spend $5,000, 
000 for the prizes and promotion of 
the contest. However, officials esti 
mate as many as 1000 houses will be 
built across the country in conjunction 
with the program to provide tie-ins 
with local builders, utilities, home 
furnishings stores and dealers. 

LIVING For Young Homemakers 
magazine, co-sponsor of the promo 
tion, estimates that in all $20,000,000 
will be spent on the campaign. 

One City. In Hartford, a “Living 
conditioned” home is being con- 
structed by builder Jerome Keller to 
tie in with the campaign. General 
Electric Supply is providing a com- 
plete Hotpoint kitchen and a local in- 
terior decorator is furnishing the rest 
of the house. 

rhe house will be promoted by the 
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builder and by a dozen local retailers 
I'wo complete seven-page supplements 
will be used in local papers. 

“It’s the best thing we've ever had,” 
distributor Emigh said. “It all ties in 
with the new home boom. We'll get 
50 to 60,000 people going through the 
house. And it will drive them into the 
dealers’ stores.”’ 

Contest blanks, Emigh explained, 
must be secured at the store of a local 
dealer. ‘To win, customers must tell in 
25 words or less why they like Hot 
point products. 

National Promotion. The _ two- 
month contest will be kicked off on a 
national scale by an editorial display 
of the four “Living-conditioned” 
homes in the May issue of LIVING 
For Young Homemakers. This will be 
followed by weekly ads in leading na 
tional magazines and commercials on 
the Hotpoint-sponsored “Ozzie & 
Harriet” television show. 

In all, $3,000,000 of Hotpoint’s 
$5,000,000 budget will go for promo- 
tion. The rest will go for prizes. 

While the actual contest runs from 
May | to June 25, a secondary promo- 
tion push will take place during Na 
tional Home Week, September 19-25 
when the contest winners are an- 
nounced. 

At the present time, more than 
5,000 Hotpoint dealers have agreed to 
take part in the program, according to 
John F. McDaniel, Hotpoint vice 
Seno of marketing. And he be- 
ieves the total number will finally 
reach 6,500 











all profit 


20 on 
“Tilta-Breexz' 


| 
Window Fan 


NEW a 1°) 
“Porta-Breex'’ 


A FULL FAN LINE FOR EVERY NEED 


Bm aeeg 


€ 


THE LAU BLOWER COMPANY 


2005 HOME AVENUE * DAYTON 1, OHIO 


ELECTRICAL MERCHANDISING—APRIL, 1955 





I 


These Features 
mean sales 


© The MATCHED, color-harmony line 

© Finished Surt Green Baked Enamei 

© All have SAFE, finger-proof guards 

© Rubber feet won't mar furniture 

© Reversible for exhaust or intake 

® Eight foot white rubber plug-in cords 
© Ail have 115V, 60 cycle, AC Motors 

© Rigid motor mount, welded to frame 
© True balanced blades “sound tested” 
® Quieter by actual test 

© More compact, size for size 

© Snap-in, snap-out guards . . . easy cleaning 
© Clean and rugged, for long service 

© All have 3-speed switches 


Outstanding 
20 ineh 
Models 


20” Porta-Breez 


Fan with the new “Magic-Lok” 
that quickly, easily adjusts fan up 
to 58” or down to 17” from floor 
..» for use anywhere. Fan may 
be tilted thru 360° in any direc- 
tion for exhaust or intake. “Porta- 
Breez” of 1” seamless tubing with 
4” rubber wheels, to roll easily. 


20” Window Fan 


Window exhaust or intake fan fits 
sash-type windows 29” to 38” 
wide. Complete with metal side 
expanders, It's 5%” x 22” square, 
weighs 25 Ibs., moves 2500 cfm at. 
hi-speed. 


20” on “Tilta-Breez” 
Accessory 
Same fan on “Tilta-Breez” for use 
on floor, table, window ledge. May 
be tilted at any angle quickly. Ac- 
cessory available at extra cost. 








Double your opportunities for a high 


“SPRING 


TE 4 
You can give this $14.95 stand FREE 
with this fast-selling 21-inch RCA Victor TV 








RCA Victor 21-inch Dorrance, Features new Oversize “All-Clear”’ Picture—biggest and clearest 
in 21-inch TV, Model 218510, Ebony finish, $199.95; stand included during special offer. Free 
matching stand also available for the Glenside, Model 21SS11. In maroon finish, $209.95, 





The 21-inch Dorrance—already one of America’s top sellers at $199.95 Starting March 28, a huge concentration of advertising on such TV 
now gets even more sales appeal! For a limited time only, you can now shows as the 90-minute spectacular “* Producers’ Showcase,” and ““Caesar’s 
give away a@ special matching stand with every one of these sets you sell. . . Hour,” in TV and radio spots, and in national magazines will tell your 
at no increase in price! customers all about this exciting new TV special! 

While the supply lasts, you'll receive one stand for every Dorrance or Bright new window streamers and co-op ad mats featuring this special 
Glenside you order, The stands take little room and are easy to stock offer are ready for you right now. So tie in—and cash in. Pick up the phone 
they come “knocked down” in a carton that measures only 244” in depth. and call your RCA Victor distributor now! Start your Spring right! 

) + Vr if ' tt ge y' hig { est | t t fs ‘ t 


Today-—see your RCA Victor distributor for details! 
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profit Spring! Cash in with RCA Victor's big 


SPECIALS" 


SPECIAL 
= 


Unparalleled trade-in deal on this 21-inch console! 














} Ae meee ag Men 
RCA Victor 21-inch “52/.*" Model 218521, In mahogany grained finish, $329.95, less trade-in allowance, 
Here’s a big spark for your Spring selling the greatest trade-in opportunity in 21-inch TV. And it has a phono-jack and spot-illuminated tuning, 
in RCA Victor history! It works like this: Starting March 21, this giant trade-in special will get more advertising 


and promotion than any other console in history, The “52/" offer 
will be featured on TV in “Caesar's Hour” and the spectacular ‘Producers’ 
Showcase’’——plus a huge spot TV campaign. Four radio shows and large 
Spot programs as well as ads in national magazines and newspapers will 
also back this offer, Bright new window streamers and co-op ad mats 
3-—Make sure your salesmen know all the selling points of the “52/.” featuring this offer are ready for you now, Call your RCA Victor 
It has RCA Victor's new Oversize “All-Clear” Picture—biggest and clearest distributor, Cash in on the greatest trade-in promotion of your life, 


RCA VICTOR 


Tmks® RADIO CORPORATION OF AMERICA ating 


1—Ask your RCA Victor distributor for full details on this promotion 
biggest ever put behind a single TV set 

2—He will tell you how you Can give eye-popping allowances on old sets 
toward purchase of the RCA Victor “52/"’—a full-fledged console. 
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another example of 
Design Leadership 






@ No matter what the make, gas 
or electric, you can fit any built-in 
or stack-on oven into one of three 
standard Lyon cabinets. Only Lyon 
provides this practical solution to the 
problem of so many different oven sizes 
and standards. 

There are a lot of other reasons 
why you'll be ahead when you sell 
Lyon Steel Kitchens. You can 
offer the kind of features that clinch 
sales. An exclusive air control unit 
for perfect kitchen ventilation. Ex- 
clusive Tap-o-matic handles that 
open cabinet doors like magic. You 
can offer your customers their choice 
of colors, too! 

Let us give you the complete 
story of this year’s hottest kitchen 
line and a direct-to-dealer policy 
that means real profit on every sale 
you make. 


LYON METAL PRODUCTS, INC. 
Factories in 


AURORA, ILL., AND YORK, PA. 









































LYON CABINETS 


FIT ALL BUILT-IN OVENS 
eS 
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MAIL 





LYON METAL PRODUCTS, INC., 421 Monroe Ave., Aurora, Ill. 


Gentlemen: I want proof that the Lyon Direct-To-Dealer Kitchen 
Jabinet policy can mean bigger profit to me .. . 





Contests Galore 


“They offered me a trip to Paris, 
but I just got back from Bermuda . . .” 
That was the rueful comment last 
month of one New York dealer. For 
while the traditional vacation period 
is months away, contest winners in the 
appliance industry are on their way to 
all parts of the world. 

Some of the contests in progress 
were these: 

General Electric. Seventy-five appli- 
ance dealers and their wives from all 
ps of the country left February 24 
or a 17-day cruise to the Caribbean. 
The dealers were winners in the G-E 
electric housewares, automatic blanket 
and fan, vacuum cleaner, clock-timer 
departments’ contest for retailers. 

Frigidaire. Also bound for Bermuda 
last month were 98 dealers and their 
wives, winners in the Frigidaire’s com- 
mercial refrigeration and air condition 
ing ““WINerama” sales contest. 

DuMont New Jersey, Inc. also sent 
a group of 75 sales contest winners 
and wives on a Bermuda-Nassau cruise 
The tour left February 25 and was 
hosted by Irving Sarlin, president of 
DuMont New Jersey. 

Necchi-Elna Sewing Machine Sales 
Corp. has announced a $150,000 sales 
contest for dealers. The contest will 
run through July 31 and will feature 
a new Cadillac, 14 Fords, seven mink 
stoles, seven $1000 savings bonds plus 
numerous smaller prizes. 

Perfection Stove Co. is participating 
in a $75,000 contest in conjunction 
with the United Artist movie “Vera 
Cruz.” The company is giving away 
12 room air conditioners as contest 
prizes and local dealers have been 
urged to tie in with the local promo- 
tion of the picture. 

Coleman Co. has announced a 
$1,000 first prize for the dealer whose 
“Outing Pals” window display is 
judged best in the spring contest. 
Seventeen other cash prizes and 50 
product awards will be made. 

Westinghouse recently honored its 
top portable appliance sales leader for 
1954—W. M. Fink, district manager 
in Fort Wavne, South Bend and In- 
dianapolis 





Promotion Briefs 





¢ Norge is betting thousands of shirts 
on water heater sales in 1955. The 
company will give dealers a Van 
Heusen shirt with every water heater 
purchased, according to Roy T. Mus 
selwhite, water heater sales manager. 


¢ McCall’s Magazine reports it has 
distributed 1,389,999 pieces of free 


coupon COMPANY — —— appliance product literature through 

r home economics teachers since Sep- 

for comp ete ADDRESS i tember. Some 92 study and teaching 
aids were offered without charge by 

story CITY _. Ee STATE ae 55 of McCall’s appliance and home 








A PARTIAL LIST OF LYON STANDARD PRODUCTS 





equipment advertisers. 


¢ Zenith Radio Corp. won first prize 
in the household appliance classifica- 
tion of the 23rd annual competition 
of Outdoor Advertising Art. Lewyt 
won second place in the competition 
and Frigidaire took third place 
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NNNERICAS 407, 


-BNTOMATIC WASHER | 
. FEATURE 
for '55 





Here is the answer for the thousands of dealers who are looking for a power- 
ful automatic washer sales closer that the ‘other fellow’ hasn’t got! And 
powerful it is! Never before in Speed Queen history has a new feature been 
received with greater enthusiasm than this new Stainless Steel Tub automatic 
washer. It’s competition-proof! 

SPEED QUEEN CORPORATION * RIPON, WISCONSIN 














Dishwasher Advantages 


Detailed in a survey by two university professors, 
it’s now a scientific fact: dishwashing with an electric 
machine is easier and cleaner 


The appliance industry won't be 
startled to learn that washing dishes 
with « machine is easier than the old 
fashioned by-hand method. But some 
of the facts uncovered in a survey by 
two Ohio State University professors 
may surprise dealers—and prospective 
customers 

Dr. Elaine Knowles Weaver and As 
sistant Professor Clarice Bloom under- 
took the study at the request of the 
Household Sink Unit Section of the 
National Electrical Manufacturers As 
sociation 

The biggest advantage of the dish- 
washer, according to the survey, was 
that it cuts the drudgery of dishwash 
ing by at least one half, Also, machine 
washed dishes were much cleaner, a 
bacteria count revealed 


These Questions, The two profes 
sors wanted answers to four specific 
questions 

Do automatic electric dishwashers 
save time and, if so, how much time 
for the homemaker? 

How much cleaner would machine 
washed dishes be than those washed 
by hand? 

What were the major problems of 
use—habit-changing, storing, s¢ raping, 
rinsing and the actual installation of 
the dishwasher? 

How would a homemaker change 
her habits when using an automat 
dishwasher? 

Women whose families owned their 
own homes, had running water and 
who never owned an automatic elec- 
tric dishwasher participated in the sur 
vey. The families lived in urban and 
rural areas, and consisted of from four 
to six members 


Carefully Checked. Detailed records 
for 30 days were kept showing the 
amount of time required for dishwash 
ing (including all activities from clean 
ing the table right on through to wip 
ing off the range and working count- 


ers.) Bacteria counts were made. 
Breakage was recorded. Each home- 
maker listed cach item washed— 


whether cup and saucer, plate bow] or 
silver—the number of tea towels used 
and the exact amount and cost of de 
tergent necessary 

Dr. Weaver and Miss Bloom per- 
sonally observed the hand washing 
process three times during the 30 
days, timed and recorded the com 
plete process following cach evening 
meal, The two professors also took 
swab rinse samples of dishes on four 
occasions for bacteria tests on cleanli 
ness 

After the 30-day handwashing tests, 
automatic electric dishwashers were 
installed in cach house. To enable the 
women to make fair tests, they were 
allowed four to six weeks to get used 
to the dishwasher. Then a second 
30-day period was assigned to the 
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women and the careful record-keeping 
was resumed. 


The Findings. During the first 30 
day period, each homemaker washed 
more than 5,000 pieces by hand or 
from 88 to 169 items a day. During 
the machine washing period, from 
2,384 to 4,780 pieces were washed 
or 88 to 159 items a day. 

Individual methods of the 10 home 
makers varied somewhat when using 
the automatic washer, but all agreed 
that, except on rare occasions, the dish- 
washers were only used twice a day 
breakfast and luncheon dishes being 
washed together and the dinner dishes 
separately. 


Time Comparison. Average time for 
handwashing was 73.2 minutes a day. 
For the dishwasher it was 35.5 min- 
utes a day—or approximately half. If 
the same number of dishes had been 
washed automatically as were done by 
hand, the average time saved would 
have been 44.2 percent. 


Comparative Cleanliness. ‘The aver- 
age bacteria count of electrically 
washed dishes was well below the bac- 
teria count on dishes washed by hand 
and was comparable to the standards 
required by the U. S. Public Health 
Service for public places. 

Because detergents are not con- 
trolled when the homemaker washes 
dishes by hand, a much greater quan 
tity is used. Among the survey par- 
ticipants, cost of detergents varied 
from 17 cents to $1.90. 

The number of tea towels used aver 
aged 42 per user during the hand 
washing period as opposed to 24 dur 
ing the dishwasher trial. Only two 
items broken of the total of 
34,345 items washed automatically 
while 11 out of 37,946 items washed 
by hand were broken 

While it varied greatly, the auto 
matic washers apparently took slightly 
more water. For handwashing a varia- 
tion of from two gallons to eight and 
one half gallons was registered. For 
automatic washers, from seven to 11 
gallons were used. 


were 


Promotion Plan. The “Ohio Study” 
will be used by NEMA’s Household 
Sink Units Section in its 1955 indus 
try-wide promotion and advertising 
campaign, according to C, Fred Hast 
ings, chairman, 

Hastings, who is also general sales 
manager of The American Kitchens 
Division of Avco, said the theme of 
the drive will be “Why Wait?—To 
Enjoy An Electric Dishwasher That 
Does It Faster, Easier, Cleaner, Safer.” 

The campaign will include con 
sumer publicity, trade publicity, na- 
tional advertising in magazines, radio 
and TV, newspaper supplements, sell 
ing aids, and “action bulletins.” 


SELLING TOGETHER, representatives from three appliance stores demonstrate 
side by side in a joint venture at Cleveland's Home and Flower Show. The three 





dealers later split up prospects uncovered by the center 


Three Dealers, 


One Aim 


Cooperation is the keyword as three Cleveland 
stores get together on a “Built-in Style Center” at the 
annual Home and Flower Show 


Three Cleveland dealers recently 
pooled their resources to get a crack 
at the more than 200,000 persons who 
annually visit the city’s Home and 
Flower Show 

With the aid of distributor John 
Walker, Jr., Midland Electric Co., the 
three retailers created a “Built-in Styl 
Center’ at the nine-day show in Cleve- 
land’s lakeside Auditorium. 

The dealer’s came from three sec 
tions of town—east, west, and south 
and they split up the leads according 
to the prospect’s home address. 

The retailers, Ray Schwede, George 
Baird, and Russell B. Miller, together 
with their salesmen, manned the booth 


cooperatively. “One of us just doesn’t 


ibs. 


Emerson’s Road Show 


“SUMMER STOCK” in Emerson Electric's ‘Road Show” 





have the manpower to do the job 
alone,” explained one. 

The kitchen dealers featured Gen- 
eve cabinets, ‘Thermador built-in 
ranges and ovens, and Revco built-in 
refrigerators and refrigerators in the 
display. 

Started in 1941, the Cleveland 
Home and Flower Show is reportedly 
the largest of its type in the country. 
The show used some seven different 
halls on several levels with more than 
300 exhibitors of all types displaying 
wares in the 196,000 square feet of 
display space. 

Highlighting the appliance exhibits 
this year were the displays of color and 
built-in equipment. 


was the kind of stock 


dealers will be selling next season—fans and air conditioners. W. R. Persons, 
president, left, and Edward L. O'Neill, vice president and general sales manager, 
inspect the company’s latest promotion device—o traveling display trailer. 
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GE's Famous F23X 


Completely automatic! The Visualizer Fabric-dial selects the 
perfect temperature for all kinds of fabrics. 


Heats ina jiffy ! Actually takes only a few seconds to reach proper 
ironing heat. 


Light, light weight! Only 2'4 pounds—makes for easier han- 
dling, less back-breaking work. 


Large ironing surface! Heat is evenly distributed over 2714 
square inches of ironing surface, means fewer strokes are needed to do 
the job. 


Handy button-nooks! Make it easier to iron around trouble- 


some buttons. 


ITS BACK! 





SPECIAL 
LIMITED 
OFFER s 







HURRY J 


Order your supply today! Only a 









limited number of these irons are 







being manufactured, so be sure 


you're ready when your customers 






ask to see them. General Electric 






Company, Small Appliance Divi- 






sion, Bridgeport 2, Connecticut. 





* Manufacturer's recommended retail 


or Fair Trade price 


Progress 1s our most important product 


GENERAL @@) ELECTRIC 
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“The market is big, well-heeled, and eager 
to buy! Two million people live in trailers, Theit 


average income is one thousand dollars over the 
national average. And they need air conditioning 
bad! But, up to now, nobody has had the right 
product... just revamped room air conditioners 
that project out the sides, or something to sag 
the roof, At last there is an air conditioner spe 
cifically designed for house trailers! In 7 words, 


the new Carrier Mobile Home Air Conditioner! 


“The deal is simply great! —- >» 


How would you like to sell wonderful new air con- 
ditioners like this Carrier Mobile Home Unit? Well, 
chances are you can, Just get in touch with the 
Carrier Distributor nearest you. Or, if you don’t 


know who he is, fill in and mail the coupon today!” 





alr conditioning - refrigeration 
industrial heating 
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Sell the big house trailer market 
with this new Carrier Mobile 


e Home Air Conditioner 
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“The product is unique, low in cost, easy 


to install! You just set the Carrier Mobile Home 
Air Conditioner over a 13x15 inch opening in 
the floor... and plug it in. The unit uses standard 
115-volt current. It needs no piping, no water, no 
ductwork. It is lightweight; you don’t need special 
bracing or structural supports to hold it up. This 
new Carrier is thermostatically controlled, finished 
in handsome Driftwood Beige, and makes a mighty 
attractive end table... and a mighty salable item! 


Seees Beeaeaee ee Bea he 


CARRIER CORPORATION, 318 S. Geddes St., Syracuse, N. Y. 


I'm interested in selling that great new Carrier Mobile 
Home Air Conditioner. Please put me in touch with my 
nearest Carrier Distributor 


Name 
Street 


City State 


Fedders Financing 


Fedders-Quigan Corp. has signed a 
National Finance Plan with Commer- 
cial Credit Corp. to provide financing 
for distributor, dealer and consumer 
in the purchase of air conditioners. 

“This new finance plan will be a 
valuable sales aid for our distributors 
and dealers in providing financial as 
sistance right down to the consume 
level,” William C. Winkler, Fedders 
treasurer, said. 

Under the plan, dealers may floor 
plan Fedders room air conditioners for 
100 percent of the invoice price. No 
down payment is required. If unsold 
after a 90-day free period, a 90-day 
renewal will be granted without the 
necessity of curtailment. Commercial 
Credit’s flat charge of one percent and 
monthly charges of one-half percent 
will apply to the renewal period. 

Dealers can also offer a consumer 
installment plan which will give the 
customer 36 months to pay. Under 
the arrangement, every time sale is the 
equivalent of a cash sale and the dealer 
receives his full profit. 


Westinghouse “DIP” 


A new “Dealer Inventory Prote: 
tion Plan” providing for payment for 
1955 air conditioners left in stock on 
September 15, has been announced by 
Westinghous« 

lhe new program—dubbed “DIP” 
for short—will pay a dealer as much as 
$250 apiece for room air conditioner: 
unsold at the end of the season. H. R 
Bryant, manager of the room air con 
ditioner department, said the factory 
will set up a reserve for each unit sold 

The total of this reserve will reach 
approximately $200,000 by Septembe: 
15, he said. On that date the amount 
in reserve will be divided by the na 
tional dealer inventory to establish th« 
amount each dealer will receive. 

“We feel that our new ‘Dealer In 
ventory Protection Plan’ provides a 
protection to our dealers which will 
allow them to stock a wide range and 
larger number of models without fear 
of loss because of inventory prob 
lems,”’ Bryant said. 





Bake N’ Take 


THE FIRST COOKIE in Norge’s new pr 

motion is presented by ‘‘cook nm & 
Connell, vice president of sales, to a 
pretty shopper. The plan permits women 
to bake cookies in the dealers’ store and 
take them home. Use of the range, the 
mix and carry-out bags are on the house 
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New Admiral 3-Speed Radio-Phono. Automatic 
“ last record 


specially-balan, ed, 
records sound better, 


powerful 6” PM 


shut off alter 
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ral Radio with 
Stain resistant ebony fininh 
(mahogany finish extra). 
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‘tes, | Vertising support to bring in prospects in droves Here’ what you get 


* Admiral 3-Speed Table Radio-Phono 
* Admiral precision 45 p.m, 
* 32 “Extended-Play” ( 


Your customers will read about it 
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in LIFE... 
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OUTSELL BECAUSE THEY EXCELL! 


Te 











31% OF ALL 
HOUSEHOLD REFRICERATORS* 


Model P91, 4H. P. 
single cylinder compressor. 


73% OF ALL 
ROOM AIR CONDITIONERS* 


Model $7816, 34, H. P. 
single cylinder compressor. 


70°% OF ALL FREEZERS* 


Model S4614L, 4 H. P. 
single cylinder condensing unit, 


As reported by 
ELECTRICAL MERCHANDISING 





The Tecumseh compressor is an important sales feature that should | 


not be overlooked when you are selling refrigeration equipment. 
Study these Tecumseh advantages and turn them into sales: 


LOW INITIAL COST—Large production, based on constant demand, 


keeps costs amazingly low. 


SMOOTHER OPERATION Compressor is hermetically sealed in oil 
. » internal spring mounting eliminates vibration for quiet opera- 
tion. 


COMPACT DESIGN—Allows more space for food storage,or smaller 
overall dimensions for room conditioners. 


FREEDOM FROM SERVICE—Ffficient overall operation has resulted in 
less than 1% field returns under warranty. 


Check with your distributor or manufacturer to see that your refrig- 
eration equipment has Tecumseh hermetic compressors. 


21,000,000 TECUMSEH COMPRESSORS IN USE TODAY 





World's Largest 
Producer of 
Compressors for the 
Refrigeration Industry 


TECUMSEH PRODUCTS 


TECUMSEH MICH. 











EXPORT DEPT.: 
P. O. Box 2280, 24530 Michigan Ave., W. Dearborn, Mich, 
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It's All in the Book 


To better equip retail salesmen for the competi- 
tive market ahead, Hotpoint has issued a 64-page book- 
let crammed with sales ideas 


Last year the average appliance sales- 
man sold one more appliance than 
he did in 1953, according to statis- 
ticians at Hotpoint Co. 

Overall, the appliance industry sold 
some 11,300,000 pieces of major elec- 
trical appliances for a total dollar 
volume of $3,200,000. But compared 
to 1953, sales declined 11 percent in 
food freezers, 5 percent in ranges, 43 
percent in ironers, 6 percent in re 
frigerators and one percent in water 
heaters. 

All of the industry’s gains were 
made in the low saturation items like 
dishwashers, food waste disposers, au 
tomatic washers, and clothes dryers. 

In an effort to help appliance sales- 
men better this sales picture, Hot- 
point has issued a new 64-page book- 
let entitled “Appliance Salesmanship.” 
The 84 by 11 inch manual is divided 
into 18 chapters covering subjects like 
investment of time, putting show- 
manship into selling, floor demonstra 
tions and suggestion selling. 

Bird Dogging. One chapter tells a 
salesman how to get prospect names, 
use the satisfied customer, follow up, 
plan action, and bird dog. 

Tied in with this subject is a chap 
ter on outside selling. “A good time 
to start your outside selling campaign 
is anytime you know from experience 
that floor traffic is going to be slow,” 
the manual states. “Equip yourself 
with a supply of door-openers, low 
cost giveaways for your customers, and 
go to work,” 

Tell the prospect the salesman is 
there to check the serial numbers of 
her appliances so the service depart 
ment can be sure it has parts to take 


G-E Bake-O-Rama 


A GIANT ELECTRIC kitchen was 
Hotel, Chicago, 
contest 


care of any service needs. This will 
not only get the salesman into the 
house, the manual advises, but it will 
create goodwill and establish the store 
as a source of good service. 

Psychology of Selling. Appliance 
salesmen too often neglect the psy- 
chology of selling, according to the 
Hotpoint sales people. The creation 
of the buying mood is perhaps the 
most difficult of the tasks facing the 
salesman. 

The manual recommends stimu- 
lating a positive attitude toward the 
desired purchase. A command of spe- 
cific facts helps the salesman create 
conviction as he goes along 

One important phase of demon- 
stration is to get the consumer in 
the act. “Let her open the refrigera- 
tor door, turn the knob on the dish- 
washer, and push the button on an 
electric range,” the manual said. 

Lost Sale. The most important ele- 
ment of the sale is the closing, ac- 
cording to the manual. “Every year in 
America, millions of dollars in sales 
are lost because the salesman doesn’t 
ask for the order.” 

Hotpoint lists six tested methods 
for closing the sale: 1) sus ggested own- 
ership, 2) take-it-for-granted, 3) name 
and address, 4) delivery close, 5) con 
ditioned close, and 6) the summing 
up. 

Once the sale is made, Hotpoint 
recommends following up _ with 
“DIDS” —delivery, installation, dem- 
onstration and service. This program 
will turn an ordinary customer into a 
“selling customer, one who recom 
mends your store, your prompt serv- 
ice and your products to her friends.” 


set up in the grand ballroom of the Morrison 
for the 23rd annua! Nationol Red Cherry Institute pie baking 
General Electric supplied 49 ranges for the event and the five winners 


were awarded the ranges in which they baked their winning pies. 
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2 BIG NEWS FLASHES: 


The first new clock with 2 New, free display—market- 
both these great trademarks tested for faster sales, 
on the dial—General Electric- more profits. 

Telechron. 


- 
new! low price! 
noOm.MATE’ 


GENERAL (96) ELECTRIC 


€folechion 





THE CLOCK—"ROOM-MATE” 


Beautiful! Small (3%” wide). Consumer tests 
predict it'll be fastest seller in electric alarm 
history. $3.98* ivory-color plain, $4.98" 


luminous brown or ivory-color. 


FREE DISPLAY, FREE CARTONS 


4 Room-Mates come packed in colorful sales 
display — proved a super-salesman by market 
tests. It stops your customers, shows the clocks 
neatly. Shouts the low price and sells electric 
alarms. Four free cartons in base of display 
help you wrap up each sale. You make full 


profit. 


GET SET 


Display width 11”, depth 9” For the biggest selling year you've ever had 
on electric clocks, call your distributor sales- 


man today! Clock and Timer Department, 





PRICING INFORMATION Small Appliance Division, General Electric 
Suggested Price to Dealers Co., Ashland, Mass. 
1 Pack Only 2 or Mere Decks * Manufacturer's recommended retail or Fair Trade price, plus appiicable taxes, 
$12.56 each—$11.66 
Available in display pack only—each pack con- 
tains 2 ivory-color regular dial, 1 ivory-color Progress /s Our Most /mportant Product 


luminous, 1 brown case luminous. 


GENERAL @@ ELECTRIC 
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ROUND TABLES 








“LET YOUR HAIR DOWN” is taken literally at the Chicago get-together of the 


Electrical Women’s Round Table 
thot wes among the door prizes 


Janet Bonnell tries out an Oster hair clipper 


Electrical Women Meet 


In Chicago and Cleveland: 


credit, 


adequate wiring and trends in home-making provide 
the topics for the annual discussions 


In Chicago... 


The Chicago Electrical Women’s 
Round ‘Table took a careful look at 
the future of home economics on 
February 25-26, 

The job of these women is largely 
to educate the public on new devel 
opment in the business, and accord 
ingly their were refresher 
courses in what is new and coming 

High point was the talk by Dr 
David A. Copson, Raytheon Manu 
facturing Co,, who told of the prog 
ress being made in high speed micro 
wave cooking. ‘This cooking is accom 
plished by a very short which 
reverses itself with great rapidity, caus 
ing food cook, Ray 
theon is now marketing a commercial 
oven using this principle and a do 
mestic model will be available to the 
public later this year 

Dr, Copson pointed out that bacon 
could be cooked in one minute, with 
no turning over, A medium sized 
baked potato came out in 4 minutes, 
poultry took 5 to 6 minutes per 
pound. So did roast beef. 


meetings 


wave 


substances to 


Adequate Wiring. Cliff C. Simp 
son, managing director, Electric Asso 
ciation of Chicago, hinted that ade 
quate wiring of homes was going to 
have an assist from the breakdown of 
appliances which would not operate 
on low voltage conditions, He told of 
a new refrigerator which had to have 
its mechanism replaced after one year’s 
use. He told of people in Chicago 
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who had to turn off one appliance so 
as to be another. He said 
there are 24 million homes with 30 
year-old wiring. ‘This two-wire service 
will not permit use of air conditioners, 
ranges, dryers, freezers, workshops and 
a dozen new appliances, 

William C. Nessell, National 
Warm Air Heating & Air Condition 
ing Association, talked on the im 
portance of having a warm tempera 
ture at floor levels. Floors should be 
never less than 65 and never warmer 
than about 80, he said, and this is ac- 
complished by new means of dis 
tributing the warmed air in the home. 

The story of the Underwriters Labo 
told by Amalia Miller 
plumbing and _ testing 
laboratory is the guide for about 90 
American iwccording to E. J 
Zimmerman, director, 

Frances Armin, National Adequate 
Wiring Bureau, related how 78 per 
cent of the families living in the 
suburbs around New York City are 
now overloading their electric wiring 
systems. She pointed out how cook 
ing results are often disappointing 
even when instructions have been 
carefully followed. The small appli 
ances are slow to heat, cause black 
outs when connected, dim lights and 
automatic temperature control stays 
on continuously. 


able to use 


ratories was 


Chicago's 


cities 


Controlled Cooking. Rhea Shields 


director of home economics, Rob 





ertshaw-Fulton Controls Co., spoke 
of the progress being made in controls 
for electric ranges. Something new 
isa ee es unit im a sur- 
face cooking clement. It contacts the 
bottom of the cooking utensil, and 
automatically adjusts itself to supply 
the amount of heat required to main- 
tain a selected temperature. 

“Overshoot” is avoided to a point 
where the temperature never varies 
more than about 3 degrees. This is 
critical, said Miss Shields, with foods 
which are sensitive to heat such as 
custards, eggs and cream soups which 
may stick, burn or boil over. 

Mrs. Margaret McCordic, an ex- 
tension economist im home manage- 
ment with the University of Wiscon 
sin, talked on the misinformation 
which hinders the best use of laundry 
equipment. Many sales are delayed b 
families believing that an automati 
washer uses too much water, takes too 
long to wash, calls for too many trips 
to the basement, doesn’t get tlie 
clothes clean, requires too much soap, 
and doesn’t rinse out all of the dirt. 
The dryer suffers from the libel that it 
costs too much to operate, puts too 
much moisture in the house, and 
doesn’t give clothes the smell they 
have when they have been hung out- 
side. Ironer sales are held up because 
families say they don’t iron flat pieces 
anyway. They can’t iron children’s 
clothes on it, and they can iron a 
shirt faster by hand. 

Mrs. McCordic’s solution for these 
misunderstandings consisted of a dose 
of information on how the laundry 
should be arranged, and how each job 
should be done properly. 

Mavis Lee Annett, home service di 
rector of the Central Illinois Flectri 
& Gas Co., Rockford, Ill., demon 
strated that the job of educating the 
public on lighting goes on as it has 
for the past dozen years, and no more 
effective way has been discovered than 
to sit the housewife down with a 
light meter and lamps with 50, 100 
and 150-watt bulbs, letting her read 
while the light intensities increase. 


Kids and Cooking. Martha Brandt, 
whose firm, the Commonwealth Edi- 
son Co., was host to the group, told 
of her range demonstrations for teen- 
age groups and that 16 programs were 
held last vear with total attendance 
of 9,866 kids. The theme, “Cooking 
fun” is built around prizes and bal- 
loon bursting ideas. Each balloon 
popped after explaining a feature of 
the electric range. At the end of the 
final cooking program, all childyen who 
had attended six out of the eight 
sessions eligible to enter the 
balloon bursting idea contest, with 
letters of 25 words or less. 

Prizes consisted of bicycles, record 
players, portable radios, electric fry 
pans, clock and each 
had daily door prizes such as candy 
bars, soft drinks, ice cream bars, 
cookie and cake mixes and books. 


were 


radios session 


Manufacturers View. Karen Fla- 
does, director of the Kelvinator In- 
stitute for Better Living, Detroit, told 
of the need for more education in 
the appliance field. She pointed out 
some of the difficulties of manufac 
turers, savs that of 23 makers of house 
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GREETING MEMBERS ot the door with 
150 bags of soap samples is the chair- 
man of the Chicago Electrical Women’s 
meeting, Eleanor L. Fisher. 


hold refrigerators today, two firms 
could produce all the boxes the in 
dustry could absorb. She told of the 
necessity of timing engineering im 
provements so that new features will 
not be sprung before the public is 
ready for them. ‘The across-the-top 
frozen food chest appeared in 1936 
and did not sell because frozen foods 
did not have the acceptance they have 
today. 

In launching new and better appli 
ances the industry goes beyond pro 
duction and distribution of them. It 
provides the home maker with infor 
mation on how to best use and enjoy 
her new appliances, she said. 


Before World War IJ, Iowa State 
College and lowa State University 
were the only two colleges where 


study of equipment had been a part 
of the regular curriculum for several 
years. Today the industry is making 
it possible for schools to have up to 
date equipment on a special price 


basis. 
Helps available at the present in 
clude utility home service advisors, 


who give demonstrations to classes, 
and home economists who are 
ployed by manufacturers on a i 
gional basis. 


ei 


Cooking In Color. Bedroom slip 
pers are perfect for a home economist 
who is broadcasting in front of a 
television camera, declared Greta 
Griem, of the Milwaukee Journal 
Station WTMJ-TV. The click, click 
of high heels is very disconcerning to 
microphones, she says. The present 
day color camera is a laboring elk 
phant to move, she stated, and many 
dishes that are prepared for a color 
camera will not look well on blac! 
and white. 

At present, on color TV the girl 
do not use lipstick but vaseline. Lip 
stick makes a person appear as if th 
whole face was a mouth. Solid pastel 
shades are best for costumes and at 
present the color camera seems to pick 
out blue and brings it out in prefer 
ence to other colors. Therefore th« 
girls avoid blue dresses. She warned 
other TV home economists not to 
over-garnish food dishes because par- 


sley and black olives are tricky under 
the camera 
The Electrical Womens Round 


Table started in New York about 20 


years ago, and today there are about 
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cal 
Better turn in an alarm if —“F fellas ! sS$p 


This little lady is — up. y SP 


Seems she bought a ticker~ OQ made by the 


“Neva Heard” Company. It was “positively” 
(once again. 
guaranteed for one year but Athis turned out to 


be a bad year for 17-Jool “Neva Heards.” There's 
ie 


fire in Mrs. Swindled's eye Hand somebody who 


makes like a retailer is going to have to make 


like a Big Adjustment or else ! 


MORAL: Build your business with reliable brands. 
Brand name products are presold, stay sold; cut returns and 
exchanges way down. Brand name manufacturers stand behind 
their merchandise, earn the confidence of your customers, 
win respect for your store. 






IT’S NEW... 
AND IT'S YOURS... 
FOR FREE! 


Send for this new brochure . . . packed 
with the benefits of Brand Name 
retailing plus details of the greatest 


C : 
Brand Names Soundetion 
retailing achievement in America— 


. 57 ST., NEW YORK 19, N.Y 
the Brand Name Retailer-of-the-Year ' 
Awards Program. 
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Dormeyer’s no square... 
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More for the money with onal ) at é D 
e-s } © mee 
Dormeyer French-Fry Skillet! = — . 
More for the money because our Skillet 2” ooo? 2 Bigger profits—here’s how: 
includes a polished chrome cover and = : + ee - - ° MEE fics Vieninens Sia liee 
french-fry drain basket. With Dormeyer, ee ——_ Skillet you sell a complete 3- 
you sell a two-in-one unit . . . a combina- : ; » piece unit! One sale—full profit! 
sr we er = skillet: Our howe ae | - » With other electric fry pans you 
kille nitely gives you [o> have to make separate sales for 
struction, better quality, bigger capacity. r Mde and accessories. 
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FRENGH-FRY SKILLET | 
I> ROUND! 


We give your customers faster heat 
—better heating units! These diagrams 
show why our round French-Fry Skillet 
} conducts heat faster and more thor- 
/ oughly than any square frying pan. 
You’ve never seen an electric range with 
a square heating element. As you can 
see, we build-in a much wider area of 
direct heat. There are no cold spots! 








We know our eggs—they’'re round! 
So are pancakes and potato pancakes. . . 
hamburgers and French-fried onions . . . 
hash browned potatoes and doughnuts. 
For the same reason that you don’t put 
round pegs in square holes we feel round 
foods belong in round pans. That’s why 
our skillet is a perfect circle. 








Here’s the answer to immersibility! 
Sounds nice to dunk an electric fry pan in 
a bowl of suds but isn’t it asking for trouble? 
Electric coffee makers, waffle irons and deep 
fryers aren’t plunked into dishpans. French- 
Fry Skillet is easy to wash—stands steadily 
on its own feet while a homemaker swishes 
it clean . . . no corners to dig into. 


Our engineers put all 
shapes of skillets through 
a number of rigorous 
tests. The round skillet 
makes more sense than any other shape 
... will out-perform by far other shapes. 
Cooking tests conducted under the 
supervision of our head home econo- 
mist, Ethel Allison, proved that it is 
far easier to cook in a deep, round pan 
and that this shape and size is doubly 
useful . . . because stews and other 
foods cannot spill over the edges of our 





More cubic content—as much cooking 
surface as any square pan! French-Fry 


Skillet is big enough to cook for 8 people. pan as they will with a shallow pan. 
Fries, deep fries, stews, makes casserole All in all, we know that you and your 
age dishes, bakes—even pops corn! Chrome customers will find our French-Fry 
finished cast aluminum with automatic heat Skillet a far more satisfactory appli- 
control, signal light. Cooking-frying guide on ance than any other on the market. 
handle. Heat resistant handles and feet.With 
free cook book. Model 6400. To retail at Mera Rthenss 
$24.50 E 


MARVIN E. ALLESEE 
Vice President, Director of Sales 


Kingsbury & Huron Streets « Chicago 19, Illinois 
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Bell Aircraft has 
13.000 payroll 


“From every point of view, the purchase of U.S. Savings 


savers 


Bonds contributes to the soundness of ow economy 
and to the individual security of our citizens. | am proud 
that at Bell Aircraft our employees are helping to 
strengthen the national economy and their own future 
security through the Payroll Savings Plan. 

In a recent campaign Bell employees achieved a 


record of nearly 99% participation in the Payroll Savings 
) | | 5 


Portrait by Fabian Bachrach 


Plan, bringing to 13,000 the total number of our em- 
ployees who are saving systematically through the 


regular purchase of Savings Bonds.” 


LARRY BELL, President Bell Aircraft Corporation 


If your company does not have the Payroll Savings 
Plan, or if you have the Plan and employee participa- 
tion is less than 50% —get in touch with Savings Bond 
Division, U.S. Treasury Department, Washington, D. C. 
Your State Director, U 


be glad to help you install a plan or show you how easy 


_ S. Treasury Department, will 


it is to build employee participation in your present plan. 


The United States Government does not pay for this advertising. The Treasury Department 


thanks, for their patriotic donation, the Advertising Council and 
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with this *. 
NEW, = * 
SELF-SELLING = + 


TAPT! WALL: 
DISPLAY =? 


There’s no end to the profits you can 
make in the built-in range boom... IF 
you do something about it NOW! And, 
Tappan makes it easy for you to get 
started. All you need is this one attrac- 
tive, self-selling Tap’n Wall display. 
Designed to show and sell the finest 
range, the biggest profit-builder in the 
built-in field, TAP’N WALL by TAPPAN! 


Good Name! Good Range! Good Profits! 
Get in the Built-in Business 


wih TaPPaMn 


TAP’N WALL BUILT-IN RANGES AVAILABLE 
IN EITHER GAS OR ELECTRIC MODELS 


— 
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TAPPAA puts you in the Built-in Range Business 


see how 
TAP 'N WALL 

can bring 
your kitchen 
up to date! 


NEW TAPPAN Built-in Electric Range 
obsoletes all others! LOOK... 


@ World’s Fastest Electric Oven—lined with sparkling chrome 


@ Circulating Convek Heat assures uniform baking and 
browning 


@ Visualite Oven Door lets you see what’s cooking 
@ Automatic Controls start, time and stop oven 
® Lift-off Door simplifies oven cleaning 


@ Speed-Flex Surface Units—seven fast, precise heats 
for every cooking job 


@ Matching Griddle available for quick short-order cooking 
® Deep Broiler Pan prevents spattering and smoking 


Department EMB-45, The Tappan Stove Company, Mansfield, Ohio 


Please send me full facts and price information on the Tap'n Wall 
Display Unit and on the new Tap'n Wall Electric and Gas Built-in Ranges. 
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Belonc inyour sales picture! 




















Model MA 100 
Other Sizes Available 


Whitehall 


| MOBILE | 
AIR CONDITIONER 


Because 
@ It's Completely Portable © Requires No Window Installation 
¢ Offers Higher Cooling Capacity 


~~ 





HOMES 


OFFICES STORES HOTELS — MOTELS 
Counter those objections to window units with the remarkable 
Whitehall Unarco Mobile Air Conditioner. You get all the advan- 
tages of the window styles plus portability ... move it from room 
to room. Regardless of what lines you're now carrying, protect 
yourself against lost sales this coming cooling season with the 
Whitehall Unarco Mobile Air Conditioner! 


WRITE TODAY . . . get the facts on Whitehall. No obligation! 


Te) al) ENGINEERING COMPANY 


1630 South Michigan Avenve @ Chicago 16, Illinois 
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Eleanor L. Fisher is chairman of the 
Chicago chapter, and in business life, 
director of the home economics lab- 
oratory, Sears Roebuck & Co. Lu- 
cille Bush of Johnson Wax is vice 
chairman, Dorothy Pitz of Harvey & 
Howe, secretary; Charlotte Broms, 
treasurer, is with the Hotpoint Co., 
Vivian Overand, director, is with the 
Admiral Corporatioon, and Mary 
Rockwell, also a director, is with Thor 
Corp. Dahy Barnett is an editor on 
Household Magazine. 


In Cleveland . 


The Electrical Women’s Round 
Table held its first forum on Febru- 
ary 24. Some of the basic thoughts 
drawn from the “Students Today — 
Homemakers Tomorrow” discussion 
included: 

As the appliance industry gets 
older, many a its first-time consum- 
ers are getting younger. Education 
may be more important for the 
creation of sales to new family groups 
and the proper expanded use of ap- 
pliances in existing homes. 

More than four hundred home 
economists attended this initial forum- 
type meeting at Cleveland’s Hotel 
Hollenden and listened to a wide 
selection of topics ranging from teen- 
age budgets to atomic cooking and 
food preparation. Briefly, here’s what 
they were told: 


Money Matters. The shape and 
systems of budgeting finances in the 
home has changed, H. M. Thal, as- 
sistant director, educational division 
of the Institute of Life Insurance, told 
the meeting. The philosophy that 
family spending and saving can be 
made to conform to specific percent- 
ages for given dollars and size of fam- 
ily is outmoded and impractical, said 
Miss Thal. 

“The fixed budget, along with the 
Model T and Model A, is obsolete,” 
she said. The weekly allowance of 
the teenager today becomes the basic 
training for their family budget in 
the future. 

Illustrating the youth of family 
groups today, Miss Thal quoted the 
Census Bureau that 34 percent of all 
18 and 19 year old girls are already 
married, that 48 percent of all first 
time brides are between 14 and 19 and 
that more than 23 million girls will 
marry in the next five years while 
still in their teens. 

“The teacher's job will be to teach 
her students the principles of sound 
money management,” said Miss Thal, 
stressing that knowledge of checking 
accounts, installment buying, insur- 
ance and how and when to borrow 
money is important. 


Tricks Of The Trade. Westing- 
house’s director of home economics, 
Julia Kiene, demonstrating before a 
table “loaded with electric appliances,” 
stressed the flexibility of small appli- 
ances. “I like to call them ‘mobile 
appliances,’” said Miss Kiene, “be- 
cause they are easily moved around, 
and because so many different things 
can be done with each one of them.” 
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“These mobile appliances are an 
important part of classroom instruc- 
tion,” she said, “since such a large 
percentage of our girls in high school 
matry very young. Remember, two 
out of three home economics students 
marry within two years of high school 
graduation. Usually they start their 
homemaking on a shoestring, have 
little or no money with which to buy 
major appliances, and frequently mo- 
bile appliances are given as wedding 
gifts. If the girls understand how to 
use these appliances, but most im- 
portant, understand the great flexi- 
bility of them, they can manage their 
three meals a day very adequately.” 

Demonstrating the cooking of a 
day’s meals on the appliances to the 
group, Miss Kiene outlined the use of 
(1) coffeemaker for a wider range of 
uses, including making cocoa, tea, 
hot malted milk and heating con- 
summe and bouillon, (2) Cook-N- 
Fryer to “cook anything from soup to 
dessert”’—inexpensive to use and small 
in size and able to do any surface 
cooking job and a small amount of 
baking, (3) electric toaster for more 
than the morning toast, for muffins 
and frozen waffles, (4) roaster, which 
can do anything an oven can do—it’s 
portable and offers economical cook 
ing; can handle complete oven meals 
for two to eight people, plus prepar- 
ing quantity lots of food for large 
atherings, (5) the mixer, which of 
oe an extra pair of hands with 
muscle, but which is “too often 
stored out of reach—should be on the 
work surface all ready for instant use,” 
(6) and the rotisserie, ‘the barbecue 
pit that cooks by wire instead of by 
fire,” that spells sociability as well as 
efficiency, and is adaptable for quan- 
tity cooking. 

The mobile appliances, said Miss 
Kiene, have unlimited uses, are in 
expensive to buy and inexpensive to 
use. All are well suited for the teen 
age bride, the college couples on the 
move, apartment dwellers and the out 
door entertainer. 


Revolution In Our Midst. American 
Home Magazine’s home equipment 
editor, Edith Ramsay, spoke on the 
changes underway in the kitchen 
“Merchandising of color is one of the 
biggest headaches in all industry,” 
said Miss Ramsay, “but it’s here to 
stay.” 

Pointing out the “social revolu 
tion” in the home and the importance 
of “living kitchens,” Miss Ramsay 
asked for kitchens which are (1) large 
enough for the whole family to work 
in together, (2) pleasant, attractiv: 
and comfortable, (3) equipped for 
work to be enjoved, not mainly 
drudgery, (4) planned for supplies 
and equipment available, and (5) 
with work places planned for all the 
family. 

When remodeling or planning new 
kitchens, said Miss Ramsay, consider 
making basic changes at the start to 
insure adequate wiring for appliances, 
laundry facilities, and good ventila 
tion. Consider long range buying— 
one piece at a time with an ultimate 
completed idea in mind—and think of 
decorating schemes simultaneously 
with planning of the kitchen, she 
advised. 
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OULNOD 3NQLIyNG © 


4 
SISSvHg 


HAS ALL 5 y 7? 


The BIG-SELLING FEATURES 
that mean BIG-PROFIT for you in 55 


e 1. EXCLUSIVE CAPEHART POLAROID” PICTURE FILTER SYSTEM 
AS for “Eye-Comfort” Viewing. 







f 





“7 2. SENSATIONAL SYMPHONIC TONE 
“Speaking Picture” . . . Tri-Fi* Sound Reproduction. 













Ly) 3. FEATHER-TOUCH CLUSTER CONTROLS 
iy For Quick, Effortless, Exact Tuning. 7% 

Lj, 4. NEW DUALTONE CONTROL de to CAPIMART ite 
Ki Separate bass and treble controls yn Ay Fg 
ss for wide-range tone response. {Pat re 


















VY 5. GREAT NEW COMET CHASSIS ee ee 


Power, Selectivity, Performance “out of this world”. 





SELL THE BIG-PROFIT LINE—CAPEHART! 


CAPEHART-FARNSWORTH COMPANY 
Forth Wayne 1, Indiana 


A Division of International Telephone and Telegraph Corporation 


$ TV AT ITS BEST! 

The JUPITER (Model 

ba 22C215MD). Exclusive 
Capehart Polaroid® Filter Sys- 

y tem with 21-inch aluminized 





picture tube for “easy-on-the- 


PRICED RIGHT! 





eyes” viewing. Tri-Fi* 3- TERRIFIC SE 

Oo Species Sete in’ lanion LLER! The MERCURY (Model 24721 5BNL), Front 
. eden tleutnal aatiiemee The VENUS (Model 23T215BD). “Ss aking mounted speaker, 21-inch aluminized picture 
' a or Picture”. Exclusive Capehart Polaroid® Picture tube. Leatherette cabinet. 
: Channel” Tuner at slightly cont ee “coke, Ce Tein Only $1 7 99 5 a 
: higher cost. Controls and . a 
* 5 3 3 9 95°" Dualtone Control. $ : 8995 ®@ By Polaroid Corporation —— 

* Registered by Capehart-Farnsworth Company 

ra laa a UC 
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» >, , 2 PRODUCTS 


with every feature 
for Good Business 
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ALL-PURPOSE 
ELECTRIC JIG SAW 
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© Will sow ao 2x4 — exclusive with ; 
DUWELL is the “built-in” adjustable ; 
bose for accurate bevel cutting to 45° angles. : 
© 2200 strokes per minute © Powerful AC-DC 1 
motor ® 3 blades included ; 
i 

' 

' 

' 

' 

i 

! 

t 

' 

i 

| 

' 

! 

1 

' 

1 

! 

! 

' 

' 


© Cuts ali moterial—plastic, wood, metal © Com- 
pact © Lightweight. 

@ Only 3-% Ibs. In attractive 
counter display carton 


MODEL J5$-50 only 
$39.96 with 3 bledes 
115 volt, 60 cycle AC-0¢ 
Denver and West $40.20 


IN voll, 60 cycle, ACDE Denver HEDGE TRIMMER 


and West $40.20 


© 38,400 edges cutting per minute © Net weight 4-2 Ibs. © Full 12” cutlery 4 
stee! cutting blade, hardened and ground © Minimum vibration © Balanced } 
perfectly at guiding hondle ® Automatic cut-off switch stops motor instantly ¢ 
@ One point tension bar spring loaded for a minimum | 
of friction. In attractive counter display carton. 
@ Dealer and Jobber Inquiries Invited 


MANUFACTURING CORPORATION 
1218 S. Western Ave., Chicago 8, Illinois 
Dept. E-10 


the sure way 
‘ RAP-UP (<1 
4 SAL¥ 
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Protection for all makes of appliances 


Long after you deliver with Slingabouts, customers 
remember the safe quick movement into the kitchen . . . 
the clean, fuse-free unpacking ... and the unmarred, 
factory-fresh appliance finish, That's why it makes 
good sense and good business to use these thickly 
padded, flannel lined canvas jackets. Slingabouts 

can be used repeatedly to cut your costs. 


isk about Wrapabouts for Radio, TV, Hi-Fi, and Air Conditioners 


eee ea ee ee eee eee 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout or Wrapabout prices for Model +. 


Refrigerator 
‘ Make Sede 
Name a 
Address Appliance ) TY ® Hi-Fi 
Alt Conditioner 
City State (please specify) 
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DEALER TONY BYRD of Dearborn, Mich., has launched a one-man campaign 
against discounters. To “‘educate’’ his customers, he partitioned off a portion of 
his store into a makeshift discount house with a separate entrance. 


Well, I'll Be A... 





INSIDE THE “DISCOUNT HOUSE”, signs tell the whole story. Perforated Mason- 
ite peg board, used as partitioning, permits clerks in the “‘legitimate’’ store to 
see when a potential customer enters the discount side. 


_.. Discount Byrd 
- fed - z 





EACH DAY, TONY selects the clerk with the worst disposition that morning to 
run the discount operation. (On the day this photo was taken, his clerks had 
elected Tony, right, the least personable of the group). 
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These basic qualities are now in 
greater demand than ever before 


With the sweeping demand for greater beauty 
in household appliances, Porcelain Enamel 
has most to offer. Here is a finish that helps 
you sell—not only because it is so attractive 
when new, but also because it retains its 
original beauty and sparkle for life! 

Heat doesn’t discolor genuine Porcelain 
Enamel; household juices and acids don’t 
leave permanent stains; knives or skillets 


don't scratch it; it doesn't rust and its colors 
never fade. Soil is easily removed with a 
damp cloth or soap and water. 

Demonstrate these qualities of Porcelain 
Enameled appliances on your floor. Show 
your customers that Porcelain Enamel can 
help keep their appliances looking their best 
and giving best service a/ways/ 


00 YOU HAVE THESE SALES HELPS ? 


Demonstration Slide Film 








Kit 

With this kit you 
can easily show 
how Porcelain 
Enamel resists fire, 
acid, staining, 
scratching, shock. 





Slide-film illustra- 
tions give clear, 
simple story of 
how the exclusive 
advantages of 
Porcelain Enamel 
are “built-in.” 





Selling Facts...” 


A booklet of work- 
able ideas that help 
you show specific 
advantages of 
Porcelain Enamel 
for each type of 
appliance. 





"Prove For 
Yourself...” 


A novel folder chat 
gives a quick pic- 
ture presentation 
of Porcelain Enam- 
el's advantages. 


THIS LABEL identifies | 

genuine Porcelain Enamel TO CLEAN 
surfaces on appliances \ 

and other products. 


f . 


‘ 
i 


A 
—_ re Pe INE 





PORCELAIN ENAMEL INSTITUTE, INC, 


Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C, 


(Check items desired ) 


Please send me information about: Please send me a free copy of: 
Demonstration Kit “Selling Facts about Porcelain Enamel” 
| Slide Film “Prove for Yourself ..."’ Booklet 


Name 
Company 
Address 
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“WHAT MAKES 
}1ith annual Adequote Wiring Conference 
dealer is often the least cooperative although he may have the biggest stake 
in the program’s success 


time poyment 


if Meg! if 


rr 


wiring plans tick 


-——" 


wi yh Will yours be 


yeni «615,000 
i families to save j 





‘ut 









AK 


money with our | 


i Installation Plan? 


one panel asked at the 
The group decided the appliance 


Nationally: It's Growing . . . 


According to reports at the 11th annual confer- 
ence in Chicago: more utilities are sponsoring plans, 
dealer importance is emphasized 


Probably the most significant dis- 
closures of the eleventh annual Ade- 
quate Wiring Conference in Chicago 
last month were the increasing num 
bers of utilities sponsoring programs 
and the rising importance of appliance 
dealers in meeting the problem 

Right now, 28 utilities promote 
wire-on-time programs and at least 
two more will announce such programs 
in the next few weeks. Dealer activity 
is stimulated largely through the Ade 
quate Wiring Bureau's special promo 
tion package of seven kits now being 
distributed (EM March, p. 272 

Keynote speaker, John W. Evers, 
president, Commonwealth Edison 
Co., Chicago, set the stage when he 

iid, “Inadequate wiring hurts just 
ibout everybody but our friends in 
the gas business If ever there was 
1 modern day challenge to the electri 
cal industry—adequate wiring it it” 

“I'm Worried”, Board chairman of 
the Okonite Co., A. I’. Metz, declared 
that the “wonderful predictions about 
the future of the 
turing industry” have him worried 

“You've got me worried”, said he, 
“because I cannot help wondering 
how deeply all this national activity is 
penetrating to the grass roots. How 
much of it is being reflected in your 
towns in 


electrical manufac 


home terms of organized 
idequate wiring selling effort? 

How Programs Start. ‘here's no set 
pattern of who originates adequat 
wiring plans or how they operate, In 
is in that of Kalamazoo 
Michigan, the initial impetus can 
from an electrical distrubutor who 


handles no appliances at all. L. R 


ome Cases 
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Klose II, of Klose Electric Co., 
gathered representatives of the local 
utility, electrical contractors and dis- 
tributors to form first an Electric 
Club and then an Adequate Wiring 
Bureau as a function of the Electric 
Club. 

Under the direction of Klose, the 
Kalamazoo plan has moved ahead 
steadily in the few months since it 
was organized. It now has a Speakers 
Bureau, has participated in the Kala 
mazoo Home Show seen by more than 
13,000 people in a city of some 75, 
000 population, has created an ade 
quate wiring certification program 
approved by the city’s electrical inspec- 
tor and, recently, laid its plan before 
the Kalamazoo Appliance and ‘TV 
dealers Assn. to enlist dealer support 

l'o those who question the dealers’ 
part in such a program, Klose say 
he thinks dealers would be better off 
in the long run of they face the issue 
of poor wiring rather than side step- 


ping it and running the inevitable 
risk of losing the confidence of 
ustomers 

Arousing Dealer Interest. “If we 


expect to enlist the dealers’ help in 
promoting adequate wiring, it 1s going 
to take a 


consistent program of so 


lution-type education,’ said W. L 
lait, appliance sales promotion man 
wer, Portland General Electric Co., 


Portland, Or 

“From our experience in the past 
vear,” said that 
wiring—adequate or inadequate—is a 
distasteful subject to the appliance 
ilesman. He may and 
ympathize with adequate wiring pro 


lait, it is easy to sec 


recognize 


motion . . . but he’s not apt to pick 
up a sword when it might cost hes 
money. 

l'ait said that his company recently 
sponsored a consumer contest in which 
participants were asked to complete a 
25-word statement beginning “Every 
person should have adequate wiring 
because...” and entries had to be 
presented in person to local appliance 
tores. Consumer reaction, he said, 
was good while the dealer reactions 
were something less than perfect. 
Most dealers supported the contest 
and reported additional floor traffic 
and better sales but some couldn’t be 
bothered to participate. 

New York: Complex Problem. Al- 
most every situation can be found 
somewhere in New York City, said 
J. O. Covington, manager Adequate 
Wiring Bureau, Consolidated Edison 
Co., and much of it is bad. 

Covington explained that New York 
does not have an Electrical League or 
issociation and, consequently, promo- 
tion of better wiring has been almost 
entirely the effort of the utility. 

“We made a survey involving 54] 
apartment buildings,”’ said he, “and 
found 784 percent were inadequately 
wired to supply the equipment owned 
by the tenants; 57 percent of the 
tenants expected to buy additional ap 
pliances but only percent of the 
apartments had wiring suitable for 
supplying the new appliances.” 

National Advertising. “We under- 
stand it is the woman whose day is 
ruined when these wonderful work- 
savers (appliances) go wrong,” said 
Kennecott Copper’s vice president and 
assistant sales manager, F. B. Mce- 
Kown, “so we went ahead and aimed 
our advertising at women.” 

At first, the company found that 
women were paying more attention to 
the adequate wiring ads in national 


In Connecticut: 





KENNECOTT’S F. B. McKOWN: “You 
need a target date, a plan and a care- 
fully timed program.” 


media but as the entire campaign un- 
folded, there emerged a clear margin 
in favor of men who said they had 
seen the ads as against the women who 
recalled observing them. On reader 
ship, men took over almost completely 
\ survey showed that they read the 
ads almost twice as carefully as 
women. 

While Kennecott expects to con- 
tinue its program of educating the 
consumer, it also plans an extensive 
advertising schedule in trade maga 
zines. The trades have a_ primary 
stake in this market, said McKown, 
“and we wanted to be sure they know 
exactly what we are doing, what our 
advertisements say, together with a 
list of the merchandising material 
available to help do the selling job.” 

Long range planning is most im- 
portant, said McKown. “No success- 
ful promotion was ever carried out 
on an informal month-to-month, do- 
it-when-you-feel-like-it basis. You need 
a target date, a plan and a carefully 
timed program.” 


Starting ... 


U-I launches a “home modernizing” campaign 
which is aimed at helping dealers sell $100,000,000 
worth of appliances in Connecticut 


The adequate wiring campaign of 
the United Illuminating Co. was re 
cently outlined to dealer meetings in 
Bridgeport and New Haven, Conn. 

Key feature of the U-I plan, ac- 
cording to merchandise manager 
Laurence A, Dunn, is an extensive pro 
motional campaign which will carry 
the story of adequate wiring to the 
155,000 households serviced by the 
utility 

The program carries no provisions 
for financing because these features, 
found in several other utility drives, 
are “not necessary, and not enough,” 
iccording to Kemp. B. Batchelor, co 
ordinator of the U-I campaign 

He explained that other utilities 
often relied on easy financing to do 
the work in an adequate wiring drive. 
He added that this is not enough and 
a “real selling job” is the most essen 
tial ingredient to a successful push 
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Ihe utility officials charted the 
problems facing dealers in the Con- 
necticut area. Specifically, they pointed 
out that 122,000 homes are “inade- 
quately wired” to handle present ap- 
pliances and the appliances that will 
be purchased in the next five years. 

he officials said that the local mar- 
ket could account for $100,000,000 in 
the next half decade—if adequate wir- 
ing is accomplished. 

he utility's plan includes extensive 
newspaper advertising in three daily 
papers and several weekly publica- 
tions. Bill stuffers will be placed in 
monthly utility bills and an array of 
promotional material has been printed 
for distribution by contractor and 
dealers 

One of the dealer pieces is a four- 
page pamphlet entitled “What's all 
this talk about overloading?” The car- 
toon cover shows a pudgy man sinking 
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through a chair bottom. On the back 
of the piece is an appliance check list 
for customers to indicate present ap- 
pliances and items they intend to buy. 
\ space is also reserved for imprinting 
the dealer’s name and address. 

A similar pamphlet for electrical 
ontractors has a cost estimate form 
on the back page and space for the 
ontractor’s imprint. 


The utility is also putting empha- 
size on “home modernization” which 
they have found a more appealing 
term than “adequate wiring.” 

Other speakers at the dealer meet- 
ings included Charles A. Williams, 
vice president of U-I, Carl Preibe, who 
had attended the Chicago wiring con- 
ference, and Robert Foster, of the 
Bridgeport Division. 


THE ABC's of 
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POWERED ELECTRIC 
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AT A KICKOFF MEETING of 
A. W. Bureau, Gi 
) iation director, examine a display 





1200 dealers, 
rge E. Whitwell, association president, and John A. Morrison, 


Frances Armin, of the National 


In Philadelphia: Launched 


Dealers will sell $130,000,000 in appliances dur- 
ing next five years—if the new “100-A” adequate wir- 


ing campaign succeeds 


will sell 8 mil 
next five years, 
trical Association 


Philadelphia dealers 
lion appliances in the 
ding to the El 
of Ph ladelphia 

But this $130.000.000 sale will only 
be accomplished if the area is re-wired, 
th ociation tells dealers in a new 
booklet ““We’re Worried About You.” 

[he 22-page booklet launched the 
“100-A” (100-ampere) sales campaign 
whi ill run through December 15, 
1955. Dealer 


HICK 


ACCEL 


ire urged to buy a $15 


rship in the drive. In return, 


the retailer receive 

His name and address listed in six 
diff it ads in three Philadelphia pa 
per otal impressions will reach 9 
million 

Window and store display material 
including window decals, wiring fi 
nan folders and home wiring 
boo} for distribution to customers 

I'wo full-course dinners at a deal 
ers’ onference which will explain 
the le campaign further. 

\ rcbate on some of the cost in the 
showroom installation of any one ma- 
jor appliance (from a list including 
rang dryers, dishwashers, water heat- 
eI r conditioners 

[he member dealer will also benefit 
from ociation activities like radio, 
TV, and car card advertising and other 
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pecial promotions 

A key feature of the whole drive is 
the residential wiring financing plan 
which allows customers to re-wire their 
homes on terms. As little as $1 a 
month can be repaid as part of the 
regular utility bill from the Philadel 
phia Electric Co 

In outlining the plan, the associa 
tion emphasized that 354,000 homes 
in the Philadelphia area have only 
two-wir Some 484,000 homes 
less than the minimum entrance 
requirements and four out of five 
“have little or no ‘electrical 


Scrvic¢ 
have 


more 
room’ for more appliances.” 


Thi 


mates 


group said conservative esti 
placed appliance sales during 
the next five years at 153,700 air con 
ditioners, 107,800 ranges, 86,400 dry 
crs, 63,600 water heaters, and 43,200 
dishwashers 

lowa Campaign. In another 1 
cently announced plan, re-wiring of 
homes serviced by the Iowa Power 
and Light Co. can be financed over a 
12, 24 or 36 month period as part of 
the regular electric bill. 

A maximum of $350 can be nego 
tiated under the plan and the loan 
must be paid back at the rate of at 
least $2 per month. Interest will be at 
standard F. H. A. rates, 
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B® Get This 
it-gatit: 


Cummins 
DISPLAY 


of Extra 
Cost! 


no charge with purchase of 
4-FAST-SELLING Cummins POWER TOOLS 
and you get all this besides... 


| Yes, yours at absolutely 
| 


m 4-Color Ads With Your Store Name 
| Listed —Right in Your Local Newspaper 
| 


Right now... get this colorful combination 
floor or wall metal pegboard display, 24" x 56", 
FREE with a minimum order of only four fast- 
moving nationally advertised Cummins Port- 
able Tools, And you're in, automatically, on 
the industry's most powerful promotion and 
advertising program! Your own 4-color local 
newspaper ads, national ads, FREE display 
material, FREE store handouts for your cus- 
tomers! All to help you sell the finest 
popular-priced home power tools, Phone 
your Cummins jobber or mail coupon, NOW! 


QUALITY PRODUCTS OF 





MANUFACTURING CO. 


5055 N. LYDELL AVE., MILWAUKEE 17, WISCONSIN 
CUMMINS IN CANADA: 
Copyright 1955, John Oster Manufacturing Co 


John Oster Manufacturing Co., Dept. MPT 

5055 N. Lydell Ave, Milwaukee 17, Wis 
Gentlemen — Please rush complete details on the big 
1955 Cummins Power Tools Program, and name of 
nearest jobber 


Address 








334 LAUDER AVE., TORONTO 10 



















Cummins MAKAW 717 
with exclusive magice 
pivot. Finest home power 
tow, Makes every cut in 
2” dressed lumber. $49.95 


Cummins Model 304, 4" 
Drill, geared chuck and 
key. Compact design. Fa- 
mous shock. proof Perm- 
Align gears can't beknock- 
ed ovt of line. . . $24.95 


Cummins Model 3042 Port 


able Electric Workshop 
Popular hip-roof steel case 
contains Model 304 Drill, 
saw attachment, over 30 


$34.95 


pieces 








Cummins Medel 3052 Port 
able Electric Workshop 
Big seller. 35 pieces easy to 
remove from case, pul back 
in place drills, saws, 
grinds, buffs, polishes, 
mixes paint. Perm Align 
design drill has full 4 
finger handle. Steel case 
mounts on wall, carries to 


job $39.95 


Cummins Model 351, A” 
drill, Has stamina, power, 
long life of much costlier 
drills. Geared chuck ond 
hey $39.95 
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ELECTRIC ICE CREAM 
FREEZER 


A new and sensational electric 


freezer. No ice... nosalt .. 
Works in the freezing com- 
partment of almost any elec- 
trie refrigerator. Makes 2'A 
quarts of good old fashioned 
ice cream. 
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SELLERS 


IN HOME ICE CREAM FREEZERS 


ME et your shore of the profiel 
home ice cream freezer market! 


Quick turnover products 
with proven sales 
appeal and backed by 


“know how”. Not just a seasonal 
item. Porter home freezers 
will move off your shelves 
the yeor around. 











. 
tg Bs 


DOLLY 
MADISON » 
Electric freezer with 
exclusive “Twist-Lok” 
feature. Simple, ef- 
ficient operation. 2, 
4 and 6 quart 
capacities. 





SES YE, VO Copouilin 





Se | 


OTTAWA « ILLINOIS 





nearly a century of manufacturing 














FOR ROOM AIR CONDITIONERS 


. and you, too. For washable, aluminum E Z Kleen air 
filters will reduce your inventory problems and service costs 
. » » fit perfectly into any filter service program. And your 
customers will benefit from the best in efficient air filtration, 
plus the economy of washable air filters. E Z Kleens retail as 
low as $1.33. Wide range of sizes 44", 1” and 2” thickness. 









. +» « PRODUCTS OF RESEARCH 


"RESEARCH PRODUCTS CORP. 


DEPT. 22 


MADISON 10, WIS. 
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GUESTS AT THE Stee! Kitchen Cabinet Manufacturers quarterly meeting included: 













(seated, left to right) Johnny and Mary Kay of the U. S. Steel TV Hour, C. S. 
Motter, of Morton Mfg. Co. and SKCMA president, speaker Leonard G. Haeger, 
and (standing) Robert C. Myers, U. S. Steel, speaker John Hancock Callender, 
Russel Wright, and Marvin Berz, Marvel Metal Products Co. 


You Haven't Kept Pace .. . 


. . . with the appliance industry, Russel Wright tells 
the Steel Kitchen Cabinet Manufacturers at their 


quarterly meeting in New York 


“I think the kitchen cabinet manu- 
facturers have not kept pace with the 
appliance industry in making the 
American housewife’s work easier,” in- 
dustrial designer Russell Wright told 
a panel discussion at the SKCMA 
quarterly meeting in New York. 

“It is up to the metal cabinet in- 
dustry to develop a product that will 
permit more flexibility and more varia- 
tion in appearance,’ Wright said. 
“Don’t let the major appliance people 
get the bulk of the money that goes 
into the kitchen! Make your product 
as interesting as theirs and you will get 
a far larger volume of the sales.” 

Specifically, Wright advised, “A 
clever, well-designed Knock-Down 
construction might lower prices and 
permit greater flexibility, variation and 
architectural integration.” He also 
said, “Coloring your old models is of 
little help. It seems to me that your 
stocking, inventory and warehouse 
problems would be less—or at least no 
greater—if you developed covers for 
the doors of various metals, or door 
frames that would receive panels of 
different materials.” He also suggested 
add-on accessories that could be sold 
as improvements to the basic shell. 

Wright was one of the three speak 
ers at the panel symposium held 
March 11 during the association’s one 
day meeting. Marvin J. Berz, presi- 
dent of the Marvel Metal Products 
Co., acted as moderator and Leonard 
G. Haeger, of Levitt & Sons, Inc., and 
architect John Hancock Callender out- 
lined trends and advances in kitchen 
planning. 

At the luncheon, Mary Kay and 
Johnny, television stars of the U. § 
Steel Hour, were also guests. 

In his speech, Callender traced the 
progress of the kitchen from the '20s, 
when it was a servant operated sepa- 
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rate unit, to the present when it is 
part of the total living area used by 
the whole family. 

Callender predicted that stainless 
steel will become increasingly popular 
and enameled steel will become less ac- 
ceptable (because of its lab-like tex- 
ture) when the kitchen is designed to 
be seen from the other living areas. 

While Callender dwelt on the cus- 
tom-built home, Haeger spoke about 
the mass-produced housing which is 
built with no specific buyer in mind 
He said this represented 80 percent of 
current home building. 

He said 43 percent of these homes 
are now in the under-$12,000 class. 
About 48 percent are in the $12-to- 
$17,000 class, and only nine percent 
are above-$17,000. 

He said the market is divided into 
four classes; one puts emphasis on 
economy, the second on family facili- 
ties, the third on personal enjoyment, 
and to the last group prestige is the 
important factor. 


NARDA Survey 


NARDA’s annual “cost-of-doing 
business” survey is now being com 
piled by economist Richard E. Snyder 

Association members were urged to 
return the one page report to Snyder 
by April 1 and those who did partici 
pate before that date will receive ad 
vance copies of the survey. 

“Tt is imperative that you partici 
pate in this,” members were told by 
NARDA, “both in order to help as 
sure a broad cross-section of the better- 
than-average dealers who make up 
NARDA’s membership and to permit 
this valuable study to be of the most 
possible value to you.” 
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Why MORE Dealers will 


ANSWER: FOR THE SAME REASONS MORE 
DEALERS SWITCHED TO QUAKER IN ‘54 





1, HIGHER NET PROFIT, Quaker has an out-of-this-world trade-in deal that 
protects your full profit, Again this year Quaker’s fabulous trade-in sale 
will bring prospects into your store and you won't have to give away your 
shirt to close a deal, Quaker’s generous factory trade-in plan protects your 
net. That's why it pays to switch to Quaker. 


2. AMAZING HEATING EFFICIENCY. 67 years of heater leadership...67 
years of specializing in the engineering of space heaters of every type has 
given the great Quaker line advantages that cannot be matched. Nothing... 
absolutely nothing...in the space heater field can out-perform, out-value, 
or give the lasting satisfaction of a Quaker. And no matter what the heating 
requirement may be, there’s a Quaker model to fit the need. That’s why 
it pays to switch to Quaker! 


3. INCREASED VOLUME, It takes volume sales to make real money. Quaker 
makes your store heating headquarters in your community. How? By 
spending its national advertising dollars where they do the most good... 
in your town telling your neighbors that you have the best trade-in deal, 
the biggest value, the finest, trouble-free, heatingest space heater made. 
Quaker’s local-level advertising brings prospects into your store. That's 
why it pays to switch to Quaker! 


4. REAL SELLING HELP. Walk a prospect to a Quaker and you've made a 
sale! Quaker’s ingenious, in-your-store merchandising literally speaks for 
itself! Points out every Quaker feature...explains every benefit...answers 
every question...develops the desire to own a Quaker...makes it easy to 
sell a Quaker. T’hat’s why it pays to switch to Quaker. 













“| DIDN'T BELIEVE IT COULD BE DONE” 


“We have more than doubled our heater sales over last year 
with the help of the Quaker promotions and the strong 
advertising support provided by Quaker” 

R. E. Tunnel, Mgr. 


QUINN-MILLER & SrRouD 
Pitt County’s Most Modern Furnit ure Store 


a ‘ Greenville, N.C. 







QUAKER MANUFACTURING COMPANY 


(Division of Florence Stove Company) 

1147 Merchandise Mart—Chicageo (54), Illinois 

Please send us the Quaker deal for 1955 and literature on new Quaker 
line and name of nearest distributor. 











Name a 
Please Print 
Addr 
Please Print 
City State 





Please Print 
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--efor every TV area- 


Qo y J 


"Ak, 











For UHF-VHF 
TV Reception... 


This is the best-performing in 
door television antenna which 
will outperform all others 

finest, 


provide the clearest, 


sharpest pictures, The most mo 


" dern design and finest engineer 
ing assure you of television at 
| its peak with nothing to adjust 


Channels 2-83 
THERE’S A HILO TV ANTENNA FOR 


EVERY CHANNEL EVERY AREA 


LIST PRICE 


Pomme 


Hi-Lo tv stanps 
Modern --- Sturdy 


Your choice of a complete line of the finest 
wrought iron TY stands which are engineered to 








support the heaviest sets. Streamlined design is 
smarter to blend easier with all furniture. Finest 
rubber feet prevent marring of floors. 

List Price from $8.95 to $17.95 


: and worth much more } 
Some select territories available for experienced | 











representation.’' 


- TV ANTENNA CORP. 
Hi Lo 3540 N. Ravenswood Ave. * Chicago 13 


LINN 


A) FKL VATI NG 


92" 


OF HOUSEHOLD FAMILIES 
LIVE IN 


SINGLE-FAMILY DWELLINGS 


THAT'S WHY THEY HAVE 
THE BUYING URGE FOR ALL 
PRODUCTS THAT BELONG 
IN THE HOME. 


llousehold Magazine 


— 
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For Several, A Record 


1954 financial reports reveal that many manu- 





facturers, including RCA, General Electric, Westing- 
house and Whirlpool, broke previous records last year 


At least three appliance manufac- 
turers reported record highs for sales 
and earnings in 1954. And several 
other companies announced new rec- 
ords in either profits or income. 

Among the firms issuing reports on 
1954 were 

Radio Corp. of America. Sales 
amounted to $940,950,000, bettering 
by 10 percent the 1953 record of 
$853,000,000. Profits, too, hit new 
highs with $40,525,000 reported, after 
taxes. The 1953 profits were $35, 
022,000 

In releasing the report, RCA execu- 
tives also listed the scientific advances 
of the firm during the year. New prod- 
ucts mentioned were the 21-inch color 
I'V tube, the TV magnetic tape re 
corder, electronic light amplification, 
electronic cooling system, electronic 
synthesizer, and electrofax, a 
new dry photographic process. 

Westinghouse. Net income of $84.- 
94,000 was 13.8 percent higher than 
$74,322,000. Sales, 
too, broke the previous record with 
the 1954 total set at $1,631.045.000. 
or three percent above the 1953 figure 
of $1,582,047,000. 

Westinghouse President Gwilym A. 
Price took “a generally optimistic 
view’ of the year ahead and predicted 
1 gain of “about 10 percent in new or- 
cle rs over 1954.” 

General Electric. Net earnings 
reached the all-time high of $212,- 
613,000, a 28 percent increase over the 
1953 total of $165,728,000. Net sales 
were the second highest in the com- 
pany’s history, amounting to $2,959,- 
77,000. This represents a five percent 
decrease from the 1953 record of 
$3,128,127,000. 

President Ralph J. Cordiner said the 
sales decline was due to a falling off in 
defense business, however, and “the 
appliance and electronics group showed 
an increase over 1953.” 

Whirlpool. Net sales increased 13.6 
percent from the 1953 figure of $149, 
129,142 to $169,453,888 in 1954 
Earnings increased from $4,203,036 to 
$9.185.038 

Commenting on 1955, 
lisha Gray II said, “Consumer in 
come is at the highest level in the his 
tory of our country. Consumer de 
mand for our product is at the highest 
level in the history of our company. 
I have no reason to believe at the 
moment that cither of these circum 
except for the 


TLUSi€ 


the 1953 figure, 


President 


stances should change, 
better, in 1955.” 

A. O. Sutton Corp. The manufac 
turer of Vornado air conditioners and 
fans reported record net sales of $38, 
018,762 for fiscal 1954. This is nearly 
63 percent above the preceding year’s 
$23,352,217. Net earnings hit a new 
high, totaling $1,471,277 as against 
$440.335 in 1953 

In his report, A. O. Sutton said, 
“While 1955 will be a highly com 
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petitive year, the future outlo for 
air circulators and air conditioning } 
increasingly bright. With a market 


saturation of less than four percent, 
air conditioning will necessarily be an 
expanding business and one in which 
we expect to stay well ahead of th 
field.” 

Carrier Corp. Net profit for the 
company during 1954 was $7,182,406 
compared to $6,614,494 during 1953 
Sales totaled $149,986,339 in 1954 
and $169,943,304 in 1953. 

Stromberg-Carlson. Sales amounted 
to $63,509,429, down slightly from 
$65,241,861 in 1953. Net earnings 
however, increased 19 percent in 1954 
to $1.981.754. In 1953, earnings wer 
$1,667,308. President Robert C. Tait 
predicted “‘a substantial increa in 
both sales and earnings during 

Allan B. DuMont Laboratories, Inc. 


Gross income was $92,843,000 for 
1954 and net earnings were set at 
$7,597,000. The earnings figure in 
cluded a profit of $6,727,000 from the 
sale of television station WDTV 


Servel, Inc. Reporting on the first 
quarter of fiscal 1955, the company 
recorded a loss of $1,241,666. Net 
loss for the first quarter of 1954 was 
$1,310,439. Sales for the first quarter 
of 1955 totaled $10,369,714 

Emerson Radio and Phonograph 
Corp. In a 13-week report on the p 
riod ending Jan. 29, 1955, the com 
pany said profits totaled $499,392, 
compared to $449,231 for the sam 
period last year 

Philco Corp. Sales 
$349,277,000 in 1954 as compared to 
$430,420,000 the previous year, James 
H. Carmine, president, announced 
Net income was $6,769,000 compared 
to $13,068,000 in 1953. The decline 
in sales was the result of a 45-day strike 
in May and June, officials said 

The report also stated that sub 
stantial progress’ has been made on 
Philco’s one-gun color television tube 
“Philco has demonstrated its color 
svstem to manv leading scientists of 
the industry. They are enthusiastic 
ibout its possibilities and the prospect 
it offers of a simplified, less expensive 
color service,” the report stated 

Sylvania Electric Products Inc. 
President Don G. Mitchell reported 
net sales at $281,641,987, only 4 per- 
cent below the 1953 record of $293 
367,408. Sales were 20 percent ahead 


amounted to 


of 1952 and the second half of 1954 
was the best half in the company’s 
history 

Net income amounted to $9,450, 


941, almost equal to the 1953 earnings 
of $9,536,181 and 36 percent above 
1952 profits. 

Mitchell predicted that 1955 will be 
“another year of strong performance 
by Sylvania” and he observed, ““Tele- 
vision is moving into a more stable 
phase.” 
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Only Atlas has all three! 

















Ee agen a 
a" 










X 


Model PB 20 
3 speed 20” fan 





—— Fe 


t the only window fan 
with all of these 
outstanding selling features... 


@ Portable 
® Reversible 
Patented Atlas Exclusive! 


‘““Twist-of-the-wrist” 
Mere turn of the crank ° ° 
locks separate fan frame installation 


securely in any window 
without tools, brackets or 


7 Models available from 12 through 30 inch size. 
marred woodwork. Truly P ‘ . 
instant installation Write for complete information. 


B.* 2 
a : 
, hs ie 
% 


S147 NATURAL BRIDGE + ‘+|__ ST. LOUIS 15, MISSOURI 








‘Warranty Whopper 


Frigidaire collects $240,000 from Uncle Sam on 
warranty refunds and opens the door for others to 


TOR demand $400 million more 

















\ little-noticed ruling on manutfac- 
turers’ excise taxes, handed down 
nearly two years ago by the U. S. 
Court of Claims, blossomed into a 
multi-million dollar whopper _ last 
month in the Supreme Court. 

In a terse order without comment, 
the high court refused to review a 
Claims Court finding that General 
Motors’ Frigidaire Division is en- 
titled to a $240,000 rebate. This fig- 
ure represents the tax on the amount 
lrigidaire spent in 1937-’41 to make 
good warranties on freezing units im 
refrigerators it sold 

In a nutshell, the essence of the 
precedent-establishing opinion is this: 
the cost of making good on a warranty 
constitutes a readjustment of sales 
price and, therefore, a readjustment in 
the excise liability follows. 

Here is the background on the 
Frigidaire case, and why it flabber 
gasted Justice Department tax experts 
and Internal Revenue Service officials 

In the 1937-41 period covered 
Frigidaire took in about $10 million 
through sale of five-year warranty cer- 
tificates—at the rate of $5 per freezing 


air conditioning units and most elec- 
trical appliances, such as television 
tubes, radio receivers, dishwashers, 
laundry units, irons and food choppers 
Or mixers 

Internal Revenue Service must now 
decide whether to “adopt” the deci- 
sion into its regulations covering re- 
bates. It is pointed out that the Su- 
preme Court did not rule on the 
merits of the Claims Court’s finding, 
but merely declined to look into it. 

Neither Justice nor Internal Reve- 
nue finds much sustenance in this. 
Lawyers concede that, as long as the 
precedent stands, it will be next-to- 
impossible to defend against similar 
suits—especially if they are filed in the 
Court of Claims 


New Plants 


Several appliance manufacturers an 
nounced plants and shifts in 
office and warehousing facilities last 
month 

Norge division of Borg-Warner 
Corp. reported plans for a $2,500,000 
expansion and retooling program at 


new 


iON ae ¢s age eae two plants. Additions will be built on 
1e $5 warranty, for federal tax > ¢r 

CALIBRAT ' factories at Effingham, Ill., and Her- 
g — ACCURATE lal here to — } was — as ig of - rin, Ill, to provide approximately 
ens are © n refrigerator sales price and was sub- 499900 more square feet of manu- 

ae, ostats for gas oY ormance. He ry | jected to the usual excise levy. fact : ) 4 oe ag 
accurate doesn't put pity: y: acturing and warehousing space, ac 
} their ynfailingly ith olator, " For 1937-41, Frigidaire paid taxes cording to Virgil C. Rice. vice vresi- 
‘ ears W distinct opera eon! om cording irgil C. Rice, vice presi 

veteran 1 he pe corms 12 exact of about $572,000 on sales of these dent 
Wie tallies on any unit until flow of gas at the extended warranties. titan: of aebemttin oom 
nsut that vial » e is your — The company asked the Court of lel ‘1 'd “il 7 "4 2 bl d : ) 
e n ‘ ‘ and clothes dryers will be doubled anc 
yions to | His unerring °Y olled Claims to force Internal Revenue to cae 





return all of the $572,000 on grounds 
the warranties were improperly in 
cluded in refrigerator sales prices. 
The Claims Court said no, but it 
held that Frigidaire—as a matter of 


manufacture of built-in and conven- 
tional ranges, and conventional wash 
ers will be increased substantially as 
a result,” he said 

This will be the third major expan 
sion program undertaken by Norge 


= could recover the $240,000 within the last 12 months. The con 
Whenever you sell a range, you are promising your customer which it computed as the tax on the struction and retooling operations are 


accurate performance. We want you to know how careful we 
are to support you in delivering that accurate performance. 


Ever since, 20 years ago, Wilcolator engineers first developed 
the liquid-expansion type oven thermostat now universally used, 
we have jealously guarded the reputation of our instruments by 
the most thorough succession of precision tests to be found in 
the industry — tests far exceeding the most severe service they 


amount spent by the company to 
make good the warranties. 

“What makes all this so bad,” one 
government attorney grumbled pri 
vately, “is that Claims made its ruling 
under the revenue code section that 
applies to all manufacturing, not the 
section covering only refrigerators.” 

Viewed in this light, the Frigidaire 


scheduled for completion by June | 

Whirlpool Corp. has purchased the 
Marion, Ohio, plant of Motor Prod 
ucts Corp. Plans also were announced 
for a new $2,000,000 porcelainizing 
plant to be built in St. Joseph, Mich. 

The Marion plant will be occupied 
by late April, according to vice presi 
dent D. W. Alexander. Production of 


; decision now constitutes an invitation aytomatic gas and electric clothes 
will ever get in your customer's kitchen. | for multiple-thousands of manufac drvers will start in the fall. 
turers to line up with demands for The plant was originally built in 


You'll have mighty few calls for service on Wilcolator- 
controlled ranges. We make sure of that before the thermostats 
leave the factory. 


THE len Alor 


COMPANY 





1001 NEWARK AVE., ELIZABETH, NEW JERSEY 
Wilcolater (Cenede) Ltd, Mimico, Toronto, Ont. 
15,000,000 units ago Wilcolator first helped the cook out of the kitchen 
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similar rebates 

An informal—and closely-guarded— 
appraisal by Justice and Internal Reve 
nue suggests that around 20,000 man 
ufacturers of at least 36 basic types of 
products might go after refunds of 
about $400,000,000. (This allows for 
a rate of about $100,000,000 a year for 
four past. The 


years immediately 


| statute of limitations generally would 


bar any claims dating back earlier.) 
Many of these 36 are obvious. For 
instance, they include certain automo 
bile parts or including 
tires and tubes machines; 


accessories, 
business 


APRIL, 


1950 at a cost of over $4,000,000 to 
Motor Products Corp. 

The new St. Joseph plant will add 
50,000 square feet to present produc 
tion area there. Construction was 
slated to start in late March and oc- 
cupancy is planned for the fall. 

Schick Inc. reports that its new 
one-story plant at Lancaster, Pa., is 
nearing completion. ‘The plant is ap- 
proximately 140,000,000 square feet 
in size and is located on a 56-acre plot 
of ground. 

Nesco has opened new western 
district offices in Los Angeles to pro 
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‘Fidelis’ 
MODEL 560 
List $] 4950" 


*Slightly higher in the weat UL Approw 


spesker Porguts ti F rdelrs é .. pace setter 


Fi. List $119.95* 


: for SOUND profits 


Portebje.tist $8650 BRINGS YOU BETTER-THAN-EVER FAST SELLING FEATURES! 


Model 990 popular. Now there’s even MORE to sell in the fabulous Voice of Music 


priced Automatic ‘Fidelis’, America’s fastest selling authentic hi-fi set. More popu- 
3-§ 7 ¢ e . . ° > 
ca * see, larity! More demand! More features--and More Profits for You! 


Vou sell them... 


Authentic High Fidelity Response! 40 to .-- and THEY CHOOSE African Mahogany 

15,000 cps! or Champagne Blonde hand-rubbed finish 
@ tone-o-matic that precisely controls the —AT THE SAME PRICE. 

loudness of high and low notes! AND NOW! Lustrous Ebony and Rich Wal- 
Model SiiMutomatic : @ Lazy-Lite", Siesta Switch” plus many nut are available in the same record-setting 
3-Speed Record other features in V-M's exclusive tri-o- design. 
Changer. List $39.95" matic’. Legs, brass or black finish, are optional. 
Sound Values for Sound Profits which once again prove V-M leads the field 
with the most for the money! Stock the leader for top profits—the Voice of 
Music Line! Contact your V-M Distributor Salesman today. You'll offer your 
customer the most for their money —at a better profit to you! 


Mode! 972 Automatic 
3-Speed Table Madel 
List $59.95" 


Model 121 compact 
Manual 4-Speed Port 
able. List $22.95° 


CORPORATION WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 


Benton Harbor, Michigan 
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Dearborn’s famous 


ter profit-maker 
fort 
waded with features 


price .. high in pe 


Dearborn line you ¢ 


the new 1955 Oearbarn 
Room Air Conditioner 


© features to sell 


The 


™ new any PO 


The best looking, best 
performing barbecue equipment 
on the market at ite amazingly 


low price, 
lz 


Chef 











Increase your profits—protect 
your tools with LOW COST 
KARYALL COMPARTMENTS 








oe eee 


a 


KEEP YOUR TRUCK BED CLEAR 
These sturdy side compartments keep 
your tools and parts organized for instant 
use and keep your truck bed clear to haul 
more appliances and equipment 
Karyall compartments are made in 78” — 
88” 96” 108” lengths to fit full length 
of truck bed on any one-half, three quarter 
or one ton pickup truck, Easy to install 
and they pay for themselves in no time 
Model 1.78 for V4 ton unit shipped prime 
painted and crated f.0.b. Cleveland, Ohio 
(including Federal Excise Tax) $124.30 
prepaid. Other models priced proportion 
ately, 

Handy End Gate Step available at small 
extra cost 


————"Call ATiantic 1-0470 
or write for prices today. 





ee 


Nome 

Company 

Address 

City State 

KARYALL BODY, INC. 

8221 Clinton Road Cleveland 9, Ohio 
Department M 
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nd they're 


the new 1955 
“Teacharn fan-lype 
fvaporative Cooler 


outhweet's 


most preferred « 


makers of the famous 
cool satety cabinet 
Gas space heater 


Cool Safety Cabinet gas space heater is 


your biggest 


» 1 in sales all over America. And, Dearborn’s 


can be your biggest profit-makers, too. They're 


loaded with quality. They're highly competitive 


rformance high in look And when you carry the 


arry Dearborn’s reputatior 


best selling tool of all! 














conditioner 


ers more 













be 


sporative cooler 


| 
AN 
SS 
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NESS 


the new 1955 Dearchaorn 
Blower-Type Evaporative Cooler 


Brand new two big 
blower-type models for high 
volume sales — packed 


with saleable features 


Dollar Wine itr Dearborn, jor sales and propale the yar round, 


‘Dearborn ° 


1700 WEST COMMERCE, DALLAS, TEXAS 


é ewe Of 


f 


MECHANICAL PERFECTION 


LOCKLEY MACHINE COMPANY 
WASTEMASTER DIVISION 
NEW CASTLE. PA. 


Please send literature on the 
essy-to-sell Wastemaster. 


Neme 
Address 


City State 

















ide ftaciliti 
ind 


for sal 

Ihe modern 

building has 17,180 q ft. of space 
Republic Steel Corp. will boost pro 


duction of its stecl kitchens 334 


aArcnousing 


cCTVvice one floor 


pe! 


ent through a modernization and 
expansion at the Berger division in 
Canton, O. New production facil 
iti at the division Plant were 
heduled for completion around 
April 1, according to C. FE. Howes, 


gencral manager of sal 
Zenith Radio Corp. has established 


i national showroom and sales head 





Chart Expansion 


CAMFIELD MFG. CO. will expand its Grand Haven, Mich. plant by some 9,000 
square feet of floor space. Looking over the new plans are, from left to right, 
Nick Malz, vice president, R. H. Sutcliffe, sales manager, Henry L. Olson, presi- 
dent, Si Wynn, secretary-treasurer, and James Archambault, board chairman 


quarters in Space 1155-59 of the Mer 
handise Mart, according to Cmd: 
Eugene F. McDonald, Jr., president 
The new 2,000-square-foot showroom 


will be ready before June 21. 
Westinghouse Electric Corp. will 
pend more than $1,000,000 to mod 
ernize facilities for the production of 
dehumidifiers, water coolers, and soft 
drink bottle dispensers. A total of $8, 
700,000 been allocated for im 
in the Springfield, Mass., 


according to recent announce 


has 
provement 

plant 
ment 








Philco Tells the Court .. . 


.. . that its distribution policies promote com- 
petition in the sale of radio, TV and major appliances; 
company fights government's anti-trust charge 


Philco Corp. has filed an answer to 
the government's charges that the 
company is violating anti-trust laws by 
restricting Operations of its dealers and 
distributors. 

In an answer filed March 2 in the 
U.S. District Court for the eastern 
district of Pennsylvania, Philco main- 
tained that its distribution policies 
actually increased competition in the 
sale of TV sets, radios and major ap- 
pliances. 

In addition, Philco said that sales 
by untrained dealers are harmful to 
the public and damage the company’s 
reputation. The government suit pre- 
sents a new and dangerous challenge 
to those manufacturers who are en- 
deavoring to preserve the system of in- 
dependent distributors, the Philco 
inswer said, 

The company maintains that con- 
fusion is created within its distribu- 
tion system when Philco products are 


APRIL, 


transhipped and sold to retailers “not 
regularly franchised and not trained in 
Philco’s standards of sales and serv- 
ice.” 

“Philco’s system of distribution is 
universally accepted as lawful and is 
commonly used in industries in which 
the products merchandised require 
special technical knowledge and 
skilled service,” the Philco answer said. 

In explaining the selection of ex 
clusive distributors, Philco said that 
the marketing area assigned each dis 
tributor “is as large as Philco and its 
distributor agree can be adequately 
handled in the light of the size and 
ability of the distributor's organiza- 
tion, as well as his working capital. 
It is also small enough for the dis- 
tributor to give close personal super- 
vision and training to his retail dealers 
in the merchandising, installation and 
servicing of Philco products and the 
performance of warranty obligations.” 
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Audi-Trust Plan 


The Marine Trust Co. of Western New York 
provides a uniform program for wholesale and retail 


appliance financing 


\ “significant” new plan for financ- 
ing appliance dealers’ inventories has 
been launched by The Marine Trust 


Company of Western New York. 
Kar! Hinke, vice president, ex- 
plained that, traditionally, banks have 
been reluctant to enter into dealer 
wholesale financing because of the in- 


herent risks and cost factors involved. 
Most banks which engage in this type 
financing do so more as an accommo 
dation for dealers, and to obtain the 
instalment paper ultimately derived 
from the dealers’ sales. 


Under the Audi-Trust Plan, risks 


ind costs to the bank have been re- 
duced to a minimum. Because the 
featur are uniform, they may be 


applied nationally, lessening the cost 
for distribution and financing of the 
products not only to the manufacturer, 
but to the wholesaler, as well, Mr. 
Hinke said. 

Important features of the Plan in- 
clude a manufacturer's repurchase 
agreement supplemented by conver- 
isurance protecting the manu- 
facturer. The Plan also provides the 
very unusual feature of the availability 
of a dealers’ inventory checking service 
by a third party agency. 

Mr. Hinke further commented that 


$10n 1 





New Literature 





¢ A new plan book for electric fan re- 
tailers, ‘Early Season Fan Selling Pays 
Off,” is being distributed by the Elec- 


tric Fan Section of NEMA. (155 East 
44th St.. New York 17, N. Y.) The 
pocket-size, 12-page booklet tells the 
success stories of retailers who par- 
ticipated in the 1954 Electric Fan 
Window Display Contest. 


¢ A new catalog has been released by 
Jet-Pak Inc. (859-879 Summer Ave., 
Newark, N. J.) describing the Jet-Pak 


ill-purpose cushioned pads and 
blankets for shipping and warehouse 
protection. 


¢ “Your Television Antenna System” 
is the title of a new consumer educa- 
tion booklet released by RETMA in 
ooperation with the National Better 
Business Bureau. It was prepared by 
the Antenna Section of RETMA 
under the chairmanship of Douglas 


Carpenter, JFD Mfg. Co. Sample 
opies of the booklet are available 
from RETMA headquarters. (777 
l4th St., N. W., Washington 5, 
D. ¢ 

eA new brochure “Catalogs Are 
Proven Moneymakers,” is available 
from Nelda Publications, Inc. (185 


Madison Ave., New York 16, N. Y.) 
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the charge to the manufacturer, at the 
rate of $1.50 per item financed, cover- 
ing insurance and inventory checking 
service, cannot help but substantially 
lessen the cost of the establishment 
of either a captive finance company or 
single-handed promotion on the part 
of the manufacturer on a_ national 
scale. 

The distributor plan, as proposed, 
definitely broadens the distributor's 
field for sales, and the dealer plan 
helps to free the dealer's capital to 
provide a greater retail financing serv- 
ice through the medium of his own 
local bank. 

An experimentation of the Audi 
Trust Plan has been carried on for 
approximately a year, with a group of 
appliance manufacturers, during which 
time the cost factors were developed. 

The Audi-Trust Plan is now avail- 
able to all banks and manufacturers, 
and is to be administered by the Ma- 
rine Trust Company of Western New 
York, who will also assist in its pro 
motion, 

Mr. Hinke stated that he believed 
that manufacturers, under the Audi 
Trust Plan, are provided a minimum 
liability in the promotion of the sale 
of their products. 


(he 12-page brochure contains a sec- 
tion on “How to use promotional cata- 
logs to your best advantage.” 


eA new 200-page “do-it-yourself” 
book entitled “How ‘To Use Portable 
Tools” has been written by Maurice 
Reid. The manual is available for 
$1.50 from Porter-Cable Co. (55 Ex- 
change St., Syracuse 8, N. Y.) 


¢ DuPont has released a new bulletin 
on finishes for room air conditioner 
units. ‘The publication reports on new 
processes used to protect the units 
from the extremes of heat, cold and 
humidity that air conditioners are sub 
jected to. 


Promotion Aids 


From billboards to brochures, a wide 
range of promotion aids were available 
to dealers last month. 

Whirlpool Corp, released a 24-sheet 
billboard and a new window decal 
Pentron Corp. distributed a new bro 
chure entitled “Pentron Packs a 
Powerful Sales Punch.” 

Webster-Chicago is distributing a 
22-minute slide film titled “The Se 
cret of Dramatic Demonstration” for 
Webcor salesmen. A new motion pic 
ture, “Up She Goes,” has been re- 
leased by Channel Master Corp. for 
I'V dealers and installation men. 

Nesco is packaging its housewares 
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, STATE... the new star 


| /viawater heaters . . . 
Létters a Revolutionary 3 point Sales Plan 


which gives you less inventory — greater profits, 


No matter what line of electric or gas water heaters you sell, 
weigh it against the profit possibilities of this State 3 point plan: 





X Aleo available in Standard or 
Deluxe Table Top, Lo-Boy and * 


Corner Models with either 
glass lined or hot dipped gal- 
vanized tanks, 


Another State Profit 


” GAS AND ELECTRIC BUILT IN 
COOKING UNITS IN COLORS, 
STAINLESS STEEL OR COPPER, 












Lie 





1. A crisp $10.00 bill for any heater 
replaced within the warranty period, 


 * unique, inventory reducing “10 
Year Pac” which enables you to convert 
standard models to 10-year guarantees 
without duplicate inventories, 


3. A one year free “Service Policy” 
on the entire heater, 


Add to this a full line of deluxe and 
standard heaters, gas and electric, 
available in both glass and hot dipped 
galvanized lined tanks, and you have 
a water heater line to set the sales 
pace in any market, For full details 
and prices, write, wire or fill out the 
coupon below, 


i. 


Available in Standard or 
Deluxe models, three capaci- 
ties and choice of glass lined 
or hot dipped galvanized 
tanks. 


Be sure to ask for prices and specifications on the fastest growing units in 





the appliance field 


ADORESS 


cit’ & STATE... 


STATE STOVE & MANUFACTURING CO. 
509 25th Ave., No., Nashville, Tennessee 


Please rush full information on [) Electric 
Water Heaters 
C) Electric and Gas Built in Cooking Units. 


C) Gas Water Heaters 
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36TH ANNIVERSARY 


NEW 


TV 


CUSTOM 21 SERIES 


SMART DEALERS CONCENTRATE ON ANDREA 
IT’S TROUBLE-FREE AND ECONOMICALLY PRICED 


Full service 


mar ogany veneers 


Removable front pane | safety glas 


power transformer 


Andrea's realistic pricing 
and discounts permit you 
to handle trade-ins and 
competitive situations 
with good mark-ups. Se 
lected dealers are assign 
ead large exclusive 
territories. Andrea TV 
practically eliminates ser 
Vice expense Surveys 
w an average of less 


i 
than | service cail per year 


Wood cabinets of genuine 


Giant 90 degree aluminized picture tube 


Write today for details 


27-01 BRIDGE PLAZA NORTH—LONG ISLAND CITY 


Lavup-ncvent 


Most dependable, most efficient, 
least costly, All aluminum. Fric- 
tion-free damper retards down 
draft, Easy to install. Standard 
3” and 4” kits contain LAUND 
R-VENT, three 24” lengths Snap 
Lock aluminum pipe, two adjust 
able aluminum ells. Special kits 
available 






















NEW FIBERGLAS 
FLEXIBLE DUCTING! 
Finest available. Fireproof, tough, 


corrosion resistant. Silver-chrome 
finish. Bends to 1” radius 


Furnished in 
5 ft. and 8 ft 
lengths in 
kits — 11 ft 
lengths in 
bulk 


Ask Your Jobber or 
Write 


COLE-SEWELL 
co. 


+ MINN 





ENGINEERING 


N 


PAGE 270 





FOR THE DEALER... THE DISTRIBUTOR... THE MANUFACTURER 


the GIMMICK 
That MOVES 
the SO0DS 





DINNERWARE 


by the STETSON CHINA CO. 


TESTED - PROVEN - PROFITABLE 


The positive tie in thot 1s the biggest promoter of apphance 
soles in America todoy! 


Promotionally Priced for 


GIVE-AWAY or SELF LIQUIDATION 


Custom made to your specifications of orginal Exclusive 
designs from our huge stocks 


FREE MAT ADS and Promotional Aids! 


LET US PLAN A PROMOTIONAL 
PROGRAM FOR YOU! 


Write Todey for Catalog 
Sheets and Complete Deteils 


tetson China Co., uxcou. w. 


Americas lerged ond Mort Modern Dinner wore Meatochre 








in a newly designed counter display- 
package combination. Another counter 
display introduced last month was the 
Luxtrol Light Control unit distributed 
by the Superior Electric Co. The dis- 
play piece demonstrates the contro] of 
light, from dark to full bright, which 
can be obtained with the Luxtrol con- 
trol unit. 

Allied Radio Corp. released a new 
68-page booklet called “This Is High 
Fidelity’ which explains hi-fi and 
serves as a catalog for Allied products. 
A 20-page, four-color fan-marketing 
manual was issued by the Signal Elec- 
tric Division of King-Seeley Corp. 

Look Magazine announced a Moth. 
er’'s Day promotion which will provide 
dealers with a complete promotional 
kit tied into the Look theme: “Make 
It a Great Day For Mother—Give her 
a lasting appliance gift now.” 


Ad Plans 

Spring advertising campaigns were 
revealed last month by many manufac- 
turers in the industry. 

RCA is pegging its advertising for 
air conditioners on a “proved in the 
world’s toughest weather spots” theme. 
“A researcher-photographer team flew 
more than 24,000 calles around the 
globe to get facts and pictures of RCA 
air conditioner units in action in some 
of the hottest, steamiest countries on 
earth,” according to Austin Rising, 
general manager of the room air con 
ditioning department. 

General Electric is aiming more of 
its portable radio advertising at the 
youth of the country as the result of 
warranty card returns which show that 
the 14 to 21 year-olds spend over half 
of the money spent on radios. 

Westinghouse portable appliances 
will benefit from a “materially stepped 
up advertising and promotional expen- 
ditures” in 1955, according to R. M. 
Oliver, manager of portable appliances. 
He said the sales force will be ex- 
panded to 150 percent of its 1954 size. 

“At the same time, Westinghouse 
will continue to intensify its efforts in 
the battle it is waging to protect its 
retail distribution against the inroads 
of giant discounters who have been 
trying to force smaller retailers out of 
business,” Oliver said. 

Lewyt Corp. said it will spend two 
million dollars—half of its 1955 four 
million dollar budget—in its spring 
campaign. The drive will include nine 
national magazines and almost 3000 
newspapers on the local level 

Lewyt is also bringing back its “Bag 
©’ Pearls” promotion, described as 
“one of the best traffic builders we 
ever had” by vice president Walter J 
Daily. Customers visiting a dealer for 
a demonstration receive the “Bag O’ 
Pearls” as a free gift. 

Admiral Corp. has announced that 
it will co-sponsor “Who Said That?” 
on television over 50 ABC-TV sta- 
tions. The company’s third 26-week 
TV series by Bishop Fulton J. Sheen 
ends this month. 

Regina Corp. will use 16 magazines 
this spring to advertise the Regina 
Twin-Brush polisher and scrubber and 
the company’s Electrikbroom. The 
drive was kicked off with a full-page 
color ad in the March 7 issue of Life. 
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yeW YEATS Shorty 
STATION WAGON 
PANEL PICK-UP 


appliance 
dolly 




















Only 47” tall, this new 
Yeats dolly is designed | 
for TV and appliance 4 
men who make deliver- 
jes by station wagon or 
panel delivery. No need 
to detach appliance for 
loading . . . the YEATS 
“Shorty” will slide into 
your vehicle with ease. 
Has same aluminum al- 
loy frame, 30 second 
strap ratchet and cater- 
pillar step glide as the 
standard size YEATS 
dolly! See your 
dealer today! 


lo 
veats Suerlasl” covers & Pans 


Washer Cover 


* 


Furniture Pad 


SEND postcord for full information 
‘on our complete line TODAYI/ 





2127 NW. 12th St. 
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YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 

Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 
PD: oes ocvwsreseenesceszneese cess 
SEED cc cdccceucceéteabeoccsccsceye 
es Zone. State...... 
ae Title 

OLD 
«PPT TTTITITTLETETT TTT, 
BEBE cccccccccccescccccscccocsces 
GEFs cccvcvcccce Zone.... State...... 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. NM. Y. 36, M. Y. 
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Wouldn't it be wonderful if you never 
had to meet unfair competition? 


If your business never had to compete with pred- 
atory price cutting, you’d have time to spend on 
constructive aspects of merchandising — building a 
profitable business to serve your community. 


There’s one way to meet unfair competition, of 
course—that’s selling products covered by Fair 
Trade. We don’t mean the sort of Fair Trade that’s 
principally lip service. We mean Fair Trade as prac- 
ticed by the Small Appliance Division of the General 
Electric Company — backed by a full-scale campaign 
of enforcement. 


Fair Trade is in all our interests. It protects our 
trademark—it protects your fair margin of profit— 
it protects the customer against poor-quality mer- 
chandise at unreasonable prices. 


Here’s what we’re doing about Fair Trade... 


16,000 Fair Trade Agreements have been signed 
with retailers—large and small. 


21,200 shoppings have been conducted in 44 states 
—wherever we had reason to believe that 
a retailer—large or small—was not observ- 
ing Fair Trade prices. 


§,200 retailers—large and small—have received 
one or more registered letters concerning 
alleged violations. 


834 legal actions have been taken in 24 states. 


Here’s what we’re going to do... 


We will continue to shop retailers in every state 
that has Fair Trade Laws. We will investigate every 
complaint of illegal price cutting by retailers on 
General Electric Small Appliances. We will seek vol- 
untary agreements to end Fair Trade violations 
wherever they occur. 


We will take legal action in every case where it is 
necessary to enforce compliance with the laws. 


Here’s what you can do to help yourself... 


Every retailer who believes that the Fair Trade 
Laws can assist him in building a sound busi- 
ness can be a real help in the campaign by 
following three simple rules: 


1. Sign the voluntary Fair Trade Agreement 
which he receives from us. 


2. Observe our Fair Traded prices. 


3. Whenever he has positive evidence that a 
retailer is selling any G-E Small Appliance 
at less than the Fair Trade price, he 
should report it immediately to: 

Fair Trade Section, 

Small Appliance Division, 
General Electric Company, 
Bridgeport 2, Connecticut. 


Progress /s Our Most Important Product 





Small Appliance Divison GENERAL @ ELECTRIC 





Manufacturers of— Toasters - Grills - lrons - Mixers - Coffee Makers - Clocks - Fans 
Vacuum Cleaners - Automatic Blankets - Heating Pads - Automatic Skillets 
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SLO FOWLER 


...the water heater that’s always 


WITH MOST 
IMPORTANT 





SINCE 1914 Fowler has consist- 
ently led the industry by pioneer- 
ing important water heating ad- 
vancements! With MORE FIRSTS 
to its credit than any other water 
heater on the market today, Fowler 
offers more big features, more 
dollar-for-dollar value! Here are a 
few of the reasons why dealers find 
Fowler is easiest to sell! 





EXTERNAL TEMPERATURE 

CONTROLS 

L y adjustable. User selects the 

esired water temperature by set 
onvenient dial on foce of the 


eater 


GLASS-LINING 


Twenty years ago Fowler intro 
ed giass-lining, a feature now 


copied by many manvuiacturers 
able porcelain bonded.-to-stee! 
de the Fowler tank, keeps tank 


'@ agains! rust and corrosion 


3-WAY INSULATION 
Triple protection against heat loss 
ecled dead air space prevents 
by conduction. (2) Polished 
ninuer heat retlector returns 
of heal rays back 


Thick J-inch 


nio tank 
Fiberglas blanket 
pletely surrounds tank to keep 


EXTERNAL ‘'BLACK-HEAT"’ 
ELEMENTS 

Jperate at an efficient, safe | black 
ect More than | 80 square inche 
' heating surface directly contact 
k for fast, economical service 
With external elements there are 


hot spots, no timing or scaling 


20-YEAR PRORATED WARRANTY 


Every Fowler Electric Glass-lined Water Heater is backed 


by manutacturer's 20-year warranty and at no additional 


cost. Mere is your customers assurance of protected service 


Get all the facts about Fowler 
Write for complete information today. 


FOWLE R WATER HEATERS 


Manufactured by 


FOWLER MANUFACTURING COMPANY 
2545 S. E. Gladstone Street « Portland 2, Oregon 
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Thor-Bendix Washer 


A “unique, new principle” in an automatic 
washer is announced by Bendix; Thor closes Cicero 
plant, says Bendix will produce its machine 


A new type of automatic washer 

using a unique principle” will be 
marketed late this year by Bendix and 
hor, the Crosley and Bendix division 
of Avoco, announced. 

At the same time, Thor Corp. an- 
nounced that Bendix will manufacture 
the washer and that the Thor Cicero, 
Ill., plant would be closed March 31. 

The new Bendix machine is slated 
to sell for $250 “squarely between the 
uggested list prices of $229.95 for our 
Kconomat and $299.95 for our tum- 
ble-action without heater,” marketing 
director A. FE. Cascino said. 

He said the rapid growth of a new 

middle income market represents a 
iles potential of more than 500,000 
iutomatic washers annually. The new 
Bendix automatic will be aimed at 
this market. 

Cascino emphasized that the back 
bone of the Bendix business remains 
the tumble-action principle which, he 
said, is the only principle a combina- 
tion washer-dryer can use. 

Best Ahead. “Although Bendix be- 
lieves the combination idea will 
eventually reduce the market for sepa 
rate automatic washers and dryers,” 
he said, “the company also believes 
the greatest years for separate units 
lie ahead and this belief supported 
the decision to bring out the new 
Was he I . 

“Automatic washer 
reached 33 percent 
show the American home- 
maker is so thoroughly sold on auto 
maticity, that good engineering and 
merchandising conceivably could push 
this saturation figure to nearly 90 per- 


Cascino said, 
saturation has 
Surveys 


Briefing for Smith 


cent by 1962.” 

This would mean production and 
sale of from 4,000,000 to 4,500,000 
automatic washers yearly. This goal 
could be achieved with present pro 
duction facilities, Cascino said, but 
“it does require considerable improve 
ment in distribution.” 

Thor Shift. Bendix will produce the 
new Thor automatic at a lower cost 
than the Thor factory could turn out, 
Henry C. Buckingham, president of 
Thor, announced. He indicated that 
the “new principle” was a joint a 
complishment of Thor and Bendix en 
gineers. 

Wringer machines will continue to 
come from the Bloomington, Ill., fac 
tory and dryers and ironers will be 
continued in the line 

As early as 1934, the Cicero plant 
was considered a high cost operator, 
officials said. The 450,000 square foot 
building employed about 900 persons 
and represented the major part of the 
company’s $34 to $44 million in fixed 
assets. 

While shipments of washers to 
Thor’s 11,000 dealers will proceed 
from Nashville and Bloomington 
Thor headquarters will remain in Chi 
cago. The service department will 
carry on from Chicago as well as parts 
Service 

Arnold H. Maremont, the new Thor 
board chairman, said monev obtained 
from the sale of the Cicero plant will 
be used to expand the operations of 
Thor in the electronics field. 

He added, ““This is by no means the 
beginning of the end for the Thor 
Corporation.’ 


GETTING A TRAINING session on Crosley and Bendix home appliances is Donald 
B. Smith, third from left, newly appointed director of advertising and sales pro- 


motion. Joseph A. Schulte, right, 


appliance advertising manager, 


and J. K 


Knighton, far left, general sales manager, also listen to William A. McDonough, 
general manager of distribution and merchandising. 
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Top farmers like Lloyd Rooke get top yields using modern pesticides. 


Better farming makes him 


















a better customer for you! 


By using the better farming tools within his reach, the average 
farmer can boost his net income by 25%. 


COUNTRY GENTLEMAN -THE MAGAZINE POR 


Better Farming 


Our job is to inspire more farmers to reach for this better farming 
goal—and to keep top farmers abreast of the newest and best. This 
makes more customers for you. For what you sell is needed to 
achieve better farming. 


Better farming on more farms . . . more sales to more prosperous 
farmers—that’s what Better Farming means! 


Now Country Gentleman's name 
and aim are the same 


A Curtis publication 
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In Chicago, 
it takes 2— 


for the spring pickup 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 


be the... 


CHICAGO 


= SUN-TIMES 


NO. 2 


211 W. Wacker Dr., Chicago + 250 Park Ave., New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 
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REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
HAL WINTER CO., MIAMI BEACH 





This Pay-As-You-Go TV 


The stage is set for another fight that could be 
as big as the one over color TV; initial hearings end 
May 9, final decision is far off 


The Kederal Communications Com 
mission's decision to take up the 
subject of subscription television gives 
all interested parties an opportunity 
to submit their views, pro and con, up 
to May 9. A wide range of questions 
bearing on law, fact, and public inter- 
est are suggested for answer. 

The proposed rule making does not 
guarantee that the Commission, after 
weighing the arguments, will go on 
to oral hearings and possible authoriza 
tion of this system. The only com- 
mitment that the Commission has 
made is the statement that it will not 
authorize this form of broadcasting on 
a case-by-case basis, as Zenith Radio 
C = and TECO, Inc. have requested. 
New Contest. A bitter fight, top- 
ping the one precipitated by color 
television, is in store if the Commis 
sion decides to bring the matter to 
oral hearings. 

The regular routine calls for an 
extra month, after the May 9 dead- 
line, for replies to the comments, fol- 
lowed by probably several months of 
study of the comments, 

Congress will get into the picture, 
but to what extent it is impossible to 
say yet. Already Sen. Warren Magnu- 
son (D. Wash.) has stated that his 
Interstate Commerce Committee will 
make a study of the problem in con- 
nection with its broadcasting probe. 
The Commission may make a move to 
shift the responsibility to Congress. 

The Commission has pointed out 
that successful operation of a subscrip- 
tion ‘T'V system depends in a large 
part on its ability to confine recep- 


Hi Fly Television 


FIFTEEN THOUSAND FEET up and 330 miles off the east coast, 


tion to subscribers. A number of dif 
ferent methods for doing this hay 
been devised; and the Commission 
has, during the past five years, author- 
ized the experimental testing of sev- 
eral systems. These methods differ 
principally (1) in the manner of 
“scrambling” the picture so that when 
transmitted bv the station, it will b« 
unusable by the general public and 
(2) in the manner of collecting pay 
ments for progams received. 

The Systems. The three subscrip 
tion TV systems that have been 
experimented with under FCC an 
thorization are ‘“Phonevision”, devcl 
oped by Zenith Radio Corp. (with 
which TECO, Inc. is associated 
“Subscriber-vision”, proposed by Skia 
tron ‘Television ‘Television, Inc.; and 
“Telemeter’” by International Tek 
meter Corp. 

Phonevision calls for use of tek 
phone lines to send the correcting 
signal to the home receiver, with th 
subscriber billed by the telephone 
company for the various programs or- 
dered. However, Zenith is now work 
ing on methods for providing the 
decoding signal without the use of the 
telephone lines. 

In the “Subscriber-vision” system, 
customers would purchase punch cards 
which, when inserted in the receiver 
would actuate the decoding apparatus 

Under the “Telemeter’” method 
subscribers would pay for each pro 
gram as it is viewed, by means of a 
coin box attached to the receiver 
which would work the decoding ap- 
paratus. 


Capt. S. R 


MacLaughlin of Pan American World Airways shows Charles Mauer of Sylvania 
Electric Products, Inc. some of the eight different cities picked up on the TV set 


It was 


flight,’ according to Sylvania 
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the first time that TV reception has been successfully tuned in while ir 
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WITH 


()f all the TV lines on the market there’s actually 
only one that stands out for real sales results .. . 
Sylvania® TV with HaloLight®! 


That's because Sylvania TV with HaloLight 
is the only television line that uses the proven, 
scientific principle of “surround light” to achieve 
maximum viewing satisfaction . . 
the 
picture on the market. 


. and provides 


largest looking, clearest, easiest-to-look-at 


Use the “Side-by-Side” Sales Test and see how 
you can easily trade up every sale to Sylvania 
TV with HaloLight, Put a set on your floor, side 
by side with your present TV lines. You'll imme- 
diately notice how Sylvania stands out. You'll see 
how almost every customer comes back to the 


Sylvania set with HaloLight .. . prefers it over 


HALOLIGHT 


THE FRAME OF LIGHT THAT’S KINDER TO YOUR EYES 


Trade up your customers to 


SYLVANIA TV | 








See how the Sylvania picture with HaloLight actually stands out 
when compared with other screens of the same size, 


all the others for picture and performance . . . 
and is willing to pay the profitable difference for 
the extra satisfaction and service, 


Your Sylvania distributor will be glad to give 


you a convincing demonstration of the side-by- 
side superiority of Sylvania TV with HaloLight 
that can give you more sales—and more profit per 
sale. Call him today. 





SYLVANIA ExLectrrnic Propucts Ine 


RADIO + TELEVISION + LIGHTING 


ELECTRONICS « ATOMIC ENERGY 


Radio & Television Division, Buffalo 7, New York 


In Canada 
Television made by Sylvania Electric (Canada) Ltd 


and distributed by Northern Electric Company Limited 


Words or pictures “expan 
in surround lighting — are’ 


Words or pictures “expand” 


in surround lighting — are 
easier and clearer to see. 





Although the words in both boxes are identical 


in size 
light 


and easier to re 


makes the 


notice how the margin oF 


id 


‘surround 


bottom text larger looking 


Keep your eye on SY LVAN lA Ty 


... fastest growing name in sight 


ELECTRICAL MERCHANDISING—APRIL, 


1955 


PAGE 





275 





nothing but porcelain PEOPLE 
nothing but porcelain 


nothing but porcelain 
nothing but porcelain 


ited dil i) -Mmolhamolelget-1F-lia 


wipes new...always! 


M. Glenn O’Harra, 70 


M. GLENN O’HARRA, retired vice-presi- 
dent of the Norge division f Borg 
Warner Corp., died February 5 in Los 
Angeles after a short illness. O’Harra 
had retired five years ago and had lived 
since in Los Angeles. Prior to joining 
Borg-Warner he had been an executive 
with the U. S. Rubber Co 


Won't wear through because 
t can’t wear through! Genuine 
Poréelain enamel is glasshard 

and tused right into the metal. It's 


nasy te ean, sanitary! Costs little Charing 

ed 
PORCELAIN ERAWEL 

aed leMele) 1-10) 2 wallet. = 


t any extra. lasts a lifetime 


"A pending doa Leaves NEMA Post 


ROBERT BURR, formerly manager of 
NEMA’‘s industry service department, ha 
been elected president of the National 
Bureau for Economic Realism. The Bur 
eau was recently formed in New York to 
provide independent and _ objective 


: o analyses of legislative and foreign trade 
Looks beautiful! j= 


and other public policy problems with a 


Stays beautiful! 7 psy ane 
We’re telling millions 


in the POST 


Porcelain enamel is 


APRIL 30 ISSUE 


unique in that it is ageless, 

nonfading, immune to normal wear. 

That's why it is called the “Lifetime Finish” —a 

potent selling point for smart dealers who are interested 


in bigger sales, both today and tomorrow. 


FERRO CORPORATION 


Opens PR Firm 


Barbara Ann Duggan, formerly with 
Landers, Frarv & Clark, has left that 
firm to establish her own public rela 
tions firm in New Britain, Conn. She 
will service accounts in Connecticut 
and western Massachusetts. Miss Dug 
gan handled Landers, Frary & Clark 
publicity activity for 14 years. Her 
new firm is located at 70 Vine St., 
New Britain 


Dailey Leaves Servel 


Donald Dailey, formerly vice-presi 
dent in charge of product planning for 
Servel, Inc., has left that firm to do 
consulting work in the field of product 
design. He will also acquire a pro 
prictary interest in the management of 
a small manufacturing busin 

Dailey was the winner of the 1953 
product design award of the Industrial 
Designers Institute for his work on the 
Servel ““Wonderbar’” portable refrig 
erator. Prior to joining Servel in 1950 
he had operated his own design firm 
and numbered Philco, Tappan and 
Proctor as his accounts. 


© 


30-Year Vet Retires 


WALTER S. LEFEBRE, market develop 
ment monager for Sylvania’s rad and 


has retired after 30 


television division 
years work in the electronics industry 
Lefebre entered the industry in 1923 as 
a manufacturer of loud speakers. Before 
joining Sylvania in 1950 he had been 
with National Union Radio, Philco and 
Westinghouse 


Elevated to Vice-Presidencies 


CLEVELAND 5, OHIO W. JACQUES SCHULER AND WALTER KAUFFMAN, right, hove been elected 


vice-presidents of the Lovell Mfg. Co., 





marking the first time in the history of 
the 74 year-old firm that there has been more than one vice-president. Schuler, 


who joined Lovell in 1929, will be vice-president in charge of sales. Kauffman, 


See pages 37, 174 and 236 for more news about Porcelain Enamel! 


vice-president in charge of engineering. 
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who organized Lovell’s engineering and research departments in 1930, will be 
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LADIES’ 
HOME 


DVAE- 












THE MAGAZINE 
WOMEN 
BELIEVE IN 














If women buy what you sell 
(dishwashers, for instance) remember... 
half your women customers read the Journal! 


THE JOURNAL IS THE NO. 1 WOMEN’S MAGAZINE IN 
CIRCULATION 

NEWSSTAND SALES 

ADVERTISING REVENUE 


Never underestimate the power of a woman 


... nor the power of the magazine women believe in! |odies 
Home 
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YOU NEED 2 






70 60 PLACES! 


No single portable power tool line meets 
the needs of all your prospects. In Pet and 
Shopmate portable power tools you have 
two distinct lines which satisfy every con- 
sumer and resale need as to quality, price, 
and discount structure. 


This line represents the peak of quality... at 
prices that give the public full value and the 
trade full profit. This brand's outstanding 
growth is your assurance of ite salability and 
turnover. 


















Ne. 200 
Boll-Bearing 
Oscillating Sander 





Ne. 614 Ball-Bearing Saw 


_— —_—- — 





Ne. 2000 
Reciprocating 
Jig Saw 


— ee ed 


Ne. 1440-6 4” Drill, 
with Bell Thrust Beering 


Neo. 464 '4 HP Grinder 
AO is el 









No. 4070 7” 
Standard-Duty 


No. 1540 Sander-Polisher Dise Sender 


——_— ——— i ee | 


Other PET Tools Include: 


No. 411 4%" Saw No, 1401-24 4" Ball-Bearing Drill 
No. 466 4 HP Grinder 7” Heavy-Duty Disc Sander 
No. 1490-4 4%" Drill 9” Heavy-Duty Disc Sander 


Ne. 551 A” 
Bell-Bearing Drill 











This line meets the needs of those among 
the public who insist on buying promotional 
merchandise. This line offers a source of 
additiona!, business, therefore, to those in 
the trade who have, until now, passed up 
this great new profit opportunity 





Ne. 1950-6 4” Drill No, 445 44" Saw 





Ne. 6000 Sander-Polisher 


Ne. 77-H 4" Drill 


Other SHOPMATE 
Tools Include: 


No. 250 4%” Drill 
No. 277-H 4” Drill 
No. 500 4%” Drill 
No. 462 % HP Grinder 
INC No. KU-118 De Luxe 
Dept. EM, Chicago 20, WI Home Work Shop 

' Shopmate 8-1 Bench Tool 


Ne. 510 
Ye” Drill 
Ne, 320-6 4" Drill 








PORTABLE ELECTRIC TOOLS 


20 W. 83rd St 
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NEW POSITIONS 








J. H. BRINKER 


A. O. Smith Corp.—J. H. Brinker has 
been named as general manager of the 
corporation's Permaglas division. Suc- 
ceeding Brinker in his previous post 
as director of marketing is S. FE. 


5. E. WOLKENHEIM 





R. J. SHEPHERD 


Wolkenheim. R. J. Shepherd, who 
has been manager of water heater sales 
for the division will fill the post of gen 
eral sales manager vacated by Wolken 
heim 





ROBERT S. WINDT 


CBS-Columbia—Robert S$. Windt has 
been appointed sales manager for 
radio. Windt will also continue in his 
previous post as promotion and pub- 
licity manager 





WAYNE F. STRONG 


Iron Fireman Mfg. Co.—Wayne IF. 
Strong was elected president of the 
company at the recent meeting of 
the board of directors, Strong most 
recently had been vice president in 
charge of manufacturing for several 
company plants 


Espey Mfg. Co., Inc.—Michael Muck- 
ley has been named sales manager for 
the Espey line of audio equipment. 
Muckley was most recently sales man- 
ager of the company’s phonograph di 
vision, and, prior to that, eastern dis 
trict manager for Hallicrafters. 


Roland Radio Corp.—Milton Rimmel 
has been appointed a sales representa- 
tive in the greater St. Louis, Mo., area, 
and Herbert Krauss takes over a like 
post in Los Angeles, Cal. 
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ALLAN M. WYMAN 


Magic Chef, Inc.—Allan M. Wyman, 
formerly president of Smithson, Wy 
man & Withenbury, Inc., has been 
appointed as director of advertising 
and sales promotion for the company. 





WILLIAM A. CONE 


Necchi-Elna—William W. Cone has 
been named as general sales manager 
Cone previously had held the post of 
general manager for Zenith of New 
Jersey. 


Republic Steel Kitchens—Appoint 
ment of Martin James Conley as a 
district sales representative has been 
announced. Conley will cover the 
states of Missouri, Nebraska, Iowa and 
portions of Kansas and Illinois for the 
company 


Zenith Radio Corp.—John T. Lafferty 
has been appointed a district sales rep 
resentative in the midwest with a terri 
tory consisting of Kansas City and 
Springfield, Mo., Fort Smith, Ark., 
Oklahoma City, Okla., Omaha Nebr., 
and Wichita, Kansas. 
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Aluminum Goods Mfg. Co.—W. F. 
Bugenhagen, has been elected presi- 
dent at the recent meeting of the 
company’s board of directors. Bugen- 
hagen had been executive vice presi- 





W. f. BUGENHAGEN 





G. C. KUBITZ 


dent and succeeds the late A. J. Vits 
in his present position. An additional 
executive appointment is that of 
G. C. Kubitz, named as general sales 
Manager, 





GLENN ALLISON 


Phoenix Sewing Machines—Glenn Al- 
lison, has been appointed sales man 
for the Phoenix division of the 
Artophon Corp. 


age! 


Motorola, Inc.—W. E. Laswell has 
been appointed a regional sales man- 
ager for the company in the southeast- 
erm district. Laswell’s territory takes 
in sections of four states including 
Georgia, Alabama, South Carolina 
and Florida. 


Q. A, Sutton Corp.—Fred Ricketts has 
been named as assistant sales manager 
for the consumer products division of 
the corporation. A regional appointee 
is Richard P. Greiner who has been 
named district sales manager for the 
territory which includes Kansas, Okla- 
homa, Missouri, Colorado, Nebraska, 
lowa and the Dakotas 


Caloric Appliance Corp.—-C. E.. Longe- 
necker, Jr., has been named as divi- 
sional sales manager for the corpora- 
tion in the greater Detroit area. 
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Carrier Corp.—Lyle C. Harvey has 
been elected senior vice president of 
the corporation and will direct its 
three new operating divisions, which 
will be known as Bryant, Day & 





HOWARD L. CLARY 


Night, and Payne. Other officers 
elected were Ronald N. Campbell, 
vice president, who will serve as gen- 
eral manager of the Bryant division; 
Howard L,. Clary, vice president, who 
will be in charge of Bryant sales; and 
William J. Bailey, vice president, who 
will head both Day and Night and 
Payne Divisions. 


R.C.A.—James D. Walker has been 
named southwestern field sales rep- 
resentative for the corporation's air 
conditioning department. His head- 
quarters will be in the Dallas regional 
offices. 


Westinghouse Electric Corp.-W. W. 
Morris has been named as director of 
market research for the corporation. 
Regional appointees include nine new 
district managers to the portable appli- 
ance field organization. The new dis- 
trict managers and the territories they 
will cover are; Keith C, Drake, Wor- 
cester and Springfield, Mass., and Al- 
bany, N. Y.; Richard F. ‘Tuson, Buf- 
falo and Rochester, N. Y.; Gerald P. 
Fiore, Allentown, Scranton and Wil- 
liamsport, Pa.; Robert J. Frick, Miami, 
Tampa, and southern Florida; Albert 
J. Schriber, Mobile, Ala., New Orleans 
and Shreveport, La., and Jackson, 
Miss.; Mark L. Herweg, Jr., Rock- 
ford and Peoria, Ill., Des Moines and 
Davenport, la., B. H. Zimmerman, 
San Antonio, Austin and Corpus 
Christi, Tex.; L. G. Sarles, Oklahoma 
City and Tulsa, Okla., and Amarilla, 
Tex.; Robert L. Allen, Salt Lake City, 
Utah, Billings, Butte and Helena, 
Mont., and Boise, Idaho. Regional 
appointments for the television-radio 
division are Charles Condike named 
district manager for the upper Mid 
dle Atlantic region, and Charles Klein 
district manager for the southern and 
western areas of the Middle Atlantic 
region. 
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e THERMOSTATIC 
CONTROL 


... just set it and forget it! 


‘A080 BOuuOo 


Electrically Reversible 


_—- 7" 
em ‘ ‘ mg S 3 





e 6 QUIET 
SPEEDS 


.. 3 Speeds Intake 
.. 3 Speeds Exhaust 


The Fan Sensation of the Industry 
20”°—ADJUSTABLE 


FRIGID WINDOW FAN 


Equipped with specially designed thermostatic 
control to provide automatic controlled comfort. 


Designed by craftsmen, FRIGID fans are top 
quality .. . proven performance . . . dependable 
. » » low cost. 


and for '55 a mn 1 


WINDOW TYPE ROOM 


AIR CONDITIONERS 


Designed for year round comfort 


Automatic Thermostat; 2 speed Da-Nite cooling; Dehumidi- 
fier; exhausts stale air . . . intake fresh, cool outside air; 
Double Size Filter for greater health protection. trouble free 
construction, 5 year warranty. UL. and C.S.A. approved: 





Send for complete 1955 illustrated catalogue which describes our complete 
line of WINDOW FANS, PEDESTAL, HASSOCK, ATTIC, EXHAUST & INDUSTRIAL 
FANS, BLOWERS, SPRAY BOOTH FANS, SHUTTERS, AND CAPRI AIR-CONDI- 
TIONERS. Sold through leading jobbers. 


ALL PRICED FOR EXTRA PROFITS 


FR IGi ws INCORPORATED 


128-168 32nd STREET, BROOKLYN 32, N. Y. 
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There’s nothing like being prepared, especially when your prospects start 
asking questions about your appliances and what they are made of. 

Take stainless steel for example. It gives you sales points second to none. 
Here are questions you may be asked about stainless steel, and the correct 
answers 

. Just what is stainless steel? 
it's an alloy containing 12 per cent or more of chromium. Other elements 
like nickel are sometimes included to add special properties, but it’s the 
chromium that makes stainless steel “stainless.” 

. Do products made of stainless steel cost more? 

Not always. And even when the first cost is higher, they're a better buy in the 
long run. For Armco Stainless Steel is a permanent investment—solid rustless 
metal all the way through. It has no plating to wear off. 

. Are foods sate after contact with stainless? 

Yes. Foods are not affected by stainless steel; they don’t get a metallic taste. 
Is stainless steel easy to clean? 

. Very easy. Usually soap and water will do the trick. Use ordinary household 
cleansers when necessary. Sterilizing and cleaning agents properly used 
don’t affect this attractive gleaming metal. 

0. Will stainless steel stand up under hard usage? 

. tt will, Stainless steel is exceptionally strong, durable and heat-resistant, 
There's your sales story—effective because it’s simple. Use it to show your 
customers that Armco Stainless Steel can’t be beat for its multitude of appli- 
cations, such as range burner bowls, broiler pans and grids, kitchen sinks, 
refrigerator parts, washing machine parts, holloware and tableware. 

Note: Consider using these messages in your sales training programs. 
Others like them have been assembled in a folder entitled, “You Have to Tell 
to Sell.” Just fill out the coupon and mail it to us. 


ARMCO STEEL CORPORATION * 1035 Curtis Street, Middletown, Ohio 


Send me copies of your folder, ‘You Have to Tell to Sell'’ 


Name 
Firm 


Street 


ARMCO STEEL CORPORATION 


1035 CURTIS STREET, MIDDLETOWN, OHIO 


SPECIAL STEELS 


Sheffield Stee! Division + Armco Drainage & Meta! Products, inc The Armco international Corporation 
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Mapping the Future 


EXECUTIVES of Tecca Distributing Co., newly appointed Landers, 


Frary and 


Clark distributors in greater Cleveland plan their future sales approach. Left to 
right are, R. E. Morrill, market development manager, Landers, Frary & Clark 


William C. Schrader, vice president 


Bickimer, sales manager, Tecca, and J 


DISTRIBUTOR NEWS 


CAPEHART-FARNSWORTH CO. 


The formation of a distributor ad 
visory council to assist Capehart in its 
overall planning was announced re 
cently by E. W. Gaughan, vice presi 
dent and general sales manager of the 
company. In selecting the members 
of this first distributor advisory coun 
cil Gaughan emphasized that, “the 
company had endeavored to achieve a 
cross section of their distributor or- 
ganization by the selection of distribu 
tors from both large and small markets 
and from all sections of the country.” 
The council will be a revolving group 
designed to bring Capehart in closet 
contact with activities at the distribu 
tor level. 





F. B. CONNELLY CO. 


Portland, Oregon distributor F. B. 
Connelly have announced their dis 
continuance of the major portion of 
their housewares distribution after 
more than 23 vears in the field. Eldon 
Dean, vice president of the firm, gave 
as reasons for the decision to discon- 
tinue, the discount problem, multiple 
distribution and direct sales to dealers 
in housewares, as well as an increase 
in the company’s other departments. 
Dean further emphasized that the ac 
tion of the Portland branch did not 
apply to the Connelly Company in 
Seattle, Wash. 


TIMES APPLIANCE CO., INC. 


The Westinghouse Electric Corpo 
ration has acquired the Times Appli- 


Inc., wholesale distributor 
for Westinghouse consumer products 
in the New York metropolitan area 
since 1920. According to present plans 
the ‘Times concern will continue in op- 
eration under its present name, as a 
wholly-owned subsidiary of Westing- 
house. In line with the acquisition 
the promotion of two officials of the 
firm was announced, Ira Kaplan, man 
ier of television and radio sales, and 
C, J. Ward, manager of major appli 
ances were both elected presi 


ance Co i 


vice 
dents. 
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manager and Charlies J 
district manager for LFC 


general 
H. Elkins, 


HOTPOINT CO. 


Hotpoint appliance sales have in- 
creased as much as 100 percent in 
some areas as a result of the recent dis- 
tributor contest for the President’s 
Award for Achievement in Distribu- 
tion, according to a company an- 
nouncement. 

National winner of the year-long 
sales incentive contest was GESCO, 
Charlotte, N. C., who were awarded 
the master trophy for the third con 
secutive year. Runner up in the con- 
test was another GESCO outlet in 
Greensboro, North Carolina which 
was declared National Branch Winner 
According to Hotpoint, this branch 
had the highest NEMA percentage 


figure of any distributor in the U.S 


WESCO 


A new sales and service center for 
Westinghouse Electric Supply Com 
pany is nearing completion in Phil 
adelphia. It is expected to help the 
supply firm, national wholesale mar- 
keting outlet for Westinghouse Ele: 
tric Corp., adequately meet increasing 
demand for Westinghouse consumer 
products in the area. 

Che two-story building pro 
vides approximately 95,000 square feet 
of working floor space. The first floor 
will house service, parts, receiving and 
shipping departments, a warehouse 
area, and a spacious lobby while th 
floor will be utilized for ait 
conditioned offices and show rooms. 

Che shipping and receiving area has 
trucks ports and an eight-car freight 
siding of the Pennsylvania Railroad 
will serve the new center. 


new 


second 


HOFFMAN ELECTRONICS CORP. 


The corporation has announced 
plans to operate its own sales organ 
ization in the Sacramento, California 
area, General manager, Paul E. Bry- 
ant, stated that Hoffman has pur- 
chased the assets and leased the 
premises of the E. M. Kemp Co., 
their former distributor in the area in 
line with this decision. 
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I ER N Spre ne Hee . oe 


Sunbeam 


FRYPAN 


Graybar Salesman Nelson E, Guillot discusses demonstration points of new Sunbeam controlled-heat 
automatic frying pan with Housewares Buyer G. R. Gahring and Demonstrator Rowena Lods. 


“Graybar-guided demonstrations 
build heavier store traffic” 


Continuous demonstrations really move 


goods. Here, a Holmes customer enjoys a Says: G. R. GAHRING 
Housewares Buyer, 
Sunbeam | D. H. Holmes Co., New Orleans, La. 


MIY 


cup of morning coffee brewed on the spot. 





“With Graybar to help spark the operation we've 
always got something going on in our store — sea- 
sonal promotions and lots of demonstrations, We find 
it is one of the best ways to move traffic in and 
move merchandise out. 


“But that isn’t all there is to the way Graybar 
lends a hand. Take service, for instance. It’s really 
unusual, particularly on emergency shipments. I can 
always keep staple stock on the floor without going 
overboard on any one item. That’s because I get the 
benefit of Graybar’s unique warehousing system. 
When it comes to having a variety of items ready for 
Guillot and Mrs. Lods make frequent in- quick sales... and getting them sold, you just can’t ©. 2, CORTG ey Seen 


ventory checks of fast-moving electrical : ‘ i = Guillot discuss order based 
housewares. beat this combination. 440-04 on inventory check, 









Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 
Executive Offices: 
Graybar Building, 420 Lexington, Ave., New York 17, N, ¥. 
iN OVER 110 
PRINCIPAL CITIES 
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AUTOMATIC ELECTRIC 
ALL-PURPOSE 


skillet | 


Dull | 


AUTOMATIC ELECTRIC 


griddle 
fry pan 


$] 7% , 
that mean PROT 


= 
4 
wy - 


a 


AUTOMATIC ELECTRIC 
sauce pan 
cooker 


- «sz 





* Completely immersible including handle 
Safe to wash even in automatic washers 


*% Controlled regulated heat from simmer to 
400° makes all cooking scientific 


*® Special “no-stick” cooking surface 
*® High dome heavy cast aluminum Vapor-Seal 
cover for Dutchoven and waterless cooking 


*% Cooking time and temperature guide 
on handles 





“High dome heavy cast aluminum Vapor-Seal cover $3.00 
{Write us about Du-Wal protective, restricted distribution sales policy 






ly 
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DAN R. NIGHSWANDER 


Norge—Dan R. Nighswander has been 
named conventional washer sales man- 
ager. Nighswander formerly was assist- 
ant general sales manager for Thor 
Corporation. Warren O. Klein is the 
newly appointed assistant manager of 
key accounts. Klein was formerly as- 
sociated with Gibson Refrigerator Co. 


Whirlpool Corp.—Recent appoint- 
ments include Frank Hogan as re- 
gional sales manager for the corpora- 
tion in charge of distributor activities 
in the metropolitan New York and 
Newark, New Jersey areas, and E. L. 
Farquharson named as southern New 
England regional manager. 


Eureka Williams Co.—Mark Carmody 
has been named as assistant sales man- 
ager for the company’s Eureka divi- 
sion. Cushman Skinner has succeeded 
Carmody in his previous post as as- 
sistant manager of advertising and 
sales promotion 


Hamilton Mfg. Co,—\W illiam Cox and 
Harland Manthey have been ap- 
pointed to the field sales force of the 
company’s home appliance diy 1s10nl, 
Cox becomes regional manager in 
central and southern California, and 
the state of Arizona, while Manthey is 
in Oklahoma and Texas. 





DON G. MITCHELL 


Sylvania Electric Products, Inc.—Don 
G. Mitchell, chairman of the board 
has also been elected president of th« 
company to fill the vacancy caused bi 
the recent death of H. Ward Zimmer 
Mitchell will serve in the dual capacit: 
for an indefinite period according to 
the announcement 


Crosley-Bendix Div., AVCO — Ter- 
rance D. Kennedy, has been named as 
laundry field sales manager replacing 


James G. Koontz. Kennedy has been 


with Bendix since 1952 in variou 
executive sales capacities. 
Kelvinator Div. American Motors— 


Robert E. Skeffington has been ap 
pointed as manager of department and 
furniture store sales. Skeffington had 
previously served in various sales ca- 
pacities for the company. 


Andrea Radio Corp.—Gordon James 
has been appointed to represent the 
company in Nassau, Suffolk and a por- 
tion of Queens County, N. Y. 


Hoffman Radio Corp.—Appointment 
of Gordon A. Mueller to the post of 
New England regional sales manager 
has been announced. Mueller will 
have headquarters in Hartford, Conn 





TED WEBER 


RANDALL HARRISON 


EM Promotes Two Editors 


Ted Weber, News Editor of Electrical Merchandising since 1949, has 
been named Associate Editor. In his new capacity Weber will devot« 
the major share of his time to visiting dealers and distributors in the 
eastern states to gather material for feature articles. Prior to joining this 
publication he was employed by the major appliance department of General 
Electric as a writer and publicity man. In his five years with the magazine 
he has been responsible for important improvements in its news section 
and has achieved wide recognition in the industry as an expert on air con- 
ditioning marketing. 

Succeeding him as News Editor is Randall Harrison, who has been 
Assistant News Editor since 1954. Harrison came to the magazine after 
several years experience as a reporter with the United Press, as news editor 
of station WKOW-TV in Madison, Wis., and co-owner of Motion, Inc., 
producers of television films. 
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Airjet Hair Dryer 


Stim-U-Lax Jr 
for faster drying 


Suspended Motor 
on handle- Action for effe 
tive massage 


NEE— 0 ‘ood Mixer, 
Qytestasss DeLuxe Model KNEE—ACTION Foo pndy 


5 Model 420 Stainless steel 
& speeas more wer— A 

de. » mee Davee beaters automatically adjust 
Cover has separable 


to any bowl contour! 
measuring cap. 


Double—Action Knife Osterett: Portable 
Sharpener hollow- Food Mixer. Light 
grinds both sides but powerful for 
of blade at once all mixing 





sagett for 
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ROHN Modern Appliance Displays 
TV Service Table| | Need LIG a MOTION! 


tne the ost ‘rom the thes time 
Frere o-sh O 


sto TURMTAGLES 


THE OLDEST NAME in turntables assures you 
profitable, trouble-free operation. Used an 
merchants nationwide for unusual action d 

plays. Model 712 ROTO-SHO Hiwstreted, 


ete. Dozens 
ofa ting [eo ; BUILD YOUR CAREER with a 


Gall on Your Authorized Rohe ton of elec ‘ leading national distributor of electrical home 
jepresentative Or Write Direct turdy steel construction. 
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Managers and Salesmen with management am- 
bition. An expanding sales organization offers 
opportunities for good starting position and 
rapid promotion. Initiative pays off in the 
opportunity to make money, COMPLETE 
TRAINING ... VACATION, INSURANCE, 
PENSION PLAN, 
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formation. Address Inquiries to; 
The safe, easy and 


quick way to han- | SW-5542, Blectrical Merchandising 


SELF-LIFTING PIANO TRUCK CO. dle appliances. | stralihe erat semetettaheser ian 


426 Worth Main Street Findlay, Ohic iF Patented Step-On 
Lift — Retractable 
wheels, Cap. 1,000 
lbs. Ship. wt. 45 lbs. 


Many Dependable Buys | | stihl Asset sonms wieder tte DISTRIBUTORS AND JOBBERS 

are to be found Write Dept. B 

in this Section ROLL- OR- -KARI CO. Valuable Franchises in Protected Territories Now 
acide cs Available for Dage Closed Circuit Television. 
Through our complete merchandising and sales pro- 
gram the field of industrial television offers an 
unlimited potential. Interested parties must have 
or be able to furnish both sales and service facilities. 
When answering this ad please furnish background 
of your organization. Address all inquiries to distrib- 
utor sales department, Dage Television Division, 
Thompson Products, Inc., West 10th Street, Michi- 
gan City, Indiana. 
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WANTED NEW ELECTRICAL PRODUCT 


TO MANUFACTURE AND MARKET 
OY eles matlonel distrivution trowgh Seest hardware, cheewieal ulsiribotor senerteont 
stores, mail order nentp. Interested in new product to make and market. 
6 outright sale or royalty. 


BO-5580 ELECTRICAL mancnanpnnie 330 W. 42 St., New York 36, N. Y. 
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sires connection with manufacturer for 
Southeastern States, Several years experience 
calling on distributors in this area, PW-6647, 


McGraw-Hill Publishing Company, Room 2710, 330 West at enh midi mom ot 
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selling 


through jobbers and distributors. RA-4782, Sold outright or exchanged 
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RW -6033, Pleetrical Merchandising 
620 N. Michigan Ave., Chicago 11, Ul. 








MANUFACTURERS’ REPRESENTATIVE 
covering Michigan and Toledo, Ohio, desires 
electrical supply lines, commercial or indus- CENTRAL VAC. CL. co. 


trial lighting lines RA-6891, Electrical 4608 - 104 Gt. Corona, L.1., 4. 
Merchandising. . . 
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EDITORIAL 








Open Letter to Utilities 


Gentlemen: 

About the time you read this the 2lst annual sales 
convention of your association, the Edison Electric 
Institute, will have concluded its deliberations in 
Chicago and become one with history. You will have 
been touched by much that is inspirational and you 
will take a pardonable pride in the many achieve 
ments that have contributed to the growth and com- 
parative importance of the place of your companies 
in the general economy. But you will also have taken 
home, for quieter contemplation, a knowledge that 
there exist a number of problems which admit to no 
simple solution. One of these problems concerns the 
impact of what has been termed “the distribution 
revolution” on your business. For, make no mistake 
about it, sweeping changes in the methods of selling 
the goods that utilize your service have become all 
too apparent. The historical relationship that previ- 
ously existed between manufacturers, distributors, 
dealers and yourselves are undergoing profound 
upheavals. And the impact of that upheaval is bound 
to force upon you considerable re-examination of your 
present policies, because they affect your customer 
and dealer relations, your residential load-building 
programs, the leveling of your peak demands and 
power factor, the financial burden of maintaining 
present sales organizations and the ultimate responsi- 
bility of your companies to service equipment added 
to your lines 


a “distribution revolution,” of course, had its 
genesis in the enormous productive capacity of 
American manufacturers—a capacity that has far out- 
stripped the ability of traditional outlets to distribute 
to the ultimate consumer. And now that war-created 
scarcities have long since been satisfied, these pressures 
to find a market for the products spewing forth from 
our factories, have been relentlessly building. Some- 
thing had to give. Manufacturers themselves have 
not only perfected and improved accepted products, 
but have created a host of new ones. Working within 
the semi-rigid framework of high material and labor 
costs, they have constantly cut their production costs. 
There has been only one area susceptible to further 
cost-shaving—the distribution function. And _ the 
stresses and strains to which that function has been 
subjected in the past three years are already manifest. 
Lhe very survival of the independent distributor and 
ilealer is at stake. 

You might well cynically retort that it is of little 
concern to you who sells the devices that provide your 


load, as long as they continue to be sold. Products 


sold by discount and catalog houses, buying clubs, 
unions, industrial firms, builders and price-cutters of 
every <dlescription—including distributors and dealers 
will continue to turn your meters. And so they will. 
jut only those devices that have gained a common 
public acceptance such as refrigerators, washers, 
cleaners, T'V and radio sets and electric housewares. 
What happens to ranges and water heaters and dryers 
with a competing fuel problem? What happens to 
freezers, dishwashers and food waste disposers, air 
conditioners, dehumidifiers, incinerators, ironers and 
other low-saturation items where the need has yet to 
be sold? What about lighting and electric heating? 
You may continue to double your average residential 
kw-hr, consumption every ten years, but a balanced 
load-building program must be selective to obtain the 
largest kw.-hr. sales per kw. of installed capacity. 
What about servicing? You are all aware that if 
appliance retailing moves inexorably in the direction 
of profitless discounting, that the service function will 
become progressively neglected, or abandoned. Your 
own self-interest will then demand that the appliances 
in your customers’ homes be kept operating. You may 
say it is the manufacturers’ responsibility and, un- 
doubtedly, some form of centralized servicing depots 
will come into being. But your customers will have 
a perverse feeling that the utility she is paying her 
bills to locally should right what is wrong. 


Ww" this preamble is leading up to is simply 


this: 

From your earliest days, whether you merchandised 
or not, you have been able to rely on a relatively 
strong independent distributor and dealer organiza- 
tion. They have been responsible for building much 
of your present load; they introduced and sold most 
of the new energy-consuming products as they came 
along; in countless thousands of communities they 
have assumed responsibility for servicing what they 
sold. And they derived no continuing revenue from 
the sale—merely a merchandise profit which, today, 
is rapidly disappearing. They were small business 
men, but proud ones. Now, many of them are openly 
wondering whether the game is worth the candle. If 
they gradually disappear from the scene and only 
opportunist discounters take over, you are going to 
inherit some real problems. 

From the standpoint of your own enlightened self- 
interest, it would seem evident that independent 
dealers merit all the encouragement and support you 
can make available to them. 

They are your forgotten ally... 


oa 
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YOU CAN 
TAKE 


N uncivilized parts of the world, women are still used 
| as beasts of burden. Shocking. Yet for many American 
women, the oppressive burden of a week's wash weighs 
as heavily on their minds as if they, too, carried it 
around on their heads. 


To take the strain off this gal’s mind and back both, 
sell her an automatic dryer with the famous Lovell 
Drying System. It'll save her up to 10 hours a week 
And free her from a woman-killing chore. Use these 


Lovell features to make it easier on you. 


1. Single Dial Control 
(a) Provides for any degree of dryness 


(b) Automatic shut-off at desired dryness. 


Vacuum Drying System preheats air, has highest drying 
rate, costs less to operate, reduces lint accumulation 
New Extra-large Infrared Element has three times more 


heating area, purifies clothes, dries them more gently 


. Easy-to-unload Door is extra large, opens all the way 


Gives full visibility 


. Air-cooled Cabinet allows easy access for cleaning. 


Easy-to-clean Lint Trap 
Lint Trap Safety By-pass prevents clogging if user 
fails to empty trap. 


. Outdoor Humidity Vent is easily connected at rear. 


. Handy Clean-out Drum Baffle t remove sand, small 


objects. 


er mind 





The Lovell Drying System is used 
in many leading makes of tumble 
type dryers, both gas and electric, 
Lovell Manufacturing Co.,, Erie 
Pa, Also makers of famous Lovell 
Pressure Cleansing Wringers 


America’s newest household blessing 


DRYING SYSTEM 


ELECTRIC and GAS 


(Remind every customer that she can get her 

wash done quickest with a wringer-washer and 

automatic dryer and that the combination 
costes leas than she thinks! 





THE FABULOUS 
FOODARAMA 


from KELVINATOR 















































The World’s Finest Foodkeeper! 
The Industry’s Newest and Greatest Salesmaker! 
ALL THIS...and 8 NEW COLORS TOO 


Again—more of the kind of stuff more sales 
are made of from Kelvinator! 16 cu. ft. of up- 
right storage in only 47" of wall space ... More than 
11 cu. ft. of fresh storage—nearly 5 cu. ft. (166 lbs.) of 
frozen storage. Here is a totally new product, the most 
spectacular to demonstrate, the easiest to sell, with a 
new and greater sales opportunity for you in 1955. 


Kiechuznatonr 


Division of American Motors, Detroit 3 


The Most Valuable Franchise in the Appliance Industry 


Moist-Cold Fresh Food Compartment with Humidiplate re 


‘frigeration, adjustable 


for desired balance of cold and moisture. Refreshes as it refrigerates. Never needs 


defrosting 


Breakfast Bar in door for bacon, eggs and juices. Butter Chest and Cheese Keeper 
oe I 


Deep door shelves too, for bottles and snacks 
@ Three Roll-Out Shelves—Slide-Out Giant Crispers 
@ Frozen Food Compartment keeps 166 pounds of foods sa/el 


@ ice Cream Keeper holds 2 gallons of ice cream, juice-rack 
dispenses frozen juice cans at a touch 


@ Freezer Wrap Dispenser in the door and even a safe un 
refrigerated place to store bananas, 


@ A full range of eight smart “decorator” colors, and white. 
Kelvinator Electric Ranges, the only ranges in the world 
with Disposable Aluminum Oven Linings’, also are avail 
able in matching colors. Exclusive Kelvinator color sales 
plan requires NO EXTRA INVENTORY INVESTMENT. 


y frozen in zero cold 


* Patent applied for. 





